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KNOWING the ANSWERS 


OME laundry equipment, when we get it again, will 
be sold by a new generation of sales people. There 
will be a minority of veterans, but even they will 

have to have refresher training. This is true of all other 
appliances, but in the home laundry field the problem of 
fitting these new salesmen for the job is complicated by 
new laundering techniques, called for through the develop- 
ment of synthetic fibers, either woven into wholly new 
fabrics or combined with cotton or wool. 

We are in the period of rapid replacement of the types 
of washable materials familiar for many generations, with 
new and attractive textiles each type of which presents 
an unfamiliar problem in home washing, drying and iron- 
ing. These new fabrics do not seem likely to affect the 
present basic designs of washers, ironers, irons and dryers, 
but raise new problems in the appropriate operation of 
the appliances, especially in time and temperatures. 

They will therefore, greatly affect selling our merchan- 
dise. Changed laundry procedures are called for and 
will have to be taught to users. This of necessity demands 
a better educated sales personnel. 

Women buying these fabrics are alert to the changes 
and when they buy home laundry equipment, will want 
to know if it meets the requirements of laundering new 
materials. 

They will want to know if the garment they have bought 
must be dry cleaned or whether it must be washed by hand 
or, most important to us, can it be washed in the washer 
and ironed at home and if so, exactly how. 


HE answers to these questions must be found by 

home laundry manufacturers and must be taught 
clearly and continually to the sales forces of the industry 
as an essential basis for the future expansion of this market. 
This is especially to be emphasized because added func- 
tions and new conveniences in home laundry equipment 
necessarily demand higher price levels. 

We are setting out, as an industry, to provide a complete 
home laundry calling for an investment of $500 or more. 
Top quality washers, ironers, automatic irons, steam irons 
and the home dryer add up to a real investment. Such an 
investment is not likely to prove attractive unless it offers 
a really complete home laundry service; complete in the 


sense that this equipment will fill all the family’s needs. 
And as the family’s needs will include keeping clean an 
increasing amount of fabrics employing synthetic fibers, 
the answers to the questions of home laundering of such 
fabrics have got to be met. 

The salesman who does not know the answers may be 
good enough to sell a low priced washer and flat iron to 
a customer who thinks, because she has not been taught 
otherwise, that machine washing and ironing will take care 
of only a part of her laundry needs. The customer in 
this case will not know any better and the salesman will 
not know any better either, but the difference to the 
retailer and his distributor and his manufacturer is the 
difference between a sale of less than $100 and one that 
might run to several hundred dollars. 

The value of sales education in the home laundry field, 
as it is today and will be increasingly in the future can, 
therefore, be measured more exactly in dollars and cents 
than with many other appliances. 


ORTUNATELY, a considerable amount of work is 
being done to establish the facts of laundering the 
new fabrics at home, Some publications in the women’s 
field, some of the home laundry equipment manufacturers, 
and the producers of the synthetic fibers are at work test- 
ing and developing guiding principles in temperatures 
and operating technique. 
ELECTRICAL MERCHANDISING, with this issue, begins 
an important series of articles to present the industry with 
the results of these researches. In this issue, the pioneer- 
ing work being done at 
is reported. In future issues, facts developed by textile 
people and by home laundry manufacturers will be pre- 


sented. 


Good Housekeeping Institute 


Facts from these and other sources will be pre- 
sented to supply the answers to the questions which will 
more and more be asked by Mrs. Customer. 
answers that everybody in the home laundry industry, 
from the manufacturing executive to the salesman on the 


floor, should know. 
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W46-6 June BHG Homes Whopper 2- 
card set. Photo-gelatin reproduction in 
4 colors. Each display size 40’'x30’. 
This is the second release of the 8 Bet- 
ter Homes and Gardens Magazine 
Homes. Additional displays featuring 
the balance of this series will be re- 
leased in July and August. 


—Wichita “MAGNIFICENT’—Boston 
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fo start... and stop! 


446-6 June Electric Cooking Huge 60''x40"’ Display Photo-gelatin reproduction in 
three colors. 


Note: The standard size of the 
Electric Whopper displays is 
30°'x40". However, to show 
the series of 8 homes to best 
advantage this has been 
changed to 40''x30"’. 
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Producers of Fine Displays 


427 West Randolph Street, Chicago 6, Illinois. Phone State 7560 
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, ---coming up! The Mrs. may not get a new Easter 
Reseeeea X bonnet . . . because the Petersons are buying a facial for 
their farm this spring! 

Warned by chaffy ears and some clover failures, alkaline 
areas and sour spots, L. H. Peterson consulted his county 
agent, sent soil samples to Iowa State . . . got back a 
plotted map showing the sick soil locations, and complete 
prescriptions for fertilizing forage and corn fields. He can 
reasonably expect in 1946 some 2,000 bushels more of corn 
... ditto on oats...on his 388 acres—which ought to 
buy a lot of Easter bonnets next year! 

“Pete Doctors His Farm” in Successrut FArMinG for 
April (page 24) is a typical story of the new-type successful 


ook farmer . . . actively aware of the need for perpetuating a 
neglected national asset—the soil . . . of preserving his farm 
capital, using science and common sense to better his business 

bs and his profits . . . It is likewise a significant story for 

Clock appliance men, indicative of modern farming as a high 

you voltage, live wire industry . . . and of the million plus farmers 

a , of the thirteen Heart states, plus New York and 

me Pennsylvania, who make SuccessFuL FARMING a major 
outlet in the nation’s top electrical appliance and equipment 
marke?! 

pe Air conditioned hay... 

full details of new techniques for 

low drying fresh cut forage under 

sis cover...saves as much as 60% of 

best food values formerly lost to 


sun and rain...makes better 
fodder, lowers cost...is a new use 
for motors! ...See page 28. 


Bottoms up!... forecast of farm products export in 1950 
it has lard up 213% over 1935-39 
... eggs even... cotton down 
20%...“"Your Markets Overseas 
—Are They Important?” 


Page 21. 
> 


Also...‘ Pastures Make More Beef”’, 
...“"New Hope for the Shy Breeder”... 
dozens of other firsts in farm articles 
which make SF first on the farm... ' 
among the first farmers . . . more 
than a million subscribers backed 
by billions! For more facts. ..askaaj 
any office... SuccEssFUL FARMING, §& 
Des Moines, New York; 
Chicago, Cleveland, Detroit, 
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HOUSING 


CAN COST TOO MUCH 


VERYONE in the United States wants our 
people, and particularly our war veterans, well 
housed quickly. Almost everyone, we believe, 

likes the vigor and imagination with which Wilson W. 
Wyatt, the housing expediter, is going about the job 
of mobilizing our housing resources. 

No one, however, wants the veterans, or anyone 
else, to get a lot of severe economic headaches along 
with the housing. As it stands, the emergency hous- 
ing program runs unnecessary risks of having such 
results. 

Here are the reasons: 

1. The principal opportunity the program offers 
to the veteran is that of buying a high-cost house 
where a chance to rent would, more often than not, 
meet his needs much better. 

2. At the worst possible time, the program adds 
substantially to the dangers of a runaway inflation 
of the sort that inevitably ends in a crash. 

3. Little is done to try to reduce the arbitrarily 
high costs of building, such as those resulting from 
restrictions imposed by labor unions and anti- 
quated building codes. 

4. By giving overriding priorities to unattainable 
goals of home construction, the program endangers 
a volume of industrial construction necessary to 
sustain full empléyment. 


Needs of Veterans 

First on the needs of the veterans. What many, if 
not most, veterans need is a chance to rent a place at a 
reasonable rental while they are getting shaken down 
in their postwar careers which in many cases are in- 
evitably unsettled at this time. Essentially, what the 
“Veterans Emergency Housing Program” gives them 
is a chance to buy, for about $6,000, a house built 
along conventional lines and padded with much 
unnecessary labor and material cost. 

But what are the alternatives? There are at least 
two. One is to put far more emphasis on more effective 
use of existing housing than the Wyatt program has 
thus far. The other is to see that the proportion of new 
rental units is much stepped up. 

Incredible as it may seem, there are at present more 
than 2,000,000 vacant dwellings in the United States. 
Many of them should be demolished. But many per- 
mit of relatively satisfactory temporary use. Many 
more single dwellings can readily be converted into 
comfortable multiple dwellings. The emergency pro- 
gram assumes that only 350,000 dwelling units can be 


provided this year by these expedients, but it does not 
seem unreasonable to assume that this figure might 
be doubled by a vigorous drive. The result would be 
a better balanced emergency housing program, be- 
cause it would provide more rental housing immedi- 
ately and save critical building materials. 

Of the new housing units contemplated by the 
Wyatt program, it is estimated that only about 20 per 
cent will be for rent. Before the war more than half 
of the homes in the United States were rented. That 
means that unless the Wyatt program is to create little 
less than a revolution in the terms on which homes 
are occupied, it must be revised to include a much 
higher proportion of rental units. 

To secure the result in the face of present high 
building costs special inducements will be required. 
They might be provided by allowing accelerated tax 
amortization of, say, half the construction cost over 
the next five years, together with rent ceilings high 
enough to make this form of investment attractive. 
This would, of course, call for higher rents, but the 
actual price to the veteran, in woe as well as money, 
might well be much less in the long run than if he 
bought an over-priced house now. 


Too Easy To Pay Too Much 


One of the mysteries of the Wyatt program is its 
general emphasis on measures to increase the supply 
of money with which to buy houses when the demand 
for houses is already at an all-time high. Some vet- 
erans may need special financial help, but the plan 
to give 90-95 per cent mortgages generally on new 
homes is not only unnecessary but positively dan- 
gerous. By providing up to $3.5 billions of govern- 
ment-guaranteed credit for homes this year, and 
almost twice as much in 1947, the program will re- 
lease an equivalent amount of individual savings to 
create further demand for goods and services. All that 
such generous mortgage terms will accomplish with 
certainty is a dangerous lengthening of the odds that 
we will not avoid a boom and bust cycle of inflation. 

If building codes were brought up to date and ar- 
bitrary union working restrictions were eliminated, 
the way would be paved for reductions in the price 
of standard houses which, it has been estimated, 
might run as much as 20 per cent. This would both 
give the buyer of a new house a far better run for 
his money, and also reduce the inflationary pressure 
created by the super-generous credit arrangements 
involved. 
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Getting anything done along this line is difficult, 
particularly because the restrictions are imposed by 
tens of thousands of separate localities and organiza- 
tions. Some headway is being made. The local emer- 
gency housing committees being set up under the 
Wyatt program provide a means of doing much more. 
Far more steam must be put behind this aspect of 
the program, however, if its greatest potentiality for 
permanently constructive accomplishment is to be 
realized. 


Crippling Essential Industrial Production 


The goals set for emergency housing construction 

1,200,000 new homes started this year and 1,500,000 
started in 1947—are higher than any qualified au- 
thority thinks can be met without crippling other 
essential construction. The reasons commonly as- 
signed for such optimistic goals is that they are in- 
spiring to those in the industry and soothing to those 
who want something tremendous done about housing. 

Under normal circumstances, relatively little dam- 
age might be done by such excessive goals which are 
a common feature of most Washington programs try- 
ing to elbow their way to the center of the national 
stage. However, the emergency housing program car- 
ries with it top priorities for the materials to be used. 
Consequently, other essential construction will have 
to get along on whatever share of critical building 
materials will be left after all demands of home build- 
ers have been satisfied. 

The Civilian Production Administration estimates 
that output of important materials wili fall far short 
of needs. It forecasts a 15 per cent deficit in lumber, 
18 per cent in bricks, and 52 per cent in cast iron 
radiators. Hence, unless building materials output 
can be stepped up far more rapidly than now seems 
possible, a prohibitive squeeze will be put on indus- 
trial building to provide the materials needed for the 
Wyatt program. This would complicate unbearably 
the problems of sustaining full employment and get- 
ting the flow of production so important in avoiding 
the boom and bust route. 


Perspective on the Housing Shortage 


What is needed is an aggressive drive to get full 
production of building materials as rapidly as pos- 
sible. Such a drive should concentrate on measures 
aimed at helping the industry remove the obstacles 
to all-out production rather than on such measures 
as the subsidy plan which seems quite likely to suc- 
ceed only in enmeshing the industry in more gov- 
ernment controls. After making due allowance for 
the materials outlook and the needs for essential 
non-housing construction, housing goals should then 
be set as high as feasible. As matters stand, by set- 
ting construction goals before feasible material goals 
are determined, the cart is put before the horse. 

There can be no doubt about the acuteness of the 
housing shortage and the necessity of a program 


commensurate with the magnitude of the problem. 
It also remains true, however, that the housing short- 
age for the nation as a whole is not quite as desperate 
as those who want the country to drop everything 
and go to building houses would have us believe. 

During the war 34% to 4 million new dwelling units 
were built or created by remodelling in other than 
farm areas. The number of families living in such 
areas increased by less than 3% million. Even though 
some of this housing was located in remote places 
as an adjunct of war production works, the wartime 
increase permitted a margin for more housing per 
family at this time. Indeed, it has been estimated that 
the rate of doubling up is only about one-third as 
great as in 1940. The margin did not begin to suffice, 
however, to meet the needs of those millions of people 
particularly in the lower income groups who, thanks 
to rapid increases in income, can afford to have and 
insist upon having better housing than they have ever 
had before. 

A rising standard of income which makes possible 
a new standard of housing for many people is a fine 
thing. Above all, it is important to see the veterans 
get the best possible break in housing. 


But Housing Can Cost Too Much 


The Wyatt program has many good features. The 
emphasis on prefabrication, though perhaps over- 
optimistic, is hopefully modern. The emphasis on local 
collaboration in solving housing problems which are 
inevitably in large part local should lead to per- 
manently valuable results. The vigorous mobiliz- 
ing of 300,000 temporary dwellings to meet at high 
speed some of the most desperate shortage is all to 
the good. 

The main trouble with the program is that it does 
not pay enough attention to the economic havoc 
which may be created in the process of trying to 
meet its excessive goals. As a nation, we should be 
and are willing to pay a high price to get adequate 
housing. But the price will be too high if we: 


1. Give the veteran a bad bargain by selling him 
an over-priced house. 

2. Cripple industrial production needed to create 
good jobs for veterans, and 

3. Touch off a disastrous inflationary sequence in 
the process. 

These pitfalls can be avoided. All of us, includ- 
ing the veterans, have a common interest in seeing 
that they are avoided. 


President, McGraw-Hill Publishing Co., Inc. 
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Finding out how well textiles, both natural and synthetic, withstand soap and water is one of the jobs done in this laundry laboratory 
at Good Housekeeping Institute. In picture at right, Miss Katharine Fisher, director of the Institute. 


Washing and ironing new synthetic fabrics poses some new problems which 


will affect the future sale of washers, dryers, ironers and irons... Here is an 


account of the research carried on by the Good Housekeeping Institute 


T’S hard to pick up a newspaper or 
magazine in this chemical age with- 
lot of new names pop 
up at you—aralac, vinyon, saran, nylon, 


plexon, fiberglas, velon, krene, lyntron, 


\ inyli lene, cel inese, fortisan, acele 
and a host of others which represent 
trade-names and processes of manufac- 


The 
business has grown to astonishing pro- 
portions and it would be the mildest 
kind of understatement to say that a 
rudimentary working knowledge of the 
varying properties 


turing fabrics from synthetics. 


of these synthetics 
is going to be required by the home 
laundry industry. 

The reasons are not hard to find: 
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fabric, its 
its ability to 
its capacity 


the washability of the 
to hold colors, 


withstand 


capacity 
and 
to withstand heat under ironing bear 
the closest relation to the 
rendered by the 


} 
Snrinkage 


satisfaction 
washing, drying and 


ironing function. 


Public Confused 


There is a widespread lack of 
information on the properties of syn- 
thetic fabrics on the part of the con- 
sumer—and small wonder. 
fronted with 
names of 


She is con- 
an increasing array of 
new synthetics which are 
being made up into every conceivable 
type of goods: dresses, skirts, blouses, 


stockings, rugs, blankets, upholstery, 
underwear, gloves, decorative fabrics, 
curtains, linings and the like. Label- 
ling on the part of the manufacturer 
of the end product has been sadly 
neglected so that she is in the dark 
as to whether a particular fabric is 
washable, whether it will fade or shrink 
and what its wearing qualities are. 
Half the time the garment manu- 
facturer himself, lacking research 
facilities for testing, knows relatively 
little and plays safe by putting a tag 
on the product. “This garment should 
be dry-cleaned,’ All of which means 
that the customer is put to additional 
expense to maintain the clothing when, 
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as it has been recently proven, g large ¢ 
often might have safely tossed it jn mak 
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the distributor, the dealer and _ the jects. 
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temperatures for ironing these new 
fabrics, 

Even manufacturers of synthetic Piest 
fabrics who claim that their produc ine 
is washable, provide the customer witty. 
only the vaguest kind of advice : “Was 
by hand,” “Use only gentle soaps 
etc. The result is that literally mi: 
lions of women have become bath: 


room dunkers of blouses, lingerie, an: j 
even dresses, while their handsomt ii 
washing machines stand idle. It ! 

not difficult to see that the prove! ; 
washability of many synthetic fabric “a 
- —by machine—is a potent selling poit! ~ 
for the future; that automatic iron 

and ironers with temperature 


and fabric settings should enjoy a wid 
sale. 


Good Housekeeping's Work 


It also is the feeling of Good HoustBayons 
keeping Institute that washing by hanfipees , 


when it is unnecessary offsets to Matic a 
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en, s| large extent the advantages of a home- 
it int maker's owning and using a washing 
as beer ff} machine. Ever since modern labor- 
Proper fi saving laundry appliances first were 
irment introduced, the Institute has been 
exper studving their capabilities in its Laun- 
e liable f¥ dry Laboratory and developing methods 
ich cot. IM of using them to better advantage with 
fabrics #) fabrics and garments of all types. 

) Collaborating closely has been the In- 


) stitute’s Textile Laboratory, under the 

direction of W. E. Coughlin, Ph. D., 
‘t to the FP in investigating the service qualities 
hasized Hof fabrics and clothing—shrinkage, 
washing fF color resistance to fading, and the like. 
millions J§ In the earlier days these investigations 
0 come. were confined to natural fibers such as 
acturer, J cotton, iinen, and wool were the sub- 


ind the jects. More recently the vast family 
working If of rayon derivatives has been included. 

of th Out of all this activity has come the 
y realize conclusion that many synthetic fabrics 
dever in Bon the market today stand up satis- 


‘Ss which f factorily under machine washing. As 
nt; that {fF a result the Institute has been carrying 
» proper fF on a campaign to hammer home this 

fact to its impressive reader audience. 


Articles with titles like, “What Do 


That Take to Soap and Water,” 
“Susan Washes a Rayon Dress,” and 
pamphlets—““How to Wash and Iron 
Today’s Rayons,” and “Post-war Iron- 
ing Temperatures,”’—tell the reader, 
in simple language, the result of pains- 
taking research carried on continu- 
ally in the Institute’s laboratories. 


The Labelling Problem 


To overcome another glaring lack in 
present-day methods of merchandising 
Biabrics and clothing, Good Housekeep- 
ing started a labelling program of its 
own, to demonstrate to readers and to 
manufacturers as well, the value of 
having point-of-purchase information 
about washability and other service 
qualities, and directions for proper 
care. This program is confined to the 
clothes featured editorially in Good 
Housekeeping’s fashion pages. Small 
tags called “Good Housekeeping Facts- 
First Fashion Tags,” are attached to 
these clothes when they are sold in 
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EMPERATURE — For laundering 


xd Hous ayons, fill washer with water at 105-110 de- 
x by haGirees, or set temperature control of auto- 
sets tO @Mmatic at "warm." 


You Know About Rayon,” “Rayons’ 


tag is printed such information as the 
following : 


"Samples of this fabric in pink, aqua and 
white have been investigated in Good 
Housekeeping’s Textile Laboratory with the 
following results: (1) the colors showed 
good resistance to light fading and to wash- 
ing; (2) the shrinkage did not exceed | per- 
cent in washing. Spun viscose rayon and 
cotton — Salyna—a St. George fabric — 
Crown Tested, Green Light. A dress made 
of this fabric, in this style was laundered 
satisfactorily by hand and by machine. 
Tebilized—a fabric with tested crease re- 
sistance. Press on reverse side when almost 
dry with a moderately hot iron.” 


Information like this has proved a 
boon to harassed women shoppers. At 
a glance they know whether the dress 
is made of rayon or a mixture, who 
makes the fabric, the fact that it won’t 
fade or shrink, and the important fact 
that it can be washed by machine. 
While the campaign has been confined 
necessarily to those garments featured 
by GH;-<t-is the hope of Katharine 

Asher, director of the Institute, and 


/ Martha Stout, Fashion Editor, that 


more fabric manufacturers and gar- 
ment fabricators generally will see the 
light and adopt some form of informa- 
tive labelling in the near future. 


What Tags Should Tell 


In addition to being written in simple 
language, informative tags on gar- 
ments should, if possible, show some 
of the following: tensile or breaking 
strength of the fabric; fiber content; 
manufacturer’s name or trade-mark; 
color resistance to fading; resistance 
to shrinkage; data on special finishes 
which the fabric has been subjected to; 
instructions as to the care of the gar- 
ment and the manufacturer’s guaran- 
tees. 

Tensile strength of certain fabrics is 
only important when heavy-duty 
clothes, such as overalls, are concerned. 
Fiber content is important because dif- 
ferent fibers react differently to treat- 
ment. Acetate rayons, for example, 
require lower ironing temperature than 
ordinary rayons. Mixtures of various 
types of fibers should be expressed in 
percentages: cotton 55 _ percent; 
rayon 45 percent. Manufacturers’ 
names may be included because their 
trade-mark is often better known than 
the name of the man who makes them 
up into finished products. Example: 
“Crown-Tested” Rayon is the trade- 
mark of the American Viscose Corp. 
American Viscose Corp., Celanese 
Corp. of America and Bemberg have 
spent a lot of money to make their 
names well-known, while the fabri- 
cators of the actual garments produced 
from the rayon fiber, processed by the 
manufacturer, may not be so_ well 
known. Color resistance to fading 
should »e included because it embraces 
three different types of fading—fading 

(Continued on next page) 
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SYNTHETIC FABRIC CHECKLIST 
As a guide to some ofthe-hetter known Synthetic fab- 


rics and an at seme of their outstanding 
characteristics, the f 


wing summary may prove us 
ful. It is much abridged from a study made by C. 
Bendigo, Executive editor of Textile World: és 


VISCOSE RAYON —Manutactured from wood pulp or cotton linters. Yorn 
is used with crepe, voile and low twists for many woven and knitted f 
hosiery, tire cord. Staple used alone and in blends for dress goods and 
wear; in blends for rugs, blankets, upholstery. Loses strength above 300 degrees 
Decomposes at 350-400 degrees F. Produced by about a dozen companies in co 
tinuous filament of which American Viscose Corp. (Crown, Chalkello, 
Tenasso, Reflex), American Enka Corp. (Enka Rayon, Briglo, Periglo, Englo, Tempra 
and E. |. du Pont de Nemours & Co. (Dupont Rayon, Cordura) are the largest. 


ACETATE RAYON — Manufactured from wood pulp or cotton linters. Yorn 
is Osed for dress goods, linings, hosiery, underwear, fused fubrics..Stuple (often 
blended) for men's and women’s wear, blankets, upholstery and carpets. Acetate 
rayon is thermoplastic. It loses strength above 220 degrees F.; softens at 409'to 445. 
degrees F.; fuses at 500 degrees. It is produced by four companies—American Viscose 
Corp. (Seraceta); Celanese Corp. of America (Celanese), E. |. du Pont de Nemours & 
Co. (Acele) and Tennessee Eastman Corp. (Koda, Eastman Acetate Rayon). 


CUPRAMMONIUM RAYON — Produced from purified cotton linters. Yorn 
is used for knitted and woven material for wearing apparel such as dress fabrics, 
gloves and hosiery; upholstery and decorative fabrics. Cuprammonium rayon decom- 
peses at above 300 degrees F. and burns relatively rapidly. It is produced by two 
companies — American Bemberg Corp. (Bemberg, Matesa) and U. $. Rayon Corp. 


NYLON — Can be made in a number of different ways. Nylon is a generic term 


ment. It will melt at 482 degrees F. and yellows slightly at 302 degrees. Prolonged 

to sunlight decreases its tensile strength. it is used for hosiery, dress 
goods, tire cord, rope, nets, webbing, thread and screening. Sole producer is E. 1. 
du Pont de Nemours & Co. 


‘ for any long-chain synthetic polymeric amide capable of being formed into a fila- 


VINYON — Vinyon is a copolymer of vinyl chloride and viny! acetate whi 
Beth continuous filament and staple fiber is produced. Vinyon will melt at 260 
degrees F., becomes tacky and shrinks at 150 degrees, but will not burn. The staple 
is used as a bonding agent in combination with other fibers, for filter fabrics, nets 
and seines, clothing and fabrics for protection against acids and alkalis. It is pro- 
duced by American Viscose Corp. (Vinyon ST, Vinyon HST and Vinyon HH). 


FIBERGLAS —Special composition glass marbles are melted in an electric 
furnace which has many minute holes in the base, to form continuous fibers. The 
fibers are attenuated to the desired size. Its dialectric strength is excellent. It will 
not burn, but strength begins to decrease at 600 degrees F. Age and sunlight have 
no effect on fiberglas. It is used for decorative materials, some clothing, electrical 
insulation, plastic reinforcing, filter cloths. It is produced by one company, Owens 
Corning Fiberglas Corp. 


ARALAC — Milk casein is dissolved in an alkaline solution and extruded into 
an acid bath. The resulting continuous filaments are hardened, set and cut. Aralac 
loses strength above 212 degrees F. and decomposes at 450 degrees. It is par- 
ticularly suited for blending with other fibers to make coatings, suitings, dress 
goods, interlinings, blankets, underwear and socks. It is made by Aralac, Inc. 


VINYLIDENE—Petroleum and salt are treated to produce ethylene and 
chierine. They are combined to form vinylidene chloride. After another processing, 
the resulting resin is melted and extruded to form filaments. Vinylidene is heat 
resistant up to 170 degrees F. and softens at 200. At 212 degrees it loses approxi- 
mately 50 percent of its tensile strength. It melts at 240-280 degrees and decom- 
poses at 350. It is not affected by age and darkens when exposed to sunlight. It is 
used primarily for upholstery, curtains, filter cloth, shoes and handbag fabric, 
screening, cords for racquets, etc. Manufacturers are Firestone Industrial Products 
Co., (Velon), Pierce Plastics Division of the Visking Corp. (Saphire) and the National 
Plastics Products Co. (Saran). 


PLEXON — Rayon, cotton, linen, fiberglas and other yarns are coated with 
various types of resins of which 17 formulas are currently employed. Depth of 
coating can be varied to produce effect desired. Plexon is inflammable to self- 
extinguishing, depending on the coating. It decomposes at 140 to 200 degrees F., 
also depending on the coating. It is only slightly affected by age and exposure 
to sunlight. It is used in fabrics for handbags, shoes, upholstery, drapes and 
fashion accessories. It is manufactured by Freydberg Bros.-Strauss. 


1" 


This Good Housekeeping technologist is pre- 
paring to wash samples of fabric in a spe- 
cially designed machine—the Launder-Ome- 
ter—to find out if dyes adequately resist 
washing. Synthetics get this treatment, too. 


by light; fading in washing or dry 
cleaning; fume fading (atmospheric 
ind gaseous fumes cause certain types 
of tabr t resistance to pe 
pirat bleeding (caused by excess 
ve which may run when washed); 
king (dve’s rubbing off on other 
rarments or the skin whicl yccurs 
Irv Shrinkage 
nt 1 uld be 
i 
y 
l ? percent, 3 
These 
1 pe turing 
eas t du able 
th-resistant 
Tests Fabrics Undergo 
Bet ibing thie tigat 
( ndati nploved by thie 
(;00d Housekeeping Institute on fab 
é \ ight point out first that of 
t le ta svnthetics the 


TIMING — Rayons and other synthetic 


fabrics require only three or four minutes 
washing time as they yield dirt easily. 


PAGE 38 


rayons predominate. Rayon is simply 
viven to fibers chemically 


Cellulose in 


the name 


cellulose 


produced trom 


turn ts natural substance found in 
trees and plants. Most commercial 

lulose is obtained from wood pulp 
and cotton linters It is dissolved 


hemically into a thick liquid which 1s 


forced under pressure through fine 
apertures and solidified into endless, 


When a 


large number of these smooth fila 


smooth strands or filaments 


ments are twisted together you get a 
ravon varn which is used for making 
crepes and 


satins, taffetas, mores, 


similar smooth surface fabrics. \n 
entirely different type of weave ot 
sturdier nature is made by cutting the 
ravon nlaments into short pieces, 
usually less than two inches in length, 
and spinning them into yarn, This ts 
spun-rayon. 

There are 
regenerated rayon ma le chietly 


two principal types of 
ravon 
by the viscose process, which chemi 
cally is cellulose, and acetate rayon, 
vhich chemically is cellulose-acetate 
Cellulose-acetate is the newer of the 
two types and was first intreduced by 
the Celanese Corp. of America, which 
makes about half of all this type ot 
rayon yarn produced in this country 


Fabric Properties Differ 


Fabrics made from either type ot 
rayon yarn may differ as widely as 
Cellulose-acetate 


instance, will not absorb 


cotton and wool. 
rayon, for 
so much water as 


and will dry faster, but 


the cellulose rayon, 
cellulose- 


a 
icetate ravon mav melt under too high 


heat, so caution is required in ironing. 
Water will not remove the rippled 
irkings 01 brics of cellulose 
etate ravon, but it will from the 
ellulose mioires 
Shrinkage is another problem and 
lepends on hov the tabric is con 
uct | etas, } satins, shark 
skins i vills rally littl 
esidual shrinkage and ofter few laun 
ering problems The rayons with 
ligh residual shrinkage should be dry 
cleaned. First way to tell is if the 
garment is tagged by the manutacturer. 
Lacku vy this intotr ative label, exces- 
sive shrinkage mav generally be ex 


pected in fabrics that are unusually 
“stretchy” in either direction of their 
ngth or width. Crepe fabrics, with 


pebbly surfaces, will 


either flat or 
shrink in laundering. 


Determining Washability 


It should be emphasized, according 
to Good Housekeeping’s laundry 
specialist, Helen W. Kendall, that all 
rayons don't take to soap and water. 
If the garment carries no label, or if 
the label gives no facts about wash 
ability, vou can't always be sure. On 
the other hand, a high percentage of 
those rayon clothes investigated at 
the Institute proved washable.  Fab- 
rics have been investigated by the 
thousand in Good Housekeeping Insti 
tute’s Textile Laboratory to determine 
Resistance of colors 
to soap and water, for example, is 
learned by subjecting swatches (small 


their washability. 


samples) of fabric to a standardized 
washing procedure in a device called 


a “Lauader-Ometer.” The swatches 


are placed in glass jars with a care- 
fully measured soap solution and a 
iew small steel balls. The jars are 
then sealed and clamped to a_ shaft 
vhich is rotated for a comparatively 
long period of time in a bath of hot 
water kept at constant temperature. 
lhe steel balls inside the jars bounce 
up and down, forcing the soap solu- 
tion through and through the fabric. 
lt a fabric can withstand this treat- 
ment without noticeable loss of color 
it can be sately predicted that it will 
wash satisfactorily by home methods, 
whether by hand or by machine. 

Shrinkage is determined by wash- 
ing large samples of fabric by a stand- 
ard method in an automatic washing 
machine, Before washing, an 18-inch 
~quare is indelibly marked off on each 
sample. Measuring these marks after 
washing shows whether shrinkage has 
wecurred and how much. 

In addition to its technical labora- 
tory investigations, the Institute also 
subjects samples of fabric and finished 
variments to home-laundering methods, 
using both conventional and automatic- 
type washers. Wear squads frequently 
ire called upon to wear garments in 
actual service, during which they are 
laundered at regular intervals. The 


WRINGING — rayons in clear, 


warm water. If wringer is used, set rolls 
loosely because metal buttons, hooks and 
eyes, etc. cut fabric. 


net result is that the Institute has a 
two-way check on the way fabrics and 


garments made from them stand up. 
Advice on Laundering 


Out of these investigations, the 
Institute has published some definite 
suggestions on the laundering of rayon 
fabrics: 

“Fill the machine with water at 105- 
110 degrees F., or set the temperature 
of the automatic washer at ‘warm’. 
Use a good laundry soap and wash the 
rayons for three or four minutes. 
If vou use 
a wringer, be careful to see that orna- 
mental buttons, hooks and eves, ete., 
do not cut the fabric. This means ad- 
justing the wringer rolls loosely. \uto- 


Rinse in clear warm water. 


non-automatic 
Washers with spinner baskets present 
no such problem. 
“Unlike cotton clothes which are 
pinned to a line and allowed to dry 
completely and — then 
particularly 


matic Washers and 


recdampened, 
rayons, dresses and 
blouses, are ironed best when they 


are allowed to dry until they are of 
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DRYING are ironed best whe 


they are allowed to dry until they are of the : SS 
ideal dampness for ironing. Clothes hange; a ; 
help keep shape. i 


the ideal dampness for ironing 
list vour clothes hangers for this 
Take a few minutes to adjust a gar 
ment to its original contour and 
fasten buttons and other closings . 
the garment will dry in good shap 
Don't make the mistake of trying : 
iron your rayons too damp. 
waste time and may stretch and distor 
the fabric. Since rayons differ in th 
way they should be dampened, here 
are suggestions for the right degre 
of dampness and the proper techniqu 
for ironing: 

“Spun rayons, all except the ven 
heavy fabries, can be allowed to dr 


completely; some can stand overnight 


drying. A relatively hot iron may | 
used, The ‘silk’ setting on the 
of modein heat-controlled iron is satis 
factory. 


“Rayon crepes are soft and drapa! 
lo prepare these for ironing 
should be left in the tabr 
The single thicknesses should feel 
damp to the touch. A relatively 
iron mav be used—the ‘silk’ dial settir 


is satisfactory. 


motsture 


“Rayon jerseys are knitted tabr 
It is particularly. important to t 
hef 

out as much water as possible bef 


therwise the weignt 


Permit ther 


nanginy 
make the jersey sag. 
hang until almost dry lo iron, 
the ‘ravon’ dial setting. 

“Rayon sharkskins are firm at 
crisp, and range from medium to hea 
They should be dried for 3 
They must be quit 
damp for ironing. Use the ‘rayon’ of 
‘silk’ setting. Test iron temperatutt 
ona seam. If fabric sticks or pucker 
lower the setting.” 


weight. 


1 
short time oniv. 


Ironing Temperatures 


Good Housekeeping Institute ha 
done some extensive research on iron 
ing temperatures. one study- 
“Postwar Ironing Temperatures’ 
which was undertaken with an evet 
the changing fabric picture, they ma 
specific recommendations to iron mani 
facturers which included the sugget 
tion that high and low rayon setting 
be incorporated in the iron. Acetat 
rayons, they pointed out, are iron 
best at somewhat lower temperaturé 
than viscose rayons and some of ti 
rayon weaves—regardless of the ty# 
of fiber—also require lower tempera 
tures. A high and low rayon setting 
would allow tor differences in kinds 4 
rayon fiber and weave, differences # 
dampness, and differences in the sped 
with which the iron is used. 
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{ \ e ty 
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“Wor 
the \ 
| pre 
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uld be 
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w and Nylon” setting 
al rovide a temperature of 
300 and 350 degrees: a 


\ sei High and Silk” setting would 
rom 350 to 400 degrees. 

atures were determined by 
idings while irons were in 
( To do this a hole 
each iron’s soleplate in such 
that the bottom of the hole 


was 


est wher 


< inst beneath the surface of the 
re of the the soleplate. \ thermo- 
ple was inserted in this hole and 

tures were taken with a 
tent nneter. 

Washable fabrics were used to deter- 
gy. Ey ne suitable ironing temperatures and 
thi cleanable garments to determine 
a gar. pressing temperatures. Among 

and t fhe washable fabrics were some with 
sings JP) percent rayon content (viscose, 
1 shay etate or cuprammonium), blends of 
rying to and nylon. 

Youll 
dice Steam Irons 
rin the “Work also was done with fabrics 
ed, here} the washable group to find out if 
t degree fhe presence of steam from steam 
echnique fons protected fabrics so that they 

uld be ironed: at temperatures higher 

the very han with dry irons,” the report said. 
1 to dr ‘Pieces of acetate rayon and acetate 


vernight Blends (the most susceptible to iron- 


| may ¢ temperatures) were prepared with 
the dia he proper percentage of moisture. 
is sat li of each piece was ironed with a 
iron, and half with a steam iron. 
lrapal he maximum temperature which the 
ubrics would tolerate was found by 
e fabr idually increasing the temperature 
tee] ch This was possible be 
vely approach to disintegration of 
ul setting tate ravon from too much heat is 
bv the tabrie’s wrinkling and 
g, and can be detected readily 
to t al erienced operator 
le bet 4 
ti 
Iron 
iy 
to he 
ied for 4 
be quit 
rayon’ of 
nperaturt 
r pucker 
itute ha 
1 on iron 
study- 


atures” 
an eyet 
hey mag 
“on mant 
e sugges 
n setting 

Acetat 
re irone 
perature 
ne of th 
the typ 
temperé 
on tting 
n kinds 0 
erences 1 
the =pee 
used. 


“It was found from this work that 
no higher temperature could be used 
with a steam iron than with a dry 
iron.” 

From the foregoing it will be seen 
that the Good Housekeeping Institute 
had done a thorough research job on 
these important problems of washing 
and ironing synthetic fabrics.. Space 
would not permit a complete account 
of their activities in all branches of 
the study of laundering textiles. For 
vears work has been carried on with 
cottons, linens, woolens, silks and other 
natural {.brics. Washers, both con- 


IRONING iron rayons too damp 


and use low-temperature “rayon” or “silk 
setting on dial of automatic iron. 


and automatic, have been 


washing, rinsing, spinning 


ventional 
tested for 
and 
ior the contribution they will be mak- 


wringing, electric clothes dryers 


ing in the near future to the solution 
of the home laundry pr 
and irons, both heat-c 


oblem: ironers 


mtrolled and 


non-heat-controlled for performance 
lata. Soaps and detergents, water 
soiteners and other elements that enter 


into the picture have come in for their 
proper share of attention. 

But as a measure of the impressive 
contribution which the Institute has 
made, the current exhaustive study of 
the synthetic fabric problem deserves 
a high place. They were not only 
among the first to recognize the grow- 
ing importance of the subject, both 
from the standpoint of the consumer 
and the industry which supplied the 
electric tools to do the job, but have 
continued to examine each new angle 
as it came along. 


Editorial Tie-Up 


Their informative labelling program 
alone is a major contribution to start 
the ball rolling in a field desperately 
needing factual information. It should 
be emphasized here, too, that there has 
been a definite tie-up between the edi- 
torial pages of Good Housekeeping 
magazine and the labelling and research 
program. It works about like this: 

Fabricators of dresses submit a 
sample of the fabric and the garment 
to the Institute. These undergo all 
the tests for residual shrinkage, wash- 
ability, color resistance, and reaction 
to ironing temperatures. When the 
garment passes the tests, it is featured 
in the fashion pages of the magazine 
and labelled a Good Housekeeping 
“Facts-First” Fashion and is eligible 


for the Good Housekeeping ‘Facts 
First” tag. When featured in the 


department and women’s ap- 
parel shops these dresses are snapped 
up by an information-hungry public 


The 


fashion 


stores 


volume ot 
if 


in jig time. actual 


such labelled 


numbers, 


course, ts small compared to the total 


number i dresses, pr duced from svn 


fabrics But it is 


thetic the kind ot 


ight which the textile industry, 


Determining the suitable temperatures for 
ironing synthetic fabrics is another of the 
many tests conducted at Good Housekeep- 
ing Institute. Both dry and steam irons 
were employed in the tests. 


the manufacturers of electrical equip- 
ment and the public have been waiting 


ior, The larger manufacturers of syn- 
thetic yarns—DuPont, Celanese, 
\merican Viscose, Industrial Rayon, 
Enka, ard Bemberg—have adopted 
some form ot labelling—we have 


already mentioned the “Crown- Tested” 
pr Tal 
\nd 


in mind that t 


ot \merican Viscose. 
back of it all we might bear 
he home laundry industry 
When 


satisfactorily 


stands to 


he 1it fit, too 


that a dress was 


states 


washed by hand and by machine and 
recommended ironing temperatures are 
supplied, there can be little doubt in 
the customer’s mind that she can safely 

legate her bathroom dunking and 
her pre-occupation with the dry- 
cleaner’s services to the limbo of for- 


gotten things so far as 
concerned. 


Other Research 


In addition to the work being carried 


on by Good Housekeeping Institute, 
there has been a good deal of inde- 


pendent 
washability of synthetic fabrics under- 
taken by the manufacturers of the 
fabrics, testing laboratories in the 
textile industry and by manufacturers 
of home laundry equipment. In early 
issues of ELECTRICAL MERCHANDISING 
the testing methods of results of some 
of these independent researches will be 
By the time all the evid- 
it is hoped that it will be 
possible to formulate a set of recom- 
the industry on the 
proper methods of home laundering 
-ynthetic fabrics. 


research on the problem of 


described, 
ence is in, 


mendations to 


Textile technologists at work in the Textile 
Laboratory of the Good Housekeeping In- 
stitute. Girl at far left is working the 
Launder-Ometer. Dr. W. E. Coughlin, di- 
rector of textile research, is shown examining 
a dress which has undergone tests. 
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Executives of firm get big kick out of reception accorded their unusual brochure. 
Here, E. V. Newkirk, president (left), J. Harlow Vrooman, comptroller (standina), 
and J. Russell Graves, executive vice-president, look over replies from the trade. 


e¢ OR a change ... a Retail 
Outlet tells the Manutacturer 

about Itself!” 
This snappy declaration heads a 


unique promotional brochure prepared 
by Good House Stores, Inc., of Phila- 
delphia, for circulation among the 39 
manufacturers, along local 
tributors, of the appliance products 


dis- 


with 


sold through the firm’s several outlets. 
Emphasizing company plans for vol- 
ume sales over a long pull, this at- 
tractive 16-page brochure, carrving 
numerous store and personnel photo- 
graphs, covers the organization, finan 
cial status inagement background, 
selling program, and location of the 


large modern outlets operated by the 


firm in key shopping centers of the city. 
It discusses service, sales floor areas, 
model and demonstration rooms, 
window and floor display arrange- 
ments, fixtures, store lighting, signs, 
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parking accommodations, and new out- 
lets slated for opening at an early date. 


Complete Operational Story 


To complete the picture, ELECTRICAL 
MERCHANDISING interviewed execu- 


tives of Good House Stores regarding 
handling 


their method of duplicate 


Good House Stores in Philadelphia, proud of its 


present operation in three stores, now is expand. 
ing to six outlets; the company describes its 
operation in an unusual booklet addressed to 


manufacturers and distributors .. . an interview 
with E.V.Newkirk, president of Good House Stores 


The expansive sales floor of each Good 
House outlet is being set up as an ap- 
pliance show room, brilliantly lighted by 
fluorescent. Deliveries of major appliances 
to consumers are made from central ware- 
house which also holds service department. 


Store windows are so arranged as to give 

pedestrians clear view of entire display 

floor. Care is taken, in dressing these win- 

dows, not to obstruct view by placing 

large applicances near center of window 

base which is only I5 inches above sales 
floor. 


MAY 1, 


\— 


Refrigerators are aligned in conventional 
fashion along sidewall of each outlet ir 
chain which has franchises on three lines 
of most major appliances. Above, Newtir 
discusses a policy matter with Robert E. L. 
Johnson (left), firm merchandise counsel. 


lines of merchandise, compensation 
for salesmen, consumer time paper, 
outside selling, centralized service, and 
other phases of the business. 
Currently operating three outlets, the 
first of which entered the field last 
summer, the firm is opening a fourth 
this month and two more this summer 
upon completion of extensive remodel- 
ing so all six will be uniform in chat 
acter. Also now under consideration 
is a large building—on a railroad sid- 
ing near the hub of the various outlets 
—to serve as headquarters, general 
offices, warehouse, centralized 
service and delivery departments. 
The brochure says: 


Capitaiization of Good House Stores 
is $200,600, with $120,000 of the stock 
subscribed in cash to date and the bal- 
ance on tap whenever needed. 

E. V. Newkirk, president, has had 
21 years experience in appliance met- 
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Bendix, 


toval 


handising. 
ice-president, has been active in 
ales and sales promotion work for 16 
rears. Together they formulate gen- 
ral merchandising policies, allocation 
if merchandise, organizational set-up 
and procedures. They arranged fran- 
hises for all six stores as follows: 
Hotpoint ranges, refrigerators, 
washers, home freezers, kitchen cabi- 
ets; Kelvinator ranges, refrigerators, 
vater heaters; Philco refrigerators, 


J. R. Graves, executive 


Mreezers, air conditioners; Universal 


washers, cleaners, small appliances; 
Savage, Speedqueen and 
‘hor washers; Eureka, Premier and 
cleaners; General Electric, 
Knapp-Monarch, Proctor, Sunbeam, 
Toastmaster, Vogue and Westinghouse 
mall appliances; Caloric, Magic Chef 
ind Quality ranges; Duotherm and 
mithway water heaters; American 
entral, Kitchenmaid and Youngstown 
‘itchen cabinets; Deep Freeze home 
reezers; Ironrite ironers; and White 
ewing machines. One store, located 
uutside city limits, also is franchised to 
ell Westinghouse major appliances. 
Pn radio and television the chain is 
ranchised by Admiral, Bendix, Fada, 
varod, G-E, Howard, Motorola, Phil- 

0, RCA, Temple and Zenith; and 
RCA-Victor records. 

Other key executives include : Comp- 
oller, J. Harlow Vrooman, for 25 
years an appliance executive with 
arge manufacturers; Robert E. L. 
johnson, in pre-war the manager of a 
uburban branch for one of the largest 
lepartment stores in Philadelphia, as 
nerchandise counsel; and F. L. Berger, 
n appliance selling since 1915, as the 
tores’ manager. All have known each 
ther for years. 
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Stress Parking Facilities 

The six outlets were acquired under 
long leases on reasonable terms. Al- 
though owners of the stores rented a 
year ago readily agreed to modernize 
the buildings as suggested, the com- 
pany was forced to do its own remod- 
eling on outlets leased later. Ali are 
located in thriving marketing centers 
in well-to-do residential areas, such as 
Germantown and Ardmore, about six 
miles from City Hall. With one excep- 
tion, all have convenient parking ac- 
commodations, in some cases with a 
driveway leading to a parking place 
at the rear door of the building. This 
point is stressed, in contrast to the 
congested traffic conditions on main 
streets in the heart of the city where 
only loading and unloading is per- 
mitted. 

The largest outlet has two floors and 
basement, each of 3,217 square feet. 
Every outlet provides a minimum of 
3,000 square feet of floor space for 
display and sales. This is felt suffi- 
cient to turn the main floor into a 
modern skow room, brilliantly lighted 
through fluorescent ceiling fixtures. 

On a floor of this area it is practical 
to display a complete model kitchen— 
with the various appliances installed 
for live demonstrations—in a bay 18 
by 20 feet in size; a model home laun- 
dry in another bay 12 by 15 feet; anda 
dual-purpose room of the same size for 
demonstration of television sets and 
large radio-phonograph combinations 
in a homelike atmosphere. When pro- 
jection-type television sets are received 
in volume, this room will be enlarged. 
A small bay will feature air condition- 
ers which it is believed will find a 
ready market in this humid section of 
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Easily seen for blocks at night is this Good House store in Germantown area where 


passers-by have clear view of all appliances displayed on 3,000 square foot floor. Large 
room in adjoining building, reached through arched passageway, will have model kitchen, 
laundry and television booth. 


View of a corner of the model kitchen display being built in the Germantown store as 


appliances become more available. 


Plans call for sizable bays for model kitchen and 


home laundry, and a room for demonstration of combinations and television in each 


the country. Now on order are ultra- 
modern fixtures for the record depart- 
ment and island-type fixtures for dis- 
play of traffic appliances down the 
center of the floor. Major appliances 
are conventionally aligned along the 
sidewalls. The floor lay-out is almost 
identical for each store. 


Attractive Store Fronts 


The large windows of each Good 
House outlet are so arranged to afford 
passers-by a clear view of the store 
interior—an inviting view of an appli- 
ance show room. The window base is 
only 15 inches above the sales floor 
and in dressing a window care is 
taken not to obstruct the view into the 


outlet. 


store by placing any large appliances 
near the center of the window base. A 
border across the top of the glass con- 
ceals lights banked in the ceiling, and 
neon lighting frames the windows at- 
tractively. A pair of 11-foot neon 
signs, joined in a horizontal V, ex- 
tend out six feet over the sidewalk. 
This is the standard front for all out- 
lets in the chain. It’s not hard to 
realize that at night, they can be 
spotted blocks away. 

Along with the foregoing informa- 
tion—given in detail as each outlet 
in the chain is fully described—the 
Good House brochure also includes 
further personnel data and carries 


(Continued on page 74) 


Third of the Good House outlets to be opened, this building in prosperous shop- 

ping center has 5,000 square feet of sales floor area, large windows, and con- 

venient driveway leading to plenty of parking space in the rear. Next door is a 
large department store. 
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Mullin salesmen, deliverymen, co!- 
lectors, and office workers, possess a 
rudimentary knowledge of appliance 
repair. Sales leads, admissions to 
homes and no small amount of good 
will is achieved in this fashion. Right, 
salesman Art Andrus, who has called 
at the home to sell the family a new 
refrigerator, sets up push buttons 
and adjusts the loop antenna or 
aerial on the radio, thus putting 
matters on a friendly level before 
approaching negotiations for the sale. 


Mullins Furniture and Appliance Co., 
which operates four stores in Kansas, 
believes that all its employees 


should receive both sales and service 
training to fit them for the job ahead 


Service technicians 


All Mullin employees learn elementary principles of service. 
conduct regular classes for other members of the staff. “Buddy” Furse, radio repair 
specialist, is shown teaching a group of salesmen simple aspects of radio servic'ng. 
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PPLIANCE service comes in for 
special consideration by J. D. 
and Maurice Mullin, owners of 

the Mullin Furniture & Appliance Co., 
Dodge City, Kansas. They have 
formulated a service policy for their 
stores that promises to be the most 
progressive plank in the merchandising 
platform of a company that has intro- 
duced progressive policies since incep- 
tion. 

While the company is a 95° sales 
institution, Mullin employee 
learns elementary principles of service, 
adjustments installation. 
Warehousemen, the clerical crew, de- 
liverymen, and the rest of the staff 
sit in on the regular meetings at which 
the instructor is the service department 


every 


minor 


manager who “briefs” them on the 
rudiments of service. Sales and serv- 
ice are inextricably linked at Mullin 


stores, 
How the Plan Works 


In illustrating the Mullin plan, as 
sume that a store delivervman delivers 
an item to a Kansas home. At the 
door, the housewife informs him that 
her vacuum cleaner has stopped work- 
ing. The Mullin deliveryman promptly 
asks permission to look at the cleaner. 

\fter examination, the employee is 
taught to offer one of three possible 
diagnoses. Lf it requires only a minor 
adjustment, he makes it and exacts no 
fee, thus endearing himself and the 
company to the housewife. A second 
possible recommendation is that the 
machine be scheduled for a trip to the 
Mullin 


service shop where it will 


MAY |, 


undergo a more detailed examinat 


whereupon he informs Mrs. Hou 
that she may have the free us 
company cleaner while hers 
serviced, 

\ third possible diagnosis 
the machine is worn to the prov 
trazzle. If this is the case, the 
eryian will go into a smooth-rt 


sales talk which he is now acquit 
at the daily sales meetings held at¢ 


Mullin store: “How long hay 
used this sweeper ?” he will ask 
sibly ten vears,” Mrs. H. may 
“Really, Mrs. H., this machine 
owe you a cent. It has paid tor 
over and over.” 

Then he will set the stage 
payoff call with salesmar 
model will be 
On the second visit thi 


which a new 
strated, 


mn! 


( 


1 
does 


man will serve as the deliver) 


assistant, with the deliveryman cl 


ing the sale. 
will receive a hunk of the conn 
if the sale is closed. 


Service Manuals Used 


Maurice Mullin, vice-presicl 
sales promotion expert of the co 
goads both salesmen and servic: 
thigh pitch of interest in the 1 
| 


ical aspects of apphances. 1 


service manuals, distributed by 
facturers, are dispensed to all 
nel 

“It ordinary appliance us 
learn to wnderstand and care to 
service problems, there is no 
why salesmen, warehousemen 


help, ete., cannot learn equally 


She is his prospect 
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J. D. Mullin, president and Maurice E. Mullin, vice-president {rear}, 


obta'n cose 


cooperation between the service and sales branches of iheir organization by holding 


onferences with workers in the two divisions. 


nd Hervy Kelley, sales department. 


Servi 


lullin told his staff recently. 

Booklets authored by Maurice Mul- 
in and distributed to employees have 
layed an important part in motivating 
alesmen to become accomplished 
ervicemen and in helping servicemen 
improve their technique. 
‘amphlets are written in inspirational 
tvle to encourage servicemen to pre- 
nt a professional appearance by wear- 
ig neat, clean clothing, to use lucid 
peech, to avoid showing off their 
chnical vocabulary. 

“Factories in the past,” says Maurice 
lullin, “have dispatched 
king on a commission in pursuit of 
riders, who woefully neglected follow- 
g through with proper installations 
n! follow-up service. But appliance 
inulacturers saw the handwriting on 
wall, 
publish easily understood service 
inuals. It is up to the dealers to 


sales 


salesmen 


now stage service schools 


nd 


ike advantage of the their help and’ 


“pitalize on the need.” 
Over-Selling Scored 


Over-anxious sales experts are rel- 


ated to the doghouse in one Mullin 
amphlet for creating fifty percent of 
le service trouble through over-selling 
id a failure to give proper explanation 
i the care of devices. “Mullin sales 
presentatives,” says a booklet, “are 
pected to understand the common 
mplaints and explain the adjustments 
the trouble. Those negligent in this 
lase of their duty forfeit credit for 
pe sale.” 


es representatives in the organi- 
Rtion are responsible for proper de- 
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Left: Don Hesser, service de ai.rien., 


A definite training program is offered a'l of the members of the staff of the Mullin 


Furniture and Appliance Co., Dodge City, Kansas. 


Above: Fred Strasser of the sales 


department is demonstrating a new refrigerator to a group of salesmen as one phase of 


tho program. 


‘Keep EM 


Edward Schmidt, a Mullin's repair technician, is also an accomplished salesman. 
to convince a young couple of long-range saving in money and worry by trading their wornout washing machine in for 
a new model. 


installations, 
the training 
of delivery men and service technicians 
excepting the mechanical aspects. 


livery, correct 
further 


accountable tor 


Service personnel are urged to turn 
troublesome characters over to man- 
agement and sales department, since 
these persons are versed in the diplom- 
acy deal with trying 
patrons. “Sometimes it isn't the appli- 


necessary to 
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FREE 
Better Care.. 


and are 


> Da 


treatment, but the 
D. Mullin. 
Free service, as a volume builder, 
is a natural, the Mullin brothers say. 
Outside salesmen, calling at a home, 
are taught to say: “Should vou have 
any minor problems, Mrs. 
Housewife, taking only a few minutes, 
I'll be glad to do it free. I don’t work 
regularly in our service department, 


that needs 


individual,” suggests J. 


anee 


ser vice 


He is shown above attempting 


bet [To can make simple adjustments 
that save the expense of a regular serv- 
icgman.” There is no simpler expedi- 
eni to gain a foothold in ths housewife’s 
and heart! 

when get in,” Maurice 
wrote recently, “the door of 
Re- 
member, every woman is tremendously 
phage 


“And 

Mullin 

opportunity 


vou 
swings wide open! 


(Continued on 
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Distributor 
His Own Medicine 


NYONE with a name like Me | 
A Gregor has heard a thousanj 
times the old Scotch crack t 
the effect that “Where sits McGrego; 
is the head of the table.” 

In Memphis, Tennessee, John Me. 
Gregor has gone a long way in making 
this true about his distributing organ. 
ization at 1070 Union Avenue. Wit 
110 employees, of whom 27 are sale. 
men, he distributes Frigidaire, RCA. 
Victor, Easy washers, YPS cabinets 
Premier vacuum cleaners, Colema 
heating devices, Vornadofans, Map. 
ning-Bowman small appliances, BuifR The 
falo Forge and Reed unit fans, as wellut on 


OIL HEATER 


as Victor records. ick to 
nes ar 

Emphasis on Display f some 

Which | 


A dozen years ago when E.ectrica As t! 
MERCHANDISING first called on Johf§ome 4 
McGregor, he didn’t give a darn hovfigne or | 
the place looked. e firn 

The year 1946 finds him department ized te 
alizing his approximately 200x150 iff 
floor space and dressing his displays w 
like a debutante. These 

Apple of his eye right now is a back #Mercu 
Two Memphis girls wander in to the heating department Mrs. Eloise Wilson poses in the RCA-Victor display, demon- ground which gives a canopy-likfgualific 
of McGregor's to see what sort of Coleman oil heaters he has. strating one of the new radio-phonograph combinations at effect to a group of Frigidaire refrig ie 


erators and ranges. Mr. 9 
snapped open his Scotch pocketbooif} 3. 
and paid his carpenter more than $0 % 4. Fi 


: for this deluxe background. Aroun 
% the store are several modifications if 
the display which can be put 
by any local carpenter. Gre 
“It is hard for a retailer to unde-Hh...4;,,, 
stand and appreciate how 
atmosphere is in selling merchandise, impc 
says Mr. McGregor. “When display 
before backgrounds like this, the apg, 
peal is greatly heightened. I think Bho, 
is important that our refrigerator #4)... 
tailers have something like this 
their stores, and when I put it on ovfiy 44. 
own display floor they realize we ay. on 
taking our own medicine.” nes fe 
ot inte 
More Visitors McG 
om de 
Reason for the dressing up and é g of | 
partmentalizing of the distribute 


showroom, says Mr. McGregor, is tims ar 
fact that more and more dealers af@hust be 
bringing people in to see merchandiMfiige a; 
and he feels it should be displayel slide 
better by the distributor than the dealops ¢, 
does himself. As long as differe@Joulq } 


help displays dot the parts department. L. O. Peck, McGregor's today distributes many types of appliances, models continue scarce, the trace 
. C. Horton, Wm. Stanley, W. C. Jackson, E. N. Greeson such as the Vornadofan, dernonstrated by Fred L. Gilman. going to bring in people to see them ¢ 
and Gordon Jounigan make it hum. the distributor’s floor. The 
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like Me 
thousan 
crack toil 
[cGrego: 


ohn 

making 

Organ- 

With 

ire sales. 

e, RCA. 

cabinets 

Coleman 

is, Mar 

ses, But fi’ The McGregor policy is to spread 

S, as welut on lines carried, but always to 
ick to big ticket items. Most of the 
nes are electrical with the exception 
f some automobile supply lines with 
Which the firm originally started. 

Ectricalm As this is written McGregor’s has 

on Joltfome 424 retailers franchised to sell 

larn hovfigne or more of the items distributed by 
e firm. The salesmen cover different 

yartment ized territories with different items. 

0x150 


splays wil Dealer Qualifications 


These cealers are picked, ELECTRICAL 
isa backBMeRCHANDISING is told, for these 


: 

re 1. Local reputation. 

AcGreg 2. Experience with big ticket items. 
ocketbooi 3. Ability to handle men. 

than $09} 4. Financial worth. 

peace This is in contrast to the old days 
a a hen if a local man had enough money 
togethe 


le was automatically elected. 


Cc 


Today 
egor wants representation with 
restige enough to put over things and 
¢ amount of money they have is not 
important. McGregor has separate 
alesmen representing the firm on 
Adio. The reason for this is that his 
plesmen are usually extremely good on 
chnical knowledge of radio and one 
f their habits is to drop in on a retailer 
d sharpen up all the sets offered for 
ale on the floor. Salesmen of other 
nes feed these radio men tips, but do 
ot interfere with their trade. 

McGregor salesmen don’t collect 
om dealers. They do do a lot of train- 


to under 
importatt 
handise, 
displaye: 
;, the ap 
I think : 
erator re 
> this 
it on ow 
re We aft 


P and ihg of retail help for the dealer. Fred 
listributo Gilman declares that more than 
yor, 15 Uillms are needed to train salesmen. You 
ealers afhust be able to check the man’s knowl- 
rchandis lge, and he thinks that something like 
display slide film that asks questions, and 
the d ‘al@Bops to permit the salesmen to reply, 
differe@ould be a good idea in this field. 

> trace 
-e them ¢ Record Department 

The record department at McGreg- 
IDISIN 
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John McGregor started with batteries; he's glad he is a graduate lawyer. 


or’s sells only at wholesale, but is dolled 
up exactly like a retail shop should be. 
Two listening booths are provided for 
juke box operators who come in. Ord- 
ers run from $25 to $500. Few retail 
customers are sent in by dealers, who 
prefer to get the records and put them 
on for customers in their own shops. 

The parts department has found that 
a few self-help displays are great pep- 
per-uppers in making radio sales. The 
store naturally handles Frigidaire parts 
and service. 

From the activity in the business in 
the spring of 1946, you would have 
thought that McGregor’s was a retail 
store. But actually the people who 
trooped through represented mostly 
people hungry for electrical appliances 
and just looking. This is new in appli- 
ance distribution and John McGregor, 
who is a lawyer as well as a distributor, 
thinks that it augurs a pretty good 
future. 


McGregor of Memphis, who 
store modernization to 


has been preaching 


his dealers, 


de- 


cides to slick up his own place of business 


Visitors to McGregor's see this canopy display for Frigidaire refrigerators and ranges. 
(With plate glass it cost over $500). 


1946 


ABOVE 


McGregor dealers are encouraged to put 
in home made display canopies like these. 
Local carpenters can build them. 


The wholesale record department looks like 
a dealer's retail shop; there are even a few 
listening booths for juke box operators. 
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John J. Costa, one of ‘he owners of the Modern Home Equipment Company, Pensacola, tells an interested 


custorner how he can save on cooking bi'!s, while 


LI rl LE over a Vear ago John 
\ J. Costa was telling himself, 
+ “Before | buy anything from 
anybody, I want to see his service de 
partment.” 
When he met Colley B. Thompson 
and the two pooled their resources and 
went 


idea with them. 


into business, they carried this 
as owners and 
operators of the Modern Home Equip- 
ment Company in Pensacola, the larg 
est electric and 


business in West 


Today, 


household appliance 
Florida, the partners 


declare the most vital factor in build- 
ing a business is the service depart 
ent 
Both Hoa ry nce 
Before the partnership came into 


being, Costa had been with Sears-Roe- 
He kre 
dising and he knew the buying public. 
Thompson had had a small electrical 
appliance business in Pensacola which 


buck for 13 years merchan- 


barely survived the depression. He 
knew how to get materials and how to 
sell them 

“In January of 1945," Costa recalls, 


We opened a small 


“we got together 


store in Pensacola with what we could 
vet It wasn't too much, believe Hie’, 
what with scarcities and priorities, a 
small working capital, and other hur 


dles to overcome. Our store covered 
only 300 sq. it of space and the loca 
tion wasn't any too good. We couldn't 


iftord to hire salespeople, so we had to 


do all the sales and 


service ourselves 
The partners stressed customers’ 
service ibove ev rything soon 
found that Pensacolans appreciated 
this attitude. Residents of nearby 
PAGE 46 


rural areas found their way to the lit 
tle shop where the two hard working 
partners toiled far into the night, plan 
ning and building for the future. The 
big naval air station at Pensacola pro 
vided additional customers. 

No whim of a customer was too small 
to be heeded li somebody called up 
with “T don’t understand 
how to cut off this heating pad,” one 
of the partners would respond promptly 
person—to demonstrate the 
workings of the article. Should a cus- 
tomer complain of his purchase, no ar- 


a plaintive, 


—and in 


gument followed—he got immediate at- 
tention, and if he 
cheerful refund. 


so desired, he got a 

While the competition was heavy, 
Costa and Thompson found themselves 
rapidly ferging ahead in the electrical 
appliance field. 

“We forgot that 
service was the most important factor 
in out Thompson recalls. 
“We employed a full-time service man- 
ager and backed up every article we 
sold with a pledge of service.” 


never customers’ 


business,” 


Employ Today 
How well such merchandising meth- 


ods has paid off is apparent in the fact 
that today, the 
building at 101 


leart 


firm occupies a major 
Palafox Street, in the 
downtown Pensacola, and 
omplement of 24 persons on 
the payroll. This includes salespeople, 

be kkeepers, 


boasts 


secretaries, repairmen 
lhe service department is 
uutstanding. At its head is J. M. 
Houghton, a genial gentleman of Irish 
extraction, who bears the title of Man- 


ager ot Customers Service. 


and drivers. 


According 


he ladies discuss the easy operation of electric ranges. 


At least, the two part. 

ners who operate th} 
Modern Home Equip| 
ment Co. in Pensal 


cola, Fla., built thei: 
business on that ideo 


—and the customer; 
love it 


By 
A. B. WINDHAM 


ticles < 
m. Al 
act the 
“We k 
buyin 
> man 
t the 


to Costa, Houghton was selected for his 
tact and diplomacy as well as his ability 
in management. He is one of the best 
known men in Pensacola. 

The partners went right out after 
new business. They demonstrated elec- 
tric pumps and water systems—and 
sold them. During 1945, they did an 
outstanding job on attic ventilation, 
selling more than 250 major units in a 
trading area of approximately 200,000 
population. 

Pensacola is dry and hot about eight 


MAY |, 


John J. Costa, left, and Colley B. Thompson, owners and operators of Modern Home 
Ezuipment Company, Pensacola, which in its 15 months of existence, has become the 
largest electrical appliance store in West Florida. 


months of the year and the firm s 
every electric water cooler in stock ai 


still has 2 waiting list. But for the d 
livery bottleneck, both Costa a 
Thompson believe they could hat 


doubled or even tripled their sales 
appliances. 

Shrewd advertising and a keen sen 
of selling technique has had much 
do with the success of their busine: 
Ads in newspapers of the 
area usually are well written an: 
thought out. They feature low 


Pensac 


e hear 
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their 
ideo 
mers 


ment Company in Pensacola. 


ticles and usually present one lone 
ture or drawing of some hard-to-get 
m. All of them are written to at- 
act the eye of the busy housewife. 

“We know it’s the woman who does 
> buying,” says Costa, “even though 


found out that clothes-pins will draw 
a Woman into a store when nothing else 
will—so we put in a line of clothes-pins. 
The result is that we’ve sold many a 
range, retrigerator or water heater toa 
lady who came in to buy some clothes- 


> man pays. Naturally, we like to pins.” 
t the woman into the store. We Once the sale is made, service is 


HONS. 


& 


ite 


<een sen 
much 
busines 
Pen 


1 ate 


he new and modern home of Modern Home Equipment Company, on Palafox St., in 


e heart of downtown Pensacola, is the result of careful merchandising methods, which 
features service to customers. 


uc 


low 
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The purchaser is made .-to 
feel that the Modern Home Equipment 
Company is particularly and_ specifi- 
cally interested in the amount of usage 
derived from his purchase, and stands 
ready at all times to supply any service 
needed. It is a profitable attitude and 
one which has built confidence in the 
firm. 


stressed. 


Employees Encouragec 


The partners have a unique method 
of dealing with employees of the firm, 
Every worker is given a chance to 
show what he can do best and is en- 
couraged to take a personal interest in 
the firm. For example, last Fall one of 
the truck drivers asked for an oppor- 
tunity to show what he could do as a 
salesman. He was replaced with an- 
other driver and told to go ahead and 
try his hand at selling. In February, 
1946, this ex-truck driver was high 
man in sales for the entire organiza- 
tion. 

An electric refrigerator full of cold 
drinks is kept in the rear of the store 
and tired salesmen are permitted to 
“take time off” for a rest and a drink. 
The store is air-cooled and boasts a 
system of fluorescent lights. 

The partners, successful as they are, 
are not quite satisfied with the business. 
They plan to make it “the most out- 


Pots, pans, saucers and seeds—as well as clothes-pins—prove magnets of attraction at the Modern Home Equip- 
Many who come to buy clothes-pins remain to buy refrigerators and electric ranges. 


standing in the South.” Costa declares 
that if a good supply of appliances can 
be delivered in the next month or two, 
the firm can triple—or even quadruple 
—its business. 

He artributes this in part, to the fact 
that numerous Rural Electrification 
Administration cooperatives have been 
set up in his section recently, and the 
demand for electrical appliances has 
been whetted by increased wages and 
a desire for better living throughout 
his area. He believes Pensacola and 
West Florida may prove to be “the 
most fertile spot in the Southeast,” as 
far as the sale of electrical appliances 
is concerned. 


A 
d A tion 


Plans are underway to build an ad- 
dition to the present store, which will 
house an enlarged and more complete 
radio sales and service shop. Should 
television “arrive,” the partners will 
be ready to exploit it to the fullest with 
all the newest and best equipment ob- 
tainable. The staff also will be in- 
creased to include several road sales- 
men who will cover all of West Florida. 

But the factor which has made the 
partners an almost phenomenal suc- 
cess—“‘costomers’ service’— will re- 
main as the basic principle of the busi- 
ness, 
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How an enterprising radio- 
appliance dealer, with the 
help of a slogan, jacked 
radio repair business to a 
volume of 1,000 sets 
monthly by allocating 10 
percent of gross receipts 
to advertising 


By 
GRIER LOWRY 


Six radio service specialists—three to a store—are on the staff at Al Robertson's. 
workers have from six to twelve years of radio repair service. 


DEVOTION to repair 

spe ialtv, radios, and a concen- 

tration of service facilities and 
promotion o1 this one item has enabled 
Al Robertsor Oklahoma City t 
keep hea water vhile 
awaiting the return plentiful met 
cl produced a back 
log 30,000 satisfied radi ice 
cust ‘ wh the ce las CO 
pi i i h because I 
t p 1 ir-priced trea 
ent the up 
for the Robertson sales attack 
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In these unprepossessing surroundings Al Robertson launched his radio repair service. Both of the Robertson stores are in suburber 


shopping districts, both adjoin Safeway grocery stores. Motoring traffic on both stores colcked over 20,000 cars, and foot traffic is con. 


The 
Above, is a section of 
the radio repair department of the firm, showing workers on the job. 


Contracted Radio Repairs 


In 1937, when he contracted to ac- 
cept all radio trade-ins from Okla- 
homa City music stores, auto supply 
etc., at $1 per radio, Al 


Robertson unknowingly was laving the 


chain stores, 
groundwork for the sweeping selling 
drive which is in the process of initia- 
tion now. He disposed of 100 of the 
trade month, sold them at $5 
each, and offered a guarantee on each 
set. That guarantee stuck, and cus- 
returning trade-in sets on the 
guarantee offer were given the same 


ins a 


siderable in the area. 


brand of treatment as the others, a 
policy that still boomerangs back to 
the firm in the form of loyal patrons 
engendered by the trade-in plan. 

In 1939, Al adopted the Westing- 
house appliance line, and by 1940 was 
completely absorbed in merchandising 
appliances, with, of course, the notable 
exception of the radio service depart- 
ment, which was setting a lively pace. 

In 1942, according to the Robertson 
business logbook, there was a “run” 
on his stock of appliances, and by 1942 
the store, like Mother Hubbard's cup- 
board, was bare; even the service busi- 
ness was operating at a snail’s pace. 
Al became an electrical engineer at 
the Douglas aircraft plant. 


Came Back in "43 


“T ‘came home’ to the appliance 
business in the spring of 1943,” he re- 
calls. “First week the overhead was 
$10 more than the income. I inserted 
a couple of test advertisements in local 
papers, liked the potentialities, ran 
help wanted ads in California news- 
papers that netted two radio special- 
ists, and by the fall of 1943 radio serv- 
ice business was booming. I increased 
my advertising budget, employed two 
additional radio men at salaries rang- 
ing from $45 to $70 weekly, and was 
attracting radio repair trade from all 
over the city.” 

Motivated by the business flooding 
into the first location, and by rosy-hued 
prospects for appliance sales, Al 
started surveying available corners for 
the construction of a second building, 
and when he uncovered a corner that 
checked 20,000 motor cars daily plus 
a sizable foot traffic, he introduced 
Store No. 2. Well equipped for radio 
servicing, both stores also have hand- 
some sales rooms. 
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Both Robertson stores adjoin Saie- 
way Supermarkets. Store No. | | 
situated in a highway shopping di:- 
trict; Store No. 2 is located in 
heavily-shopped suburban business dis- 
trict, covers 2,600 square feet, and 
modern from service room to sales 
room, 


Will Fix Any Set 


statement that Al Robertson 
sturdily makes to his trade is that | 
radio technicians are capable of mak- 
ing any radio set perform smoothly no 
matter how venerable the set may be. 
It is his policy to employ only experi- 
enced workers; the six radiomen— 
three to a store—have chalked wu 
from six to twelve years repairing 
radios. No trainees; no apprentices. 
Currently, radios constitute the only 
appliance on which the firm furnishes 
complete repair service; however, 
Robertson service departments dis- 
pense minor repair work on_ other 
devices. Bills presented for such 
service are seldom over $1; more often 
than not there is no bill at all. The 
servicemen repair perhaps 25 other 
appliances a week; Al says he doesn't 
break even on them. 

One plan in the Robertson radi 
service platform, which the dealer 
emphasizes significantly, is the policy 
of furnishing free preliminary exam 
nations, including diagnoses, and a 
estimate of the expense. While most 
radio service institutions in the days 
of tube scarcity were extracting no 
only a fee for the tube, but also instal- 
lation charges, Al charged only fot 
the tube. 

For the past year, the headquartefs 
store has serviced 100 radio sets ever 
five days, or 600 a month, and the other 
branch averages 400 monthly—a total 
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suburban 


ic is con Up-to-the-minute modern, from sales room to service department, the new store of 


Al Robertson, Oklahoma City, is both efficient and attractive. ‘This is the store that 
radio service bought," declares Al. 


firms their 


confer over a story in 
modernization, 


in Safe- fRof 1,000 sets per month. An exami- _ repair by shortsighted 
Jo. 1 jsfMnation of the firm’s records reveals activities in the field. 
ing dis- that 18 percent of the radio service A short, punchy, forceful phase is 
d in business is repeat, a fact which has repeatedly used in the galaxy of adver 
ness dis- Prapidly facilitated the building of a tising methods employed by the firm 
, and is mailing list. “RADIO DEAD? SEE AL ROB 
to sales ERTSON" is the poser that assumes a 
prominent place in the big telephone 
While-you-wait and one-day serv- directory display advertisement as well 
ice on radios was extended throughout as the display spot which is carried 
obertson the war. Customers were urged to in the morning and evening news- 
that his [watch engineers install parts, a plan papers. The same expression occupies 
of mak-Jfwhich created confidence in the firm’s the classified ads used daily in the 
othly no ffwork at a time when wartime fly-by- same newspaper, is sewed on the uni- 
may be. night radio repair firms were causing formed backs of the radio technicians. 
 experi- Pidisintegration of confidence in radio (Continued on page 94) 
iomen— 
Iked up 
epairing | The radio department, which performed so successfully during the war and postwar era 
rentices.— in generating traffic and in allowing the dealer to keep his head above water, has been 
urnishes obertson, a the radio tube section and the ELECTRICAL MERCHANDISING concerning store 
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Selling FACES for 


Some ideas have not worked out—the record demonstrator shown here, for instance. 
People like to listen to records in booths and won't give them up. 


This album rack holds them upright, displays your covers like billboards. It can be moved 
up front to the windows around holiday time. R. F. Janda, district merchandising 
manager Graybar, St. Louis, is shown demonstrating. 


PAGE 50 


This radio record cabinet comes in sections. 


a small department one or two. Notice how doors slide below. 


¢é HAT happened to the girl 
who wore cotton stock- 
ings?” Bob Janda of Gray- 

bar, St. Louis, leered at his audience. 

Then he whispered, “Nothing!” 

The reason an electrical dealer to- 
day wants to modernize his place of 
business stems from the desire deep 
in his bosom to have things happen to 
him. Main Street has been invaded 
by the chain stores, the associated 
stores, and now even the tire stores 
and filling stations are being slicked 
up. The slightly dated setup that the 
electrical dealer has found good enough 
for all these years is likely, he feels, 
in comparison with all these gay pea- 
cocks about him, to earn him the title 
of “Old Draggy Drawers” from his 
fellow citizens. 

In short, a hot shot specialty sales- 
man needs the latest scenery to steer 
him on to his best efforts. 

“Graybar saw the thrust of this new 
competition,” explains R. F. Janda. 
“The trade saw it too, because Ad- 
miral Corp. sent Graybar 750 requests 
for copies of the ‘Flex-O-Plan,’ of 
store remodeling. This, coming from 
the Graybar territory of Little Rock 
and St. Louis, was a tip-off that here 
was something which was very hot.” 


Store Remodeling Summary 


Look into the store remodeling busi- 
ness, and you will find that up to now it 
has been one of three things: 


1. The Grand Rapids treatment, which 
consists of putting high priced wood on the 
walls, and slicking up the house with a lot 
of expensive, permanent fixtures. 

2. The pine board store. Some drug 
stores, in an effort to impress the public they 
sell cheaply, have torn out everything and 
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A big department can get two or three You q 
counts 

gone in for the cheapest kind of board coun. BU! 14“! 
ters, all very crude. permit) 
3. The middle road in store moderniu age 
tion—something that is not fixtures, not «— short, 
display, but a combination of both. display 


“There have been a lot of very love! 
displays shipped around the country 


which dressed up a store but whic It , 
quickly fell to pieces, because they wert appliar 
only temporary,” says Mr. Janda. “! an li 
seemed logical that this sort of thing 
could be worked into something tha °*?: 
was permanent, yet inexpensive. Some: small. 
thing that could be shoved about in :ff** di 
store and yet would have permanenc: f°" ‘ 
and sparkle, and make the place 100! store « 
different.” and sp 
There have been a lot of architect Ano 
draw plans for store modernization bu: olten 
perhaps the very ponderosity of thei: 
efforts was what defeated them. Blu ng the 
prints scare people. There is no usg''S 54 
denying that a lot of such plans make have t 
it look as if the entire place is coming‘ >e 
down and ‘the proprietor is taking th able di 
Brodie of his life. bar Bt 
Furthermore, a blueprint design ha sug 
the handicap of bringing up the ques hand. 
tion, “Who's going to do the job?” The Whi 
local carpenter simply does not see! rar 
to work out. Bob Janda tells of some that th 
work that was done over at an electric" 
store in St. Louis, where the carpen-§* abl 
ters went at it as if they were building and si 
a house. What the dealer wants is 4 chain | 
beautiful background for his goods Fun at 
He wants a background that can be depenc 
moved around for different arranged 
ments and to suit seasonable needs 
There happened to be in St. Louis 2 
this time a firm which specialized is 
display fixtures. In its factory wer? The 
saws for cutting unusual angles, th’ ailers 
facilities for laying veneer on rounde(f'" P 
LEC 
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You gotta be able to move your store fixtures. This young lady is actually pushing this 
counter about. 


surfaces, and all the equipment that 
permitted them to do things the aver- 
age carpenter cannot turn out. In 
short, Graybar was able to get hold of 
display fixtures that had finish. 


Appliance Stores Different 


It was realized that the average 
appliance store is no standardized ar- 
ticle like the typical drug store. 
have windows that are shallow, some 
deep. Some stores are large, some 
small. What was wanted particularly 
was display fixtures. A crowded, small 
store could only use a few. A large 
store could put together several units 
and spread out. 

Another angle of the appliance store 
often overlooked is the seasonableness 
of merchandise. There is no gainsay- 
ing the fact that each appliance sold has 
its season. Fixtures for such a store 
have to be flexible enough so that they 
can be moved about to fit the season- 
able displays. The displays that Gray- 
bar got together for its dealers can 
almost be pushed around with one 
hand, 

When the curtain rises on active 
merchandising once more, it’s a cinch 
that the interested dealers in the Gray- 
bar territory in St. Louis are going to 
be able to have their stores as smart 
and snappy looking as any of their 
chain store competition. The cost will 
tun anywhere from $1,500 to $3,200, 
depending on the amount of units 


Some 


needed. A dealer can buy one unit ora 
omplete store. 


Modernization Pays 


The question is often asked by re- 
ailers as to whether store moderniza- 
lon pays. It does, in the same sense 
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that wearing a good suit of clothes 
pays over wearing a suit of overalls. 
The oldtimers had no idea of how the 
proper arrangement of a store could 
make traffic flow toward the merchan- 
dise you wanted to sell, with the cus- 
tomer hardly knowing whither he was 
being taken. Bob Janda can point to a 
St. Louis jeweler, Hess & Culbertson, 
who had its store modernized in 1933 
and liked it so well that they have 
been having it rejuvenated every 7 
years. There is the case of Julian 
Swander Appliance Co., formerly Gen- 
eral Pipe & Brass Co., Crosley dealer 
in St. Louis, who went in for modern- 
ization and had a number of kitchens 
and bathrooms installed as exhibits. So 
well has the newly done-over store done 
business, that no one connected with 
the firm would dream of tossing the 
modernized setup out the window. 
Boyd-Richardson, clothing, and Jack- 
ard’s, jewelers, are other St. Louis re- 
tailers that have modernized their 
plants and have no desire to turn back 
the clock. 


Dealers Must Be Alert 


Bob Janda feels that eventually al) 
electrical retailers will bring their 
store fixtures into line with modern 
retailing trends. What is speeding it 
now is the fact that there are so many 
other stores in town trying to sell elec- 
trical appliances. The dealer feels that 
he is headquarters for these things, and 
he must impress his trade at this time 
that he is as fully up to date and alert 
as any of the new competition. That is 
what is doing the trick, and has caused 
750 retail outlets in the Graybar St. 
Louis territory to clip the coupon and 
say, “Tell u® more.” 
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RUSSELL POLLOCK SHOOTS PICTURES OF 
NEW STORE IN WEST FRANKFORT, ILL. 


Here is the lamp counter in the newly organized Pollock Electrical Appliance 
store in West Frankfort, Ill. 


Russell has just organized the business so please excuse if there doesn’t seem 
to be a lot of merchandise present. 


He took these shots with his own camera to show how quickly modern fixtures 
dress up a store. 
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CONTINUING A SERIES OF VISITS WITH 


low The Frantz Boys 
Got Their Experience 


Talk with Ed Frantz who started in 1910 


Clarence Frantz 


Ed Frantz, who came to Cleveland 
with his brother Walter, from an 
Ohio farm. 


000 00000000000 00000 


The Frantz dynasty in the vacuum 
cleaner field began when Ed Frantz, 
who was selling building material, 
saw broomstick model vacuum 
cleaner which had been originated by 
Jim Kirby. The year was 1910. 

Thanks to the help of A. P. Schroe- 
ner, a patternmaker, a model was pro- 
duced in six weeks for trial. Ed Frantz 
put up the money and Walter Frantz, 
his brother started manufacture. Pro- 
duction began in 1911 and the factory 
soon was shooting at a mark of 100 
vacuum cleaners a week. Today busi- 
ness men do not realize that it was dif- 
ficult to figure out just who should 
sell these cleaners. Ed Frantz’ idea 
was that the electrical and hardware 
jobbers of the country were the logical 
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The three Frantz boys, Ed, Walter 
and Clarence their names, who 
came up from the farm to Cleveland, 
and entered the vacuum field after 
some experience in building supply, 
gave Cleveland a new industry. 

Possibly a superskilled analyst 
looking over the vacuum cleaner in- 
dustry would credit the Frantz 
brothers with doing a lot to develop 
mass production of cleaners. For 
producing a great many units of an 
article is not like making a few num- 
bers. The device has to be simpli- 
fied, engineered and produced in a 
way that permits them to be turned 
out quickly and yet operate as well 
as the slower made models. The 
Frantz boys have always been 
adept at producing package de- 
vices. 

How the big plant operates is a 
long story. Cleaners are now made 
at the big, new factory at San- 
dusky, with sales and executive 
offices at Cleveland. Lack of space 
permits us only to tell the highlights 
of the vacuum cleaner end of the 
business. This divides into two 
eras. 


outlet. There were about 450 in the 
United States, and to these he sent a 
six-page folder. An almost unheard 
of return—52 percent—proved that the 
company was on the right track. The 
first cleaner sold for $25 at retail, and 
used a GE 3,000 rpm. motor. The 
first improvement consisted of putting 
a brush in the nozzle, and hiking the 
price to $30. At this time the L. D. 
Berger Co. of Philadelphia, took all 
the cleaners the firm could put out. 


Apex Line for Jobbers 


Bill Orr of General Electric, who 
died some 7 years ago, designed the 
first cleaner to bear the name Apex. 
This brand line was made to sell to 
jobbers, and the setting up of this com- 


introduced Clarence G. Frantz 
to the appliance business. Bill Orr, 
who was with General Electric, was a 
cleaner specialist and introduced one 
of the features of the first Apex con- 
sisting of cast iron bearings in the 
cleaner. They stood up very well. 

In 1913 the Apex brand was first 
manufactured, with Walter Frantz in 
charge. So promising a success was 
the venture that Bill Orr quit his job 
and poined Apex in 1914, and for many 
years handled the sales through his 
acquaintance with the electrical job- 
bers. Because Apex could get only 
100 motors a day from its source of 
supply, the firm made its own motors. 

The most revolutionary step in the 
production of Apex cleaners occurred 
in 1933, when the company did the 
unheard of 


pany 


thing of employing an 
artist to style the machine. Up to that 
time manutacture had been devoted 
to emphasizing power and efficiency 
Now it included looks. 


C. G. Frantz, a farm boy who left the 
building supply business to enter the 
electrical appliance field. 


The “Wind Tunnel” Model 
Marks The Modern Apex 


R. E. Kortepeter tells of Recent Developments. 


R. E. Kortepeter went to school at Pur- 
due, later turned most of his attention to 
Apex cleaners. 
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R. E. Kortepeter, who holds an elec- 
trical engineering degree from Purdue 
University, is chief engineer of the 
Cleveland plant for Apex. Once he 
operated the sales organization for the 
Apex plant at Emeryville, Calif. Be- 
cause he has been closest to the Apex 
cleaner, C. G. Frantz asked him to tel 
the later story. 

“The first feature enjoyed by Apex, 
he says, “was a divided nozzle. Suctio: 
of air through a vacuum cleaner nozz/ 
is uneven. By simply dividing the 
nozzle which helps spread the suctio: 
to the ends, we got better pickup that 
had heretofore been enjoyed. Our 191: 
cleaner was a straight suction mode! 
but it had this particular advantage’ 

Apex had another milestone mode 
in 1926 when the motor driven brus! 
was introduced. The slick thing abow' 
it was that it took the belt out of t! 
dirt stream. Inasmuch as the strea” 
of air flowing through a cleaner is 2! 
most as important as the stream of a!" 
through which an airplane flies, th’: 
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Here is the first Apex cleaner. It had 
the benefit of previous experience of the 
Frantz boys. 


Time marches on, and the 1937 Apex 
looks like this. 


C. G. Frantz was one of the first men in 
the cleaner industry to employ artists to 
make the vacuum cleaner beautiful to 
the eye. 


love greatly accelerated the flow of 
ust. 

Apex went to the vertical motor in 
933. One of the reasons was that it 
ermitted the use of a bigger fan and 
Sa result more air passed through the 
leaner. This was called the wind tun- 
el cleaner because the air slipped 
round the motor and did not have to 
® around a corner as in previous 
odels. In the past the bag had been 
mM one side which made it more difficult 
t the air to get to, and also noisier. 


Eventually Apex added a tank to their 
line, and here it is. 

In developing a hand model, the princi- 
ple of the "wind tunnel” was hit upon. 


With the cone shaped fan that came. in 
the wind tunnel model the blades did 
not project beyond the motor housing. 
The effect was to corkscrew the air 
and with the motor streamlined a far 
greater quiet was realized. This im- 
provement showed up in the year 1939, 
when models 129 to 139 appeared. 
“We got the idea from our work on 
the hand cleaner,” relates Mr. Korte- 
peter. “We were trying to get rid of 
torque or side kick in it and hit upon 
the idea of putting the bag right behind 
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the motor. The effectiveness caused us 
to apply it to the big machine.” 


1933 Revised Model 


In 1933 Apex brought out a cleaner 
with a high and low speed motor. The 
model also had a steering handle, 
which was mounted on a swivel and 
made it easier to move around the floor. 
A foot pedal in this model regulated 
the height from the floor and there 
was a little window through which you 
could look to see the position of the 
cleaner. 

C. G. Frantz was one of the first 
men in the appliance field to appreciate 
the. value of industrial design as a 
sales point. Away back in 1933 he 
employed George Walker, an industrial 
designer, to beautify the Apex 
cleaner. Apex introduced a_ hand 


cleaner in 1930, and has carried one in 
the line ever since. 

The Apex tank came out in 1937. 
One of the things Apex engineers ob- 
served was that in many tank cleaners 
of that period the fittings were not good 
and close, and allowed the loss of a lot 
of suction. A precision ground taper 
fit gave the Apex cleaner about 25 per- 
cent more force of air than was com- 
monly enjoyed. 

“It is not generally realized that 
you can use a turbine type fan in a 
tank cleaner and get more suction,” 
say Mr. Kortepeter. “The reason the 
turbine type is not used with the bag 
type is because dirt won't go through it 
satisfactorily.” 

One of the novelties introduced by 
Apex was the square type tank cleaner, 
designed by Dave Chapman. 


From His Work On Guns 
P. A. Geier Turned To Cleaners 


A. H. Zirke Runs Over the Highlights 
in the Evolution of Today's Royal 


You can truthfully use the expres- 
sion “Son-of-a-gun” when referring 
to the P. A. Geier Co., because the 
firm was actually born out of the gun 
business. P. A. Geier, the founder of 
the company, got his precision training 
with Warner & Swasey Company of 
Cleveland, Ohio, and later went with 
the Frankfurt Arsenal Philadelphia, 
Pa. Today his son, Phillip H. Geier, 
vice-president, is in charge of produc- 
tion. 

In the first decade of the 1900's, I’. 
A. Geier, an expert mechanic, became 
inspired by the success that mechanical 
objects were experiencing. Electric 
vibrators were the vogue in those days, 
and the first product he turned out was 
called the Royal vibrator; very shortly 
after a Royal hair dryer was added. 

In 1910 he brought out his first 
vacuum cleaner, called the Royal. It 
was new in that it had a snap-on brush 
that was easy to attach to the lips of 
the floor cleaning nozzle. This snap- 
on brush did the job of loosening stub- 
born lint, dog hairs, etc., that had a 
tendency to cling to the nap of the car- 
pet. The early model Royal cleaner 
had a micromatic type nozzle adjust- 
ment and no belt. The nozzle was 
only 6 in, in width and while the first 
1910 model had wheels, oddly enough 
it was not until 1930 that rubber bump- 


A. H. Zirke, president of P. A. Geier Co., 
who believes in giving the public what it 
likes. 


ers were put on the cleaner. 

3y 1913 it was apparent that a larger 
nozzle would cut down cleaning time, 
so one 14 in. in width was introduced, 
and this marked the first model change 
in the Royal cleaner. 

Setween 1925 and 1930 considerable 
development was done by the P. A. 
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Two machines in the Royal line. On the 
right is the 1910 model; to the left the 1941 
Royal Super Grand. 


(seier pany on high speed notors 
1 t used in vacuum cleaners 
\s a result of this development the 
re Nutior vere 1 reased 18 percent 
wr bet than 2,000 revolutions pet 
ninute Consequently the suction of 
the vacuum cleaner was considerably 


increased without adding to its weight 


In order to utilize these increased 


mo- 
tor speeds it was necessary to develop 
“dynamic balancing” equipment. Up 


to this time a type of “static balance 
ing” of the rotor was satisfactory. In 
this “static” type of balancing the 
rotor 1s placed on level knife edges and 


balanced 


rotor 


In “dynamic balancing” the 
is actually balanced while it is 
spinning at high speeds. Development 
of the “dynamic balancing” equipment 
used was -ollaboration be 
\. Geier Company engi 


ind the Black and Decker Com 


a result of 
tween the P 
neers 
pany. 
In 1929 the sanitation fever was at its 
height and as a result Royal introduced 
model 


chemical 


a purifer which was equipped 


with a chamber. It was a 
device designed for the purpose of kill 
ing germ life picked up trom floor 
coverings by the cleaner. Basically it 
containing 
in which was placed a prep 


consisted of a chemical 
chamber 


aration having formaldehyde as a germ 


One of the places where Royal made 
progress; here is a self aligning assembly 
for armature bearing. 


PAGE 54 


killing base. All air and dust going 
into the cleaner had to pass through 
this chemical chamber before entering 
the dust receptacle. This model, which 
is still being made, is one that requires 
detailed demonstration and 
therefore is only sold through organi- 
zations having house to house salesmen 
who are carefully schooled on the 
merits of this type of sanitation equip- 
ment. 

The year 1930 saw Royal further 
complete its line of cleaners by the 
introduction of a brush 
model. The P. A. Geier Company had 
hesitated to market this type of cleaner 
until they were sure that all construc- 
tion faults inherent in revolving brush 
construction were eliminated by care- 
ful design and development 

In 1937 Royal brought out a 
type 


a more 


revolving 


tank 
answer to popular 
demand for a more complete home 
unit “Above the floor” 
had to be considered and this 
met that 


cleaner, in 


leaning 
cleaning 
sty le ot 


cleaner ack quately 


problem. 
Development of Conveniences 


It has been 
small but important 
tribute to the 


in the development of 
details that con 
convenience and in- 
reased operating efficiency of vacuum 
cleaners that Royal engineers have ex 
tended themselves. For example, they 
brought out the pistol grip in 1918. It 
obvious that a 
back and forth on the floor 
would find it easier to hold a handle 
whose end was shaped like that of a 
revolver than to grasp a straight tube 
or stick Coming as a natural addition 
to the pistol grip was a trigger switch, 
which was just what its name implies. 
Mechanically this new improvement 
made it easy for the service man to re 
pair or replace the electric cord on 
Royals. 

A handy carrying kit was originated 
so women could conveniently do above- 
the-floor with a_ revolving 
brush cleaner as well as with a tank 
tvpe model, making the kit timely. 

The P. A. Geier Company particu- 
larly made its contribution to motors 


Was woman operating 


a cleaner 


cleaning 


v its development work on new bear- 
ings. Few people realize that anything 


running at 11,000 to 13,000 r.p.m. is 
extremely likely to tear itself to pieces. 
Karly day bearings wouldn’t stand up 


With the 


too well under such speed. 


Air tight swivel arrangement on floor 
nozzles is an improvement in .that the 
nozzle can be detached. 


primitive motors the bearings required » 
wicks to keep them constantly lubri- 
cated. In association with the Bound 
3rook Oil-less Bearing Company of 
New Jersey, the P. A. Geier Company 
developed and pioneered an_ oil-less 
sleeve type bearing, between 1925 and 
1930. This consisted of powdered 
metal being compressed into the proper 
shape. These powdered metal bear- 
ings were surrounded by an annular 
groove packed with lubricant. With 
the correct lubrication and the correct 
porosity of the bearing, the motor was 
insured a properly greased path for its 
high rate of spin. 


Elimination of Noise 


Another by-product of the develop- 
ment of the bearing was the elimina- 
tion of a lot of noise. At this time the 
P. A. Geier Company got “limit con- 
which resulted eventually in 
the production of self-aligning bear- 
ings. By means of the self-aligning 
feature the bearings could be made to 
fit the armature shaft closer than had 
ever before been possible. This closer 
fit of the bearing to the armature shaft 
resulted in both a longer life for the 
bearing and considerably less noise. 

In 1931 Royal offered a_ tilting 
mechanism that locked the handle at 
various angles. One angle was particu 
larly effective in reaching under beds 
or tilting to operate on a stairway. 

In 1927 Royal introduced to the 
market a new and revolutionary feature 
for its lines of straight air cleaners. 
This feature is known as a “floating” 
brush. The brush actually floats up 
and down by pressure of a spring. On 
the forward stroke of the cleaner the 
brush assumes a sweeping position, 
thereby loosening all lint, hair and 
other “hard to remove’ substances 
from the carpet. On the backward 
stroke the sweeping angle of the brush 
changes, forcing a break in the air 
seal between the nozzle and the carpet 
along the back lip of the nozzle. This 
permits a rush of air to clean off all 
material that was accumulated by the 
brush and carry it into the nozzle. 
This construction enabled the cleaner 
nozzle to exert maximum suction on 
the surface of the carpet as compared 
with fixed brushes which always held 
the nozzle away from the carpet, 


scious 


thereby creating a considerable loss of 
suction. 


The gentleman's fingers point to how easy 
it is to adjust the revolving brush on a 
Royal. 


MAY |, 


1946—ELECTRICAL MERCHANDIS! 


In its cylinder type cleaner Roy, 
developed a floor nozzle having x 
airtight swivel feature. This permis 
the housewife to get the nozzle dow: 
into crevices for removing dirt fro; 
“hard to get at” places. The air-tig} 
feature allows the nozzzle to swivel a; 
yet not lose any suction. It lool 
simple to the eye but it took quit 
bit of time to develop. 

Vacuum cleaner progress has 4 
ways been marked by a series of litt 
features which seem in themsely 
insignificant, but are very helpful : 
the owner. For example, there js +! 
wide opening bag. Early bags 
small openings and it was quite a jo! 
for one to reach in with one’s har 
and then clean out the accumulat 
dirt. It was logical that 
would bring out a bag which open 
wide at the top and permit easy shaking 
out of the contents. The P. A. G 
Company in 1923 developed t 


Somenne 


‘4 


feature. 
In its revolving brush model E N 
Martinet, chief engineer, was 


fronted with the problem of brist 
wear. rapid-revolving brist 
eventually wear down to a point where 
they are no longer effective. 
ducing a rubber protected mounting 
which was off center, he did the tr 
and made it possible to have three at 
justments of the bristle to bring therl§ clgsed 
closer and closer to the carpet as th int 
necessity arose. into tl 


Stores 
Bouley 
Der 
pro- Har 
stores 


izing 


Nozzle Adjustment 

All vacuum cleaners engineers r 
ize that the nozzle must be kept a ce: 
tain distance from the rug _ bein’ 
cleaned if the air is to be employe 
its maximum efficiency in drawing 
dirt. As carpets very considera! 
in their thickness, Royal in 1940 ca: 
forth with a little device called t 
\djustorite. It was familiar to t 
housewife in that it looked like a dood stock , 
bell. You could place the cleaner on@fone th; 
rug and adjust it upward or downwatfittraffic 
When it got to the right cleaning d 
tance the “tapper”’ on the little d 
bell popped in. It was a visual in 
cation that the adjustment was 
right for cleaning that particular t) 
of rug. 

\. H. Zirke, president of the P. BA! sme 
Geier Company, has always | 
believer of giving the public the he rad 
of cleaner it liked. 
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By staggering the bristle arrangement 
the revolving brush, Royal hit on a mm 
efficient cleaning method. 


LEC] 


E. 3 3 
lCualution ¢ = 
| | 
| 
j 
an. | 


someone 
opene 
 shak 


laking 


bristle 
brist 
int where 
By nro. 
mounting 
the tr 
three at 
‘ing tl 


vet as the 


eers 
ept a cet 
ug 
iplove 
Aw ing 
nsidera! 
1940 car 
called 
ar tot 
ke a di 
-aner on 
lownwat 
aning 
ittle d 
isual in 
was 
cular 


the P. 
vs | 
ic the tv 


een 


yngement 
on a 


NDIS! 


With practically no foot-traffic pass- 
ing, Pacific Appliance Stores on Wil- 
shire Boulevard, Los Angeles, gears 
to attract the deluxe trade through 
car-stopping displays, heavy adver- 
tising and outside solicitation 


tore Problem 


N appliance dealership which will 
operate on quite different methods 

is the Pacific 
Stores organization at 6032 Wilshire 
Boulevard, Los Angeles, California. 

Harry Coyne, head of the firm, was 
jormerly owner of the Sun Vacuum 
stores in the Los Angeles area, special- 
izing entirely in vacuum cleaners. He 
losed up this business in 1942 and sold 
his interests in favor of going 100 
into the full appliance line with mer- 
chandising methods built on his 

cuum cleaner experience. The result 
is the beautiful new store 
in the center of Los Angeles’ famous 
“Miracle Mile” which will deal entirely 
in deluxe appliances, and 
planned model kitchens. 


new 


“cornerless” 


radios, 


Traffic Problem 


“We've got a lot of problems to con 
end with in addition to the slowness of 
stock delivery,” Mr. Coyne said. ‘For 
one thing, we have practically no foot 
traffic past the building, while thou- 
sands of automobiles whiz by on Wil- 
re Boulevard daily. Therefore, we 
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BELOW 


All small appliances are concentrated on 
two tiers of shelving built in a ring around 
the radio-phonograph rooms. 


LECTRICAL 


Appliance 
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must depend on advertising, traffic- 
stopping display to pull motorists into 
our parking lot, and outside selling to 
accomplish the $400,000 per year vol- 
ume we're geared up to do.” 

Mr. Coyne bought the lease on this 
prominent corner more than a vear ago 
for $8,500, and has held it ever since, 
content to pay rent of $500 a month 
in order to hold the excellent location. 
Meanwhile he spent $16,000 on turning 
out a permanently beautiful building. 
\s pictured, the store front is framed 


in brilliant architectural glass with 
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flashing neon signs identifying the lines 
carried, and features as well two huge 
20-foot “bay windows” which permit 
a passing motorist to see the whole in- 
terior at a glance. Parking space for 20 
cars is provided in the rear. 


Interior Features 


The interior is a “compromise be- 
Walls 
are done in soft blue, dusty rose and 
dark blue over washable plaster, and 
the floor is thickly rubber tiled. There 
are 


tween beauty and practicality”. 


collect 


no corners anywhere to 


Circular enclosure in store's center is di- 
vided into two presentation rooms for four 
lines of high-bracket radio - phonograph 
combinations. In the rear is a fully-enclosed 
model laundry and in one corner a model 
kitchen. Offices are on the mezzanine be- 
hind modernistic open partitions. 


dust. 
platforms constructed of 
enameled metal for permanent good ap- 


\s shown, all elevated display 


are heavy 
pearance, and various appliances are 
departmentalized entirely separate fron 
others. For example, the circular en 
closure in the center, of 18 foot di- 
ameter, is divided into two presentation 
four 
radio 


rooms for lines of 
bracket 


tions. 


upper-price- 
phonograph combina- 
In the rear is a tully enclosed 
model laundry, and in one corner, an 
all-electric model kitchen, in which the 
\ll small appli- 


ances will be concentrated on two tiers 


store will specialize. 


of shelving built in a ring around the 
radio-phonograph room. Incidentally, 
walls in this are covered with 
washable wallpaper ready for quick 
changing, the only “temporary” surface 
in the building. 

Credit and management offices are on 
a mezzanine balcony behind a modern- 
istic Open partition at the rear. Be- 
neath this are separate service shops 
for radio, refrigeration and general ap- 
pliance repair work. “Everything ‘is 
built so that we could wash down the 
store with a hose if necessary,” Mr. 
Coyne said. 

With Beverly Hills, Hollywood and 
other luxurious sections providing most 
of his customers. Mr. Coyne plans to 
promote “deluxe” appliances through- 
out. The line includes four brands of 
refrigerators, six of washing machines, 
two of sewing machines, five electric 
and range lines, home freezers, 
automatic home laundries, package air 
conditioners, 14 lines of small appli- 
ances and radios, plus a complete Hot- 
point model kitchen. Every appliance 
fits the fixture which displays it. There 
will be no record department, due to 
the lack of sidewalk traffic necessary to 
make a go of this. 


room 


gas 


Promotion Plans 


“For our particular situation, we're 
depending on several new ideas to 
create volume after the seller’s market 


(Continued on page 92) 
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The truth is, war took negro women out of the home. 


Deep 


South women have been toiling in their kitchens and laun- 
dries; young war wives have fared much worse. 


OR all too many vears spokes 
4 men for the South have gon 


about like Claghorn ot 
Fred Allen’s radio program, saying: 


»enator 


Che tair flower of southern woman 
hood will never sully her dainty finger 
tips on menial household tasks while 


stand about to do her bid 


servitors 


hat has meant that the South was 
ypliance market. Firms 


no good as an ap] 
had a rhyme, “Don’t waste your time 
| 


south of the Mason-Dixon line.” 
Today electrical appliance men 

attention to the end of this era. “The 

South has turned a corner,” they say. 


“Next to the farm market, it promises 
the greatest unsaturated demand for 
appliances still existing in this coun 


reason for this chang 


An interesting story in sociology is 
behind ail this. Says Mrs. C. J. Byrne 
of the Natchez Garden Club: “The so- 


cial structure of the South is based on 


the fact that negroes outnumber the 
whites.” That meant, she added, that 
unless new innovations fitted into the 


existing social structure, they would 
be very slow of adoption. Such was the 
basic reason for the lagging absorp- 


tion of electrical appliances. 
Southern Customs 


Because the southerner understands 
the negro and has learned over hun- 
dreds of vears how best to get alon 
with him, certain customs have sprung 
up that are ironclad. The reason for 
this is the fact that they are effective 
in permitting life between the two races 
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with a minimum of serious friction. 

For example, in the South negro 
help always has to come in the back 
door. Negro workers never sit at the 
same table as whites, although their 
employers are usually careful to give 
them exactly the same food. They never 
use the same washroom. On street cars 
in most southern cities negroes are re- 
quired to ride in the back and whites 
in the front of the conveyance, They 
go to different schools. 

“The worst thing that could happen 
to the South would be a mixture of 
white and black blood,” one spokesman 
said. “Ii there are no social contacts 
this is least likely to happen. There- 
tore, the South insists on every bar- 
rier which will remove social contacts.” 


The Cvase ot ‘The 
Missing “Mamm 


99 


She's Gone Away and Ain't Coming Back 
and that Old 150-Year Taboo That Has Held 


Back Appliance Sales Has Been Broken 


There is no antipathy to negroes; in 
fact, every white family has some fa- 
vorite and the compliment is returned 
by the colored folks. Certain jobs are 
reserved for negroes and this makes 
life much easier for them. 

One of the preserves that was con- 
sidered a negro job has been launder- 
ing. For generations colored women 
have rubbed clothes over their boards, 
starched and ironed them for their 
white folks. Gradually there grew up 
the equivalent of a taboo against white 
women doing their own washing. Hav- 
ing colored help to do the cooking and 
cleaning around the white folks’ house 
was another custom but not to such a 
degree. Because negroes are non-me- 
chanical, few white families were will- 
ing to entrust them with much equip- 
ment. Then, too, negro women work 
for such low wages that there was no 
need to be labor saving. 


War Changed Habits 


This is what made it very difficult to 
crack the Solid South in appliance 
sales before World War II. 

Yet there was evidence that a fissure 


appliances has been rekindled. 


than ever before. 


WHY HAS THE SOUTH BEEN SO 
BACKWARD IN BUYING APPLIANCES? 


‘White families have turned housework over to colored help in the 
past largely because community feeling preserved these duties 
for negroes. Also, with negro help plentiful it was not felt neces- 
sary to buy labor saving appliances. This situation held back the 
acceptance of appliances by the South. 

The war has changed all this, southern appliance men say. 

Negro labor has been drawn out of homes by war industries. 
Southern housewives, with far less mechanical aid then found else- 
where, have had to do their own work, 

Two changes have been the result: The feeling that white folks 
owe household jobs to negroes is gone; a fresh desire to own 


Southern authorities predict quicker acceptance of appliances 
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was developing. C. P. Phillips, May 
tag man at Houston, developed a clev 
approach which broke open the first 
southern market. “Of course washing 
clothes on a rub-board is negro work,” 
he said. “But putting them throug! 
electric washing machine isn’t work at 
all, and is something else again. You 
wouldn’t trust a colored woman with a 
high-priced washer, would you?” Since 
not all southern families could afford t 
employ negro help, many wives jn 
Houston took this way around the 
taboo. 

In New Orleans an appliance man 
tells the final chapter of the story. 

“Southern women have had _ the 
greatest shock of their lives during the 
war,” he said. “For years those wh 
employed colored help have felt they 
had something they could depend on all 
their lives, and went along often feed- 
ing two families (negro women nearly 
always ‘tote’ home food daily) so they 
were totally unprepared for what hap- 
pened. Negro domestics proceeded to 
take jobs in factories overnight and 
quit their white families. As a result, 
southern women of all classes were 
thrown on their own resources. It was 
tough to do one’s own housework, and 
the toiling southern woman envied her 
neighbor who had made the job s 
much easier with appliances. 

“It is hard for you northerners to 
realize how southern families had felt 
they owed jobs to their negroes, and 
had to put up with their idiosyncrasies. 
When colored help took factory jobs, 
and left their white families in the 
lurch, it broke a taboo. All of a sudd 
southern housewives realized that 
from now on, the negroes were on 
their own, and the smart thing for 
white families to do was to equip 
themselves with electrical appliances 
to do the job. 

“The war, with its marriages of 
young folks, and their efforts to keep 
together has given young southern 
wives almost as rugged experiences a5 
their greatgrandmothers encountered 


(Continued on page 60) 
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.»-She’s glad | made her wait for a Never-Lift! 


“Yes my Darling Dealer,” the lady says 
to me, “I love you dearly for advising 
me to wait for a Proctor Never-Lift. What 
a relief it is not to have to tilt and twist 
a heavy iron any more...to just press a 
button and have my Never-Lift lift itself. 


“And thanks for the tip about Proctor 


Even Heat. Believe me it’s a blessing 
to have an iron that doesn’t drag and 
wrinkle ...or cause unnecessary scorch- 
ing. And with my Never-Lift I can iron 
just as fast or slow as I like, thanks to 
the Proctor Speed Selector.” 


STANDS ow own 


HEAT 


corp spots 
° wor spots 


“You don’t surprise me, Madam,” I 
said to her “I’ve always known that the 
Proctor Never-Lift is the outstanding 
iron on the market for superior craftsmanship and labor- 
saving features ... has been for years.” 

“Not surprised, uh?” she says. “Well, maybe this will 
surprise you— 


“Take that Ga? and that and that !” 
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COMING NEXT MONTH 
never LIFTS 


It could happen to you, Brother! Take our 
tip—grab every opportunity to demonstrate the 
Proctor Never-Lift. You'll get your chance 
when you get your first Never-Lift next month! 


Be smart! Always keep one Never-Lift in 
) your store. Display it...demonstrate it...use 
it to build store traffic, pre-sell your customers. 


Meanwhile, come and see us at the Atlantic 

City Housewares show. Its May 12 through 

May 17. The Proctor booths are 296 and 298. 
. "Be seeing you! 


NEWS/IAKER APPLIANCE MERCHANDISING 


yews 


NATIONAL AD’ 


PROCTOR ELECTRIC COMPANY, PHILADELPHIA 40, PA. 
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A NEW POSTWAR WASHER with a NEW high WASHES ALL GARMENTS—from grimy work or RO 
in washing and rinsing ability. playclothes to daintiest pieces—really clean. pat 
WASHES AUTOMATICALLY, rinses, and damp- EMPLOYS THE TRIED, PROVED, and accepted A’ 
dries a 9 Ib. load in less than 10 minutes. agitator principle of washing. just 
EXCLUSIVE, SCUM-FREE RINSING, in a shower- REQUIRES NO PERMANENT INSTALLATION, EX: 
bath of clear, running water makes whites whiter, no rinse tubs, no special equipment, no extras of at 


colors brighter. any kind. 


It's a wise dealer who builds his sales and profi 
on the old, established, nationally accepted lin: 


of ABC Washers and Ironers. 
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LUXE IRONER 


ROLL STOPS "ON A DOT,” instantly, with ABC 
patented foot pedal. Works like the brake on a car. 


A TOUCH OF THE KNEE on the convenient lever ad- 
justs pressure up to 175 Ibs. 


EXCLUSIVE '‘HAND-IRON” FINISHING ACTION, 
a to-and-fro motion of the roll, automatically imparts the 


sheen, smoothness and lustre of tiresome hand finishing. 


TWO OPEN, USABLE ENDS and the full length of 
roll unobstructed. A great time saver. 


STATIONARY “PRESSING” ACTION for pleating, 
pressing, and creasing. A distinctive ABC feature. 


HEAT SELECTOR DIAL, adjustable for the five most 
frequently used fabrics, automatically assures accurate 


temperatures. 


_ALTORFER BROS. COMPANY - PEORIA, ILLINOIS 
Shnewcas Leading Hashes and Drones 


NATIONAL DISTRIBUTORS FOR CANADA: 


NORTHERN ELECTRIC COMPANY, LTD. 
HEAD OFFICE: MONTREAL, QUEBEC 
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The 
Nickel-Chromium 


Resistor Wire 
That First Made 
Electrical Heating 


“te, 


» 


Here's an important point to consider when taking on waffle irons or any 
other line of electrical heating appliances where the life of the product is 
largely determined by the life of the heating element wire: 

The basic discovery of CHROMEL forty years ago transformed elec- 
trical heating devices from expensive nuisance novelties to practical 
inexpensive household necessities! 

CHROMEL is the original Nickel-Chromium alloy which had the 
happy combination of high electrical resistance plus a remarkable resist- 
ance to oxidation. It gets hot and stays hot for a long, long time! 

That's why many leading appliance manufacturers specify CHROMEL 
Electric Heating Element Wire for their quality products. They know from 
experience that when it’s made with CHROMEL, it’s made to sell .. . 
and stay sold! 


HOSKINS MANUFACTURING COMPANY @ DETROIT 8, MICHIGAN 


IN THESE 
PRODUCTS 
YOU 
SELL 
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The Case of the 
Missing “Mammy” 


CONTINUED FROM PAGE 56 


during Reconstruction days. Brides 
followed their husbands about army 
camps, often living in garages to 
near their mates. They did their ow 
work, they endured privations they hag 
never dreamed of. Out of the war js 
coming a type of young wife who has 
had an abundance of experience doing 
her own work without negro assistance. 
and is used to toiling in her home over 
housework.” 


Appliances Now Welcome 


Such a changed attitude means that 
electrical appliances from now on are 
more than welcome in the home, south- 
ern business men think. Of course, you 
must remember that the nine month 
summers in the South are hot, and no 
one likes a job that forces one to ge: 
up a “sweat.” Fortunately, that is one 
thing that appliances enable the house. 
wife to avoid. One perspires less over 
an electric range, one works less with 
a vacuum cleaner than with a broom, 
and doing the washing with modern 
equipment is a positive joy in compari- 
son with what the South’s young wives 
have been going through during the 
war years. 

With time, negro women will get 
part of their jobs back in the homes, 
it is estimated. A still greater number 
will continue working factories 
Chances are, negro help will not again 
be employed on an all-week basis ex- 
cept in wealthier homes. Housewives 
will turn over the heavier work to ne- 
groes. But it is dubious whether they 
will let them operate their electrical 
appliances without close supervision. 
The South does not have a high opin- 
ion of the negro’s skill with machinery, 
and with the investment of considerable 
money in mechanizing, the chances are 
that the housewife will want to keep 
pretty close tab on the machinery itself. 

When you consider how a city like 
New Orleans, for example, lags behind 
the rest of the country in appliance 
saturation, you get an idea of what may 
be done. 


New Orleans U. S. Saturation 


Refrigeration 47%, 67.5%, 
Washers 38 58.9 
lroners ! 6.6 
Radio 97 83 
Cleaners 15 46.9 


Don’t get the idea that the Crescent 
City has not been doing a pretty good 
job in selling appliances. It has. Look 
at the record on washers and refrigef- 
ators: 


Refrigerator Sales 


Year Tota 
1933 2,406 
1934 2,740 
1935 3,644 
1936 6,362 
1937 6,899 
1938 5,237 
1939 7,077 
1940 10,100 
1941 10,89 
1942 2,37 


(Continued on page 62) 
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" se THRIFTY GAS RANGE BEAUTY @ Sparkling OIL-BURNING HOME HEATERS @ One dial con- ELECTRIC RANGE for EASY ECONOMY @ Norge 
. beauty, enhanced by the easy-to-clean, one- trols both oil and air flow to assure exact heat now offers every advantage of electric cook- 
piece top. @ Minimum fuel bills and a cool desired. @ Heat distributor is porcelain-fin- ery! @ Three flat-top surface units transfer 
kitchen insured by a continuous blanket of ished inside and out!—guarantees longer, heat directly to utensils to save time and money 
spun Fiberglas insulation . . . double layer in trouble-free life ... “L” shape provides 40% -.. each unit has six speeds to fit every utensil 
1s that the oven door! more heating surface! or purpose. 
On are : 
south- 
se, you 
month 
and no 
oe ALL NORGE 
is one 
house- * built-in salesmanship: any 
SS over A 2 p | lA N ( F S feature which is an integral part 
$s with of the product and which, by its 
broom, obvious value, helps to make 
modern the sale. 
wives 
ng the 
vill get | 
homes, 
number 
ctories 
again / A, 
sis ex- IMPROVED ROLLATOR REFRIGERATOR @ Rollator @ 
sewives cold-maker with only three moving parts, 
: to ne- permanently sealed in oil, assures long life, : 
er ther quietness, economy. @ Sealed freezer pre- 
aati vents entrance of moisture or odors and gives 
rvisien space for frozen foods. 
h opin- 
sr Exciting features are built into every Norge . . . features that change your 
eraoie 
ices are customers—change them from “just looking, thank you,” to “just what I've 
to keep ” 
y itself, been looking for.” And more sales-making features are even now on the 
yw boards of Norge engineers. 
Denind 
ypliance 
hat may These buyable differences will save hours of time for Norge dealers, and ¢ 
a increase their profits proportionately. Just another reason why Norge ; 
aturation dealers are enthusiastic. 4 
5% 
NEW for HOME and FARM tstand- 
. ing eaginesting combined with Baca ree Only a little of this built-in salesmanship can be shown here. To see all the : 
design new Norge features, look at the product literature now being released. 
zen storage for meats, vegetables, pastries and Z 
“rescent pre-prepared dishes; retains colors, vitamins 
ty good and flavor, A BORG-WARNER INDUSTRY 
s. Look Norge is the trade-mark of Norge Division, Borg-Warner Corporation, Detroit f 
efriger- 26, Michigan. In Canada: Addison Industries, Limited, Toronto, Ontario. 
Tota! 
2,406 | 
740 
SPEEDY NEW WASHER @ Featherweight Ro-ta- 
6.362 , tor agitator is permanently as smooth as glass, 
6.899 and therefore eliminates any chance of “wash 
5 237 wear.” @ The sensational capacity is due to 
J o7 a \ the modern tub design which holds over 20 
10,89% _ BEFORE YOU 
2,372 
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IT’S AMERICA’S BEST KNOWN... 7 


It's the ove toaster most people will ask you for by name—the one 
brand that more folks already own than all other makes of auto- 
matic toasters combined! Why? Because “Toastmaster” toaster 
advertising has always done the biggest, most consistent, best 
selling job in the industry. It’s doing that for you now with 
millions of messages monthly in Life, Post, Collier's, Good House- 
keeping, True Story, Parents’ and Bride's Magazine. 


... AND MOST WANTED TOASTER! 


hast 

It's THE toaster that millions of folks have their hearts set on, R _ - 
the easiest toaster to sell in the greatest numbers! Sell a greater FREE 
number of quality toasters at the price that quality earns and 

MOUNTED REPRINT! 
that adds up to more profit. You wi// sell more of this brand 
because the “Toastmaster’’* automatic pop-up toaster is Ameri- This full color ad will appear in 
ca’s best known...and most wanted toaster! Post and Life. If your distributor 


can't supply you — order direct. 


** TOASTMASTER”™ is a registered trademark of McGraw Electric Company. Copr. 1946, 
TOASTMASTER Provucts Division, McGraw Electric Co., Elgin, Il, 
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The Case of the 
Missing “Mammy” 


os CONTINUED FROM PAGE 60 emmy, 


Washer Sales 


Year Tota 
1933 2,835 
1934 5.08) 
1935 6.497 
1936 7,340 
1937 6545 
1938 5.614 
1939 6,505 
1940 6,163 
1941 8,24) 
1942 433) 


But the real jump is ahead, the boys 
in the know say, and sales from now on 
will not be “against the grain.” 


Contusing Statistics 


One of the things that market plan- 
ners run into is the shadowy picture 
they get of southern cities. This is due 
in this writer’s estimate, to the desir 
of southern promotion men to pla 
down the percentage of popula- 
tion that their cities possess. The resul: 
is a bunch of statistics that simply 4 
not agree. Take New Orleans, for ex- 
ample: 


New Orleans population (Est. by U. § 

Census, 1943) 521,447. 

*Number white occupied homes. . 91,54 
Number negro occupied homes 41,29 


*Source 1945 Market Guide. 


**Native white literate families 67,329 
Literate negro families 23,36 
White foreign families. ... 7,43 


**Source, 1940 Census. 


While there have been a number of 
housing projects go up since 1940 
there can scarcely be a jump of 34,00 
homes in four years. The other guess 
would be that there are vast number: 
of illiterates in the city, who are not 
counted by the census, but who show up 
in the housing picture. 


The estimate of appliance men in the 
Crescent City is that New Orleans has 
as many negroes as whites, possibly 
more. The semi-tropic climate permits 
sketchy living, without benefit of elec- 
tric meter, lease or telephone. 


Wealthy City 


Regardless of any attempt to count 
noses, New Orleans is a wealthy cit) 
and can buy what it wants. The fact 
that 118,912 copies of the Sunday 
Times-Picayune-States were distrib- 
uted in February by carriers and deal- 
ers (excluding 31,204 street sales) at 
10¢ apiece gives a pretty fair idea 0 
the number of families that really 
draw water. 

After all, however, you can’t demon- 
strate a change in thinking by means 
of statistics. The men in the New 
Orleans know say that the city, like 
all the South, is going to go to town 
in acquiring appliances from now on 
in. The mammy and her colored 
helpers no longer affect sales—ané 
southern housewives are eager to get 
at these labor savers. 
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VISING 


DON’T fail to use all the eye-and-buy appeal in 
this brand-new, full-color G-E Lamp display. 


LAMPS 


G-E LAMPS 


DO read the simple, brief instructions. Follow the 
rules of good display when you feature G-E Lamps 
on the counter, in the window, or in a mass floor 
display. Then you're sure to score a hit with brand- 
conscious people who look for and insist on high- 
quality products like G-E Lamps. 


“My customers want the 
best. They never argue 
about famous national 
brands. That's why | sell 
G-E Lamps.” 
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DON’T overlook the perfect tie-in with G-E 


advertisements now appearing in leading magazines. 


01.03 


DO put this advertising to work building your turn- 
over. Clip this big full-page G-E Lamp advertisement 
from the May 21st Life and give it prominent display. 
It’s a sure way to remind customers about the high 
quality of national brands you sell . . . and bring cus- 


tomers back for more. " 
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@ Patented “Even-Heat’ coil insures over-all, all-at- 
Al once broiling. Quick, simple and convenient. 


(2) New, specially-designed all Aluminum Drip Rack. 
3) Well-tree Sizzle Platter, ideal for table service. 

@ Broils without smoke, muss or fussing over a hot stove. 
5) E-Z lock-device for removing coil unit for cleaning. 
@ Non-heat-conducting bakelite handle and legs. 


(7) Safety hinge permits easy removal of top—locks into 
position when top is raised for table service. 


; 8) Two-heat control for broiling to required taste. 


Yes, feature for feature, your customer is sold 
by the unparalleled value of the HOLLIWOOD... 
Merchandise the best buy in broilers for volume sales and 
unquestioned customer satisfaction. 


Cable Address: FINDICO 


See Big Home Freezer 


Sales in the South 


Third of Farm Families 
In One County Show 
Interest in Ownership 


ARM Agent V. R. Greene, of Rus- 

sell County, Alabama, shook his 
head in amazement. Officials of the 
Alabama Power Co. found it hard to 
believe. Miss Ruth Carson, county 
home demonstration agent, echoed the 
pleased surprise. 

For there were the figures—gathered 
from actual applications, letters of in- 
quiry and spoken intentions. 

More than one-third of Russell 
County’s farm families are planning to 
apply for the purchase of home freezing 
units this year. 


Inquiries From Rural Areas 


Now, Russell County isn’t very large 
as counties go. It nestles in mid-Ala- 
bama, bordering on the Georgia state 
line, and most of its trading is done in 
Columbus, Ga. But its 28,000 residents 
are up-to-the-minute in their likes and 
dislikes as well as their plans for better 
and more comfortable living. 

County Agent Greene avers he has 
been deluged with inquiries about home 
freezer units and most of these inquires 


have come in from the rural areas. 


Russell County has only one large 
municipality— Phoenix City, the county 
seat, with a population of approxi- 
mately 18,000. But the county is 
known for its cattle production, its 
fruit and vegetable growing and its 
poultry breeding. It is fixed ideally for 
the wide distribution and use of indi- 
vidual freezing units. 


Reasons for Interest 
Mr. Greene attributes the wholesale 


interest im home freezers to three 
other factors. First, both Mr. Greene 


“ON SECOND THOUGHT, PERHAPS IT MIGHT 
NOT BE A BAD IDEA TO PURCHASE ANOTHER 
LAMP OR TWO" 


MAY 


1, 1946—E 


Mrs. J. T. Mott takes part of a ham 
from her freezer unit in the kitchen of 
her home near Seale, Ala. She uses the 
unit for both temporary and long-term 
storage of meats. She is one of the 
many Russell County housewives who 
would like a unit large enough to store 
vegetables, fruits, game and fish. 


and Miss Carson have advocated their 
use to families all over the county ; sec- 
ond, the earning power of heads of 
these families increased considerably 
during the war years, bringing a sub- 
sequent desire for better facilities; and 
third, advertising has hit its mark 
throughout the area. 


A Typical Owner 


An interview with a typical rural 
housewife of the area reveals the type 
of excellent customer which appliance: 
dealers are finding in Russell County. 
Mrs. J. T. Mott, of Seale, has had a 
freezing unit for more than three years. 
She keeps it near the kitchen refriger- 
ator in her home. 

“But my freezer is too small for any- 
thing except meat,” Mrs. Mott declares. 
“When larger units are available, | 
would like to preserve some of the 
other farm products which my family 
produces. 

“I can store about one-half a beef 
in it and some of the larger cuts of 
meat. But it holds such a limited 
amount that there isn’t room for pou!- 
try, fish and game too.” 


8 Months Storage 


Mrs. Mott has stored meat in her 
freezer for as long as eight months 
with fine results, she says. 

Appliance dealers in East Alabama 
and West Georgia expect the enthusi 
asm for freezing units shown in Russel 
County to extend to neighboring coun 
ties in both states. 
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A brand new pattern for profits... 


You’ve seen polka dots. 


But you’ve never seen polka dots used like 
this. Millions of them — all captured for the 
first time on a bright red backdrop to do a 
selling job for you. 


Yes, when General Mills Home Appliances 
go to market, they’ll be dressed in this spar- 
kling feminine pattern. And so will all the 
sales tools that go with them—ads, displays, 
catalogs, folders, posters, instruction books. 


This one family design — distinctive, bril- 
liant, rememberable—means swift unmistak- 
able identification. 


Add to this the reputation of Betty Crocker 


—America’s best known, most helpful home 
service authority—and you’ve got a profit 
push behind General Mills Home Appliances 
no other line ever had before...a pattern for 
profits with powerful selling advantages. 


BETTY CROCKER IS A REGISTERED TRADE MARK OF GENERAL MILLS, INC. 


GENERAL MILLS, INC., 
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HOME APPLIANCE DEPARTMENT e¢ 


MINNEAPOLIS 13, MINNESOTA 
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ONLY the completely new 
Thor AUTOMAGIC WASHER has them all! 


WASHER OTHES WASHER 
AGITATOR WASHING AGITATED POWER 
ACTION RINSE 


... thorough, dependable, .. exclusive Thor rinsing methods 


perfected by Thor. Gets dirtiest ty that search out every trace the 
clothes clean— automagically. of dirt and soap.’ 


CHANGES FROM CLOTHES WASHER HWASHER 


DISHWASHER IN 1'2 DOES ALL THE 
DISHWASHING 


.. controlled water action is 
gentle with fragile china- 
firm with pots and pans. 


AUTOMAGIC 
DIAL CONTROL 


.. clothes washer or dish- 
washer operates at the flick 
of a dial. 
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\ 
¥ 
inner tubs that slip in or out ina 
jiffy. No part of the Thor that touches 
¥ 
- 


AUTOMAGIC 
SPIN-DRY 


... Spins clothes much much better 
than wringer dry. No broken 
buttons — easier on clothes. 


ods 


SHWASHER 


DISHWASHER 


TAKES SERVICE NO 


3 FOR SIX PRE-RINSING 
ion is ... does dishes, silverware and ... unique Thor washing action 
rina — glasses at one time. Generous eliminates necessity for pre- 


with room—stingy with water. scraping. No drain valves to clog. 


BOLTING 

owe 
noiseless, vibrationless. 
Easily installed in kitchen, | 


or utility room. 


HURLEY MACHINE DIVISION 
Electric Household Utilities Corporation 
Chicago 30, Hlinois 


Thor-Canedian Company, Ltd., Toronto, Canada 
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of Gontinuous Production 


Only Briggs & Stratton Assures This 
Long Air-Cooled Engine Experience 


There is no substitute for experience. 
Conclusive proof of this is the outstand- 
ing 26-year record for dependable per- 
formance set by Briggs & Stratton 4-cycle 
air-cooled engines. Only engines so 
sound in design —so ruggedly con- 
structed with watch-like precision could 
have merited the world-wide preference 
which Briggs & Stratton engines have 
earned. Whether you are a manufacturer, 
dealer, or a user, specify Briggs § Stratton 
engines and you are assured the 
“right” power for your equipment. 


BRIGGS & STRATTON CORPORATION 
Milwaukee 1, Wis., U.S. A. 
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“Cold alone is not enough to preserve 
food goodness", said Karen Fladoes. It's 
moisture must also be preserved.’ 


Food Preparation 
Is Round Table Topic 


Refrigerators, Ranges and 
Small Appliances Discussed 


OOD preparation, het and cold, 

through the use of ranges, re- 
irigerators, freezers, roasters, mixers, 
juicers, toasters and other table ap- 
pliances, was the subject of the fourth 
Electrical Women’s Round Table meet- 
ing held at the Herald Tribune Insti- 
tute, April 9th. Elizabeth Sweeney, 
equipment editor of Mc Call's Maga- 
sine, presided as chairman for this 
meeting—the fourth in a_ refresher 
course—entitled “Electricity and Food 
Preparation.” 

Verna L. Miller, director of home 
economics, Frigidaire Div., General 
Motors Corp., with the aid of a color 
film, told of the many advantages 
to be derived from the proper use 
of home freezers and described the 
three main types—chest, upright with 
side opening, and walk-in. 

“A freezer for farm use should be 
at least 25 cu. ft., capacity,” Miss 
Miller said, “11 to 15 cu. ft. being about 
right for suburban use, and from 4 to 
6 cu. ft. for urban users, A tempera- 
ture of zero degrees is essential for 
proper freezer storage,” she said 
further, “and because of this the con- 
struction of the box and the insulation 
contained in it is a highly scientific 
matter.” 


Refrigerators and Ranges 


“The domestic electric refrigerator 
today provides one of the most effec- 
tive means of health protection the 
homemaker has ever been able to 
obtain for her family,” Karen Fladoes, 
director Kelvinator Kitchen, Kelvina- 
tor Div., Nash-Kelvinator Corp., said, 
in discussing the major contributions 
of electric refrigeration. Economy 
and ‘convenience are other contribu- 
tions, according to Miss Fladoes. To 
back up her claims for economy she 
cited a study made by the National 
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The well cooker in an electric range lend, 
itself to many uses, according to My. 
gurette Reinhart. 


Elizabeth Sweeney, Mc Call's, chairme 
introduces Verna L. Miller. 


Conference on Marketing and Fa 
Credits which found that 20 percent 
the food bought by the average fam 
is wasted. This wastage is not : 
result of carelessness so much as fr 
the waste of small amounts of i 
overs, and the electric refrigerator % 
made it possible and_ practical 
preserve these small amounts of {0 
thereby reducing the normal 20 #4 
cent food wastage to not more t 
10 percent. Another 10 percent, 4 
pointed out, can be saved throw 
quantity purchasing and taking 
vantage of “weekend specials.” 
Miss Fladoes also outlined the p 
cipal parts of an electric refriger@ 
and the functions of each, and 
reviewed the physical laws goverl 
the refrigeration process. 
Margurette Reinhart, director 
versal Laboratory for Modern Liv! 
Landers, Frary & Clark, outlined 
advantages of electric cookery thro 
the use of the electric range and 
electric roaster. “Domestic «lec 
cookery is only about 35 years 0 
she said “and up to 1940 there 
less than 10 percent of the wired ho 
using electric ranges, which indicé 
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—_s EUREKA HOME CLEANING SYSTEM 


rector U Upright Cleaner Touk-Type Cleaner 
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The plugged nickel 
that turned into 


silver dollars 


For years vacuum cleaners meant little more 
than “demonstration only” to department 


stores. 


Today, with one bold merchandising stroke. 
Eureka has changed this entire picture for store 


appliance buyers and merchandise managers. 


For Eureka knows that department stores 
and top-notch appliance retailers are where America’s 


housewives want to buy their vacuum cleaners. 


So Eureka has revolutionized the traditional sales 
pattern for vacuum cleaners . . . boldly discarded the 
old-style, door-to-door selling . . . and created a big 
profit, big volume item for established retail outlets 


—Eureka’s Complete Home Cleaning System! 


Now, it’s vacuum cleaners in a dramatic, sparkling 
package . . . selling not just a cleaner, but a system 
for quicker, easier, pleasanter home-making. 

Now, it’s vacuum cleaners as a genuine major appli- 
ance... with the high unit sale and volume the 
phrase implies. 

Combine this with the larger sales potential for each 
dealer that only Eureka’s “Tailored Market 
Coverage Plan” gives... plus the great Eureka adver- 
tising program packed with traffie-building power . . . 

And you see why appliance men say “Eureka’s 


done it again.” 


Check the appliance men in famous name stores 
taking advantage of the profit-building field this new 
Eureka franchise has opened. Ask them what Eureka 


means to them. And they'll tell you. 


“Kureka’s taken the plugged nickel from vacuum 


cleaner selling . . . and turned it into silver dollars.” 


FUCREK A DIFEISTON 


Kureka Corporation. Detroit 2. Michigan 


‘ 
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“Precision Engineered from the Woman's Point of View 


WHOLESALERS 


Mary Riedel demonstrates, with the aid 
| of a “Short tester,” what happens wher 
a bobby pin falls across an element. 


| 
| a tremendous amount of developmey 


and educational work still to be done’ 
“Mixers, juicers and blenders” wer: 
discussed by Helen Eckhoff, technic, 
assistant of household — equipmen 
Mc Call’s Magazine. “These thre 
machines,” she said, “make food prep. 
aration easy by reducing fatigue i; 
preparation work, saving time ani 

| effort, and doing a much better jo 
than could be done by hand.” 


Pee teh 


Small Appliances 


Small appliances were the subjec 
of a talk by Mrs. Mary R. Rie 
director Public Information Center 
Proctor Electric Co., in which si 
outlined the convenience and t» 
saving to be derived from such a 
pliances as toasters, biscuit bake: 
electric double boilers, bottle sterilize: 
and bottle warmers, table _ broil 
buffet servers, casseroles,  chafi 


“Packaged” in sound- 
proof housings ready for 
installation. 24", 30", 
36", 42", 48” sizes. 


Direct driven in 16", 18", 
20” and 24". Belt driven 
in 24", 30", 36", 42” and f dishes, coffee makers, egg cooker 
48" sizes. 4 waffle irons, sandwich toasters, 
plates and the many other above- 
table appliances that take the drudge: 


4 
id out of meal preparation. She urged 
for educating the homemaker 
ic 


use of plastic-coated covers 

keep these appliances clean and ft 

being widely advertised in 1946 from foreign objects such as hairpi 

bottle caps and the like, which mig 

ALL THESE SELLING FEATURES short an appliance, and backed up tx 

argument by demonstrating how 
simple bobby pin which has 

2 Certified Wind Tunnel Capacities. across the element can ruin a toast 


ORDER Wholesalers and dealers are capitalizing 
on the big advertising campaign that’s 
helping them sell FAN-PAC. However, 

NOW the supply is limited. Thus, it will pay you 
to place your order now. Write us imme- 

diately for the name of your FAN-PAC distributor. Also, as 


material shortages will continue, if is not too soon to place 
orders for your 1947 requirements. 


1 Non-Overloading Power Characteristic, 


3 Square Panel Mounted for Easy In» 
stallation. 


4 Scientifically Correct Air Inlet. 
5 Cushioned Motor Mountings. Quiet. 
6 Enclosed Motors of Recognized Make. 


7 Nationally Advertised. Dealer Sales 
Helps. 


8 Sold Through Regular Trade Channels, 


FAN-PAC ... A DeBothezat Product . . . For more than 20 years. 
DeBothezat Fans have been widely used throughout industry. The 
scientific knowledge gained in their exacting applications is di- 
rectly reflected in the design, construction and efficiency of the 
new “FAN-PAC” Attic and Panel Fans. 


PACKAGED VENTILATION 
= | DeBothezat Fans Division, 
American Machine and Metals, Inc. 
East Moline, Illinois 


District Sales and Engineering Offices in Principal Cities 


Helen Eckhoff tells how mixers, blende 
and juicers can cut down fatigue " 
preparing meals. 
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@ Full page advertisements in leading national 
magazines. . . like the one shown below. . . will sell 


radios for Arvin dealers in months ahead as fast as we 


can deliver them—and we’re doing our level best! 
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Smart, Trim and Dainty — this tiniest of 
the new Arvins 15 typical of many de 
Riel pendable radio values tor which Arvin 
has long been knows 
hich So Small and Compoct— it but little 
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ARVIN is the nome on mony fine products of NODLITT-SPARKS INDUS! y Tubs + from 
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at the Frigidaire Key Sales Personnel school was 
systematic, serious. Every hour of every day, and some evenings, were 


Registration Day . . . 


scheduled. Here, identification, text books and other information are 


given to Messrs. Blailock and Kinard of Fr. Worth. 


res 
Students Go On “Cook's” Tour . . . and are put through a course of learning 
on Frigidaire products from the woman's viewpoint. Miss Verna Miller, 
Director, Frigidaire Home Economics Department, and her staff assist in 
the development of product improvements by everyday use. 


Frigidaire Quality of Construction . .. is graphically and etfectively demonstrated to all students at the 
school by C. S. Trigg, Mgr., Appliance Product Promotion. The proving is done in full view of 
students on the stage, and demonstrates by rigid and unique tests that Frigidaire products are built 
to dependably meet all usage conditions; even those that are far in excess of what would normally 


be met even under the hardest kind of treatment. 
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QUALITY 
AND 
DEPENDABILITY 


cove FESulting from More than 
Q quarter Century of buldieg 
fine Products for homes stores 
and industry 


Elisworth Gilbert, Sales Promotion Mer., . . . receives congratulations for his entire staff from P. M. Bratten, 
General Sales Manager, at the close of the first school, for producing and directing the course of study 
which requires nearly two weeks, many evenings included, 


Learning First Hand ... how the Frigidaire Electric 
Range is built, was part of the job of P. L. Preston . 
W.H. Waade .. .T. H. Dempsey. . . and C. O. Nesslert, 
as they helped insulate an oven liner. 


Actually Cooking A Meal . . . on a Frigidaire Electric Range is a part of the 
new schooling idea. ‘Learning by doing’ makes Frigidaire District Key 
Sales Personnel completely familiar with the various convenience features 
of the Frigidaire Electric Range and other products and with the way it 
will actually operate in the home of the user. 
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Frigidaire’s new schooling idea strengthens 


partnership of Dealer... District... Factory 


Bratten, 
of study 


The Frigidaire “Selling Station” . . 
Frigidaire, is explained and its merits outlined by Insco Williams, Ass’t. Adv. 
Mgr. Another feature in Frigidaire’s over-all plan to meet today’s new and 
different selling problems. 


. a new dealer selling help produced by 


Electric 
ton... 
_ Nessler, 


Actual Production Operations . . 
new school. All students see and have explained, the construction 
of Frigidaire products; later taking tests on their knowledge of 
Frigidaire’s construction features. 


. are part of the curriculum of the 


rt of che 
rict Key 
features 
> way it 
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The “Happy Faculty”... . 


A new program of schooling, greater 
in detail and wider in scope than ever 
before in Frigidaire’s history, was re- 
cently begun at the Frigidaire factory. 

This new and totally different train- 
ing program recognizes the changes 
of the last four years . . . the many 
variations of old problems which will 
soon prevail in the’ retail appliance 
business; and is planned to reach all 
District personnel, including dealers 
and salesmen. 


The program calls for a continuing 
series of schools at the factory. All 
District Representatives and other 
executives of Districts and Factory, 
foreign and domestic, are enrolled. 
Many have already completed the re- 
quired two weeks of intensive training. 


By complete analysis and discussion 
of each individual Dealer problem, the 


District Representative receives up- 
to-the-minute information on dozens 
of subjects, such as: “Hiring, Train- 
ing, and Compensating Salesmen,”’ 
“What To Look For When Signing A 
Lease,’” ‘Making Money In The Re- 
placement Business,’’ etc., etc. Thus, 
he gains the knowledge necessary to 
help the Dealer with his many prob- 
lems . . . the kind of knowledge that 
will broaden and tighten the feeling of 
partnership that has always existed 
among the Frigidaire Dealer, District, 
and Factory. 


Here, then, is another clear-cut 
example of Frigidaire’s Leadership. 
Another proof of Frigidaire’s aware- 
ness of the needs of its Dealers. An- 
other reason why Frigidaire Dealers 
know they can Depend on 
Frigidaire To Do Things . . . Right! 


of Frigidaire’s new schooling program lines up for the applause of the student 
body at the close of the first school in Dayton. ‘After hours’’ tutoring was encouraged by the faculty, and 
many of the students took advantage of the opportunity to learn all that they could from the experts who 
conceived, planned, produced, and conducted the course of study. 


Youre twice as sure with two great names 
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take sides fuel-ish 


© ao - An Independent Starts a Chain 
ot oF BETTER! 
aan? ane eh CONTINUED FROM PAGE 41 


iestions? Take the order! 


THIS WAY, FOLKS 


| GOL 


a Only Estate Heatrola dealers can sell the range with the 
Bar-B-Kewer.* It's the stand-out feature of Estate Heatrola Gas Ranges 
and Estate Heatrola Electric Ranges. Millions of women are reading about 
if im consistent, big-space advertising in leading magazines. It's putting 
Estate Heatrola dealers ‘way out in front 
*Reg. U. S. Patent Office 
— 
4 
4 


you keep out of fuel-ish arguments. For here 
is the one line of cooking and heating appliances 
o for all fuels —all sold under one famous trade name. 


oil 
yer 
r} 


Why try to decide who's 
right so long as you write up the 


sale? With the Estate Heatrola line, 


RANGES & HEATERS 


Ranges for City Gas, LP-Gas, Electricity © Heaters for Coal, Wood, Oil 


THE ESTATE STOVE COMPANY, Hamilton, Ohio © House founded in 


1842 


Service, currently handled through the Ardmore store, is being transferred to 
new large central headquarters where William Miller, above right, will set up 


complete shop with departments for the various appliances. 
before appliances roll in volume, according to the Good House management. 


brief statements covering service 
policy and sales promotion intentions. 
In the following, however, we're on a 
personal interview basis with execu- 
tives of the firm. 

What's the sales department set-up? The 
remuneration for employees? 

Newkirk answers: 

“Our stores’ manager, Berger, sets 
up outlets as we open them. Each has 
a store manager, employed on a salary 
basis with an over-ride. The assistant 
store manager, as well as the one or 
two floor salesmen in each outlet, are 
employed on a_ straight commission 
basis, drawing against their commis- 
sions. For all sales personnel there 
incentive bonus 

the present 
have definite commitments, to 
come with us when we're ready, from 
12 salesmen well 
schooled and have had lengthy appli- 
ance sales experience. As they come 
into the organization, they will go 
through our own training program as 
well as the special training classes 
made available by our manufacturers. 

“When this present tight merchan- 
dise situation eases, we will employ a 
kitchen specialist and a home laundry 
specialist. We also want a high-type 
man, thoroughly grounded in refriger- 
ation, who can be trained quickly in 
air conditioning fundamentals so that 
he soon could qualify as a specialist in 
both fields. 

“Johnson, our merchandise counsel, 
has male intensive studies of decen- 
tralized merchandising, public wants 
and trends. He knows the buying 
habits of the people in our marketing 
areas and will confirm these next 
points: these families have dealt in 
these shopping centers for many years. 
Some sélling methods practiced daily 
in the heart of the city would be 
strongly resented here. We require a 
different type of salesman than that 
generally found in the city. Fortu- 


is on arrangement. 


Besides sales force, we 


now 
been 


who have 


This will be done 


nately, in a suburban area it is far 
sasier than in the city to find such men 
and employ them on mutually satisfac 
tory terms. They far prefer working it 
this pleasant atmosphere, often near 
their own homes. 

“Don’t gather the impression that 
aggressive selling is out of place in 
our stores. Far from it. We're pro- 
motion-minded—all for aggressive sell 
ing, in the true sense of the words— 
and all against high pressure and 
sharpshooting practices. A sales pro 
motion manager will be brought int 
our organization before manufac- 
turers’ appliance stocks pile up ver) 
high.” 


What about duplication of lines? Are 
some products displayed in one outlet, other 
products in another outlet? 


“A breakdown of the major appli- 
ances shows we have about three lines 
in each product. We feel this is th 
correct number. These outlets ar 
display rooms—not warehouses. A; 
far as possible, every product fran 
chised will be displayed in every store 
barring the one line franchised for 
our Ardmore store alone. By holding 
to three n:ajor appliances, each manu 
facturer will receive worthwhil 
volume—the representation he expects 
in each of these areas. 

“Radio is another story. We have 
to contend with eye appeal, brand 
loyalty, price appeal, special items in 
different lines which are particularly 
hot sellers, and so forth. If limite 
to three radio franchises, our radi 
department could not realize its fair 
share of the market potential. 

“Display inventory per store is 
expected to run from $15,000 to $17. 
000.” 


Will you have an outside crew? 


“Certainly, as soon as merchandise !s 
sufficiently abundant. The outside 
force will be clearly separate from the 

(Continued on page 76) 
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on overnight wall room for this 

that Fold-Awey Iron. Weighs but Ibs. A.C.—D.C. 
lace tien. Smertly styled in chrome plate. Comfort- grip 
hardwood handle, finished in cream enamel, folds 
vords— 
re and 
les pre 
rht int 
anufac- 
Ip very 
s? Are 
let, other 

TRAVEL-WISE WOMEN of every age will find a spot in their 

; = hearts as well as their luggage for the SAMSON Fold-Away 
- ie ve Travel Iron. It’s the ready answer for those hurry-up 
ets ar pressing jobs so vital to the immaculate appearance of 
var ” moderns on the move. Vacationists, students away-at-school, 
: re and small apartment dwellers will welcome it, too. And what 
sed for a gift it makes for weddings, anniversaries, graduations, 

holding birthdays, Christmas, Easter, or Mother’s Day! PLENTY OF 
‘nahi The Foid-Away Travel Iron is another in an expanding “BOX APPEAL’ TOO! 
expects line of SAMSON electrical appliances that combine quality Like other SAMSON appliances, the 
“re and distinction at popular prices. Other items include Safety- Fold-Away Travel Iron is smartly 
TILT Automatic Irons, Safe-T Circuit Heating Pads, Tempo-Flex and to 
tems is Table Ranges, and the original, patented Safe-flex Rubber 
ee Bladed Fans for home, office and automobile. _— 

imiute 
ir radi¢ 

its fair 
tore 
to $17,- 

“outside SAMSON UNITED CORPORATION, ROCHESTER 10, N. 
rom the a Samson United of Canada, Limited, Toronto 
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WINS 


THE APPLIANCE INDUSTRY'S 
MOST COVETED. AWARD 


_ LEWIS & CONGER 
AWARD = 
PRESENTED TO 
TRILMONT 
PRODUCTS COMPANY 
Judges: Julien Elfenbein, Editor of House Furnishing FOR HAVING PRODUCED 
Review; Eloise Davison, Director N. Y. Herald-Tribune 
Institute: Ned Dearborn, President National Safety IN THE YEAR 1945 
Council: Katharine Fisher, Director Good Housekeeping THE MOST 
Insitinte, and Richardson Wright, Editor House and Garden OUTSTANDING APPLIANCE 
PROMOTING 
GREATER SAFETY 
IN THE HOME 
= three thousand manufacturers were in- 
vited to participate in this Lewis & Conger 
Annual Safety Award. The judges were nation- 
. ally-known experts in their fields, and after 
thoroughly judging all the entries, TRILMONT, 
The Safety Electric Heater, won top honors! 
4 
. If you want to learn why Trilmont’s scientifi- 


| cally engineered design, efficiency and beauty 
have put it way out front in safety and sales be 
sure to visit BOOTH 487 at the Atlantic City 
Housewares Show. May 12th through May 17th. 


‘ TRILMONT PRODUCTS COMPANY 
24th & WALNUT STS + PHILADELPHIA 3, PA. 


PAGE 76 


General view, looking across floor, of the Ardmore outlet, first in chain to open. 
Island-type fixtures for small appliances down center of floor will supplant present 
Salesman William Drake, above, formerly was with 


temporary arrangement. 


Philadelphia Electric Co. 


inside force, with an equitable ar- 
rangement covering those prospects 
of outside salesmen who close their 
sales in the stores. Each outside crew 
will be in charge of an outside super 
visor concentrating on a single prod- 
uct. Our main problem is to find an 
outside promotional manager who can 
produce peak results.” 


What's the score on service and repairs? 


“We consider service a sales asset 


| and a centralized service department 


a source of profit. Service temporarily 


| is being handled out of our Ardmore 


store until a complete shop, with de- 
partments tor the various appliances, 
can be set up at central headquarters. 
In charge is William Miller, an appli- 
ance and radio manager for 
15 years before going into the Navy's 
radar division during the war. 

“Our policy is to render service 
satisfaction on our franchised brands, 


service 


| regardless of where the product was 


purchased. All service and repair- 
are to funnel through the central shop 
except for such jobs as are handled 
by the radio trouble shooter employed 
at each outlet. He is charged witb 
keeping all demonstration sets in tip- 
top shape, prompt installation in homes 
of larger sets selected at the store ot 


| sold in the home by an outside sales 


man, answering rush service calls, and 
giving satisfaction on guaranteed 


service. Television, especially, re- 


| quires such a man in each store. 


“By concentrating all general serv- 
ice under one roof we effect a number 
of savings. We need one set of special 
test and service equipment, along 
with master tools, for each department 
in this one complete shop rather than 
six such sets. Miller can keep the 
entire operation under fingertip con- 
trol at all times. With the service 
flow from six stores channeled to 
them, shop mechanics can work along 
at a steady pace, whereas in an indi- 
vidual outlet a serviceman often is 


over-rushed one day and xt. 


MAY 1, 


An Independent Starts a Chain 
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The same applies to truck drive 
Centralized service eliminates 4 
necessity of robbing stores of valua} 
sales space. Our parts inventory 
considerably reduced.” 

Any other advantages in this gene 
centralization? 


“The usual advantages common to 
large chain also apply here, such a 
improved controls; reduced overhea 
major appliances for consumer del; 
ery all come from the same focal poi 
major appliances stocked at a cent! 
point eliminate the necessity of st 
personnel wasting valuable time | 
crating them for deliveries; no ne 
to sell floor samples and upset ¢ 
plays; a free basement in each out 
which can be used for other purpos 
and no elevator installation 
at each outlet. 

“In normal times a chain can sh 
for those bonus discounts because 
can order in carload lots. Wher 
distributor wants to move a prod 
fast, we're the people to see.” 


wort 


How about the comptroller's chief duti 


“Harlow Vrooman is very impor 
to our set-up, having charge of inv 
tory control, financial and account! 
control, and time payment plan ope 
tions. Today, fortunately, he finds 
far easier, and financially better 
us, to handle consumer paper thro 
local banks rather than set up a¢ 
lection department of our own.” 


The Good House !6-page brochure 
printed on heavy stock paper the size 4 
business letterhead. Freely splashed ¥ 
color and contrasting type, it is no fi 
pamphlet. Why was it undertaken? 
was it received? 


“We wanted to acquaint manui 
turers and distributors with our pld 
They have been hounded by all 4 
sundry, so we told our story hoping 
receive more consideration than } 
arfther appliance store. We let th 
know there is a live-wire organizat 

(Continued on page 77) 
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‘Emerson 
Indispensable 


— 


Style, Tone, 


Performance, Value 


4 


Model 503—AC-DC com- 
pact. Handsome wood cabinet 
with overall grille. Enclosed 
super-loop. $32 


Model 505—AC-DC three- 
way Portable, 3 times the 
power of pre-war radio... 
(Less batteries). 


geeeee 
seeeee 
Model 506 — Phonoradio with 


automatic record changer. Plastic 
tuning panel against rare woods. 
A marvel of tone and performance. 


Model 520- AC-DC com- 
pact. Modern plastic cabinet. 
Enclosed super-loop. Visio 
dial. 


Prices OPA Approved 


Model 509 — AC-DC com- 
pact. Walnut patterned plas- 
tic cabinet. Enclosed super- 


loop. $20 


ND!IS! 


BY THE SPECIALISTS In 


On every count—Style, Tone, Performance, Value—they’ re 
BETTER. At every step, from blue-print to ultimate per- ALLOTMENTS—commands the respect of all distribu- 
formance, QUALITY is the CHARACTER our engi- tors and dealers alike. We are keeping faith with the 
neers have built into every part of every new 1946 model. trade. 

With TREBLED manufacturing capacity—with 
production increasing as rapidly as materials be- 
come available—Emerson is geared for all industry 
opportunities. 


Emerson’s merchandise allocation policy—-EQUALIZED 


Emerson's promotion is in all ways CONSTRUC- 
TIVE—keeping the public informed today, build- 
ing an ever larger and stronger background for 
tomorrow’s selling. 


The Emerson Radio Franchise 
is Your No.1 Asset 


Ask Emerson Radio Distributor 
for Complete Details 


EMERSON RADIO AND PHONOGRAPH CORPORATION, NEW YORK 11, N.Y. 
World’s Largest Maker of Small Radio 


Television 


e 
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.. rib-ticklers 
some 


I. influence that sends them to the sales counter. 


Capper’s Farmer’s influence on 1,275,000 dominant 


This Home Appliances Dealer Mid-American farm families springs from its ful- 


knows the customer value of 
Capper’s Farmer readers 


fillment of their basic needs . . . specific, farm-tested 
information — practical suggestions — profitable ad- 


George Fry of Plattsburg, Clinton County, vice. It’s an influence that shapes their daily buying 


Missouri, is a home appliance dealer who also habits — gives impact to advertisements — gets sales 
does a thriving business in farm implements. a 
What he says about Capper’s Farmer readers is ; 
typical of all the alert home appliance dealers No wonder the dealers whose sales items are ad- 
who in a recent survey inspected the Capper’s vertised in Capper’s Farmer find business so good. 


Farmer subscription lists of their areas. Here’s 
what he said 


“The farm folk, whose names appear on 
the Capper’s Farmer subscription list for 
this region, rate high as farmers and cus- 


tomers. We know ... we trade with them! 


The Farm Magazine That Dominant Farm Families Heed 
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in the field, convincing them thy 
although this is a new company, the ff 
management is sales-minded and en- 
joys a selid background in the appli. 
ance business. We proved we are 
interested solely in appliances—y 
non-allied lines considered; that wi 
do not propose to work from a coupk 
of models and a catalog because th 
size of each of our outlets is adequate 
to display and merchandise their prod 
ucts. 

“We believe outlets must be this siz. 
in order to display today’s large appli. 
ances such as home freezers, proj: 
tion television, packaged kitchens an} 
laundries, and air conditioning, as wel 
as the usual ranges and refrigerators 
We wanted them to know we are ready 
with the outlets they need. 

“As for response, letters poured i: 
from all of them. Many voiced t 
idea that they now clearly saw th 
true picture of our operation that 
previous!y had relayed to the: 
bally. The following is typical: 
realize now that Good House Stores js 
going places. We would like to 
considered a partner in your expan- 
sion.” The original idea of such a 
brochure was suggested by Bond 
Perry, a local advertising agent wi 
specializes in appliance promotional 
work. ‘Together, we completed thd 
job.” 


How about those future sales promotions 
you mentioned? 

“No details on that count now 
We're keeping mum, not tipping 
hand. -But you can feel assured the; 
will be a: unique as our booklet and 
pull as heavy a response. Take our 
word for it.” 

Temporary headquarters for the 
firm: 5325 Germantown Avenue, 
Philadelphia, Pa. 


In selecting store locations, as in this 
Ardmore outlet, due consideration wes 
given the convenience of parking facil'- 
ties. A driveway alongside building 
leads to 6,000 square feet of parking 
space adjoining rear entrance of store 
which is in high-traffic area, 
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unt now TODAY'S BUYING SPREE WON'T LAST FOREVER Others are available now, more to come. 
oe “ts - + + BETTER START BUILDING ON A GOOD, Nationally advertised, popular-priced, to assure 
ani you of a continued generous profit margin now and 
Take our : 

- When today’s buying levels out, you'll want to later. Better see your distributor or wholesaler 

for the end up with two things. Money in the bank... today! 

Avenue, — 


and a business that can buck real competition. 
HERE TODAY! 


The one sure way we know of to accomplish WALL CLOCK 386W. Plastic case, 


both, is to start building on a name like Sessions white, 7” x 7/2". Dependable, quiet, 
Sub-Synchronous Motor. Conven- 
now! You'll find the line of Sessions Self-Starting ient bottom set. 
Electric Clocks a line you can bank on in the long ALARM CLOCK 454A. Rich ma- 
i hogany color wood, 4/2” x 4%” x 
pull —a bulwark against whatever comes. Spot- 2%”, Silent, Sub-Synchronous 
Motor, low speed drive. High visi- 
lighted right now is the famous post-war Sessions bility dial. Handy adjustment of 


alarm volume. 


Alarm Clock with an adjustable separate alarm 
OTHER MODELS TO COME! 


mechanism. A beauty of a starter for your line. 


essions (locks 


The House of Westminster Chimes” 


FORESTVILLE, CONNECTICUT + MART, CH/CAGO 


as in this 
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Even more of these long-last- 
ing qualities are built right 
into the New Automatic 
DUO-DISC Washers, giving 
your customers years of de- 
pendable, satisfactory serv- 
ice. The ‘‘Stokes’’ Patented 
Ball-Bearing Transmission, 
backed by our broad guaran- 
tee, means a minimum of 
service calls for youand ‘‘more 
profit that you can keep.” 
Remember, too, only Auto- 


DUO-DISC feature! 


“DUO-TELL” 


THIS ONE FROM A 


Netraska 


STATE OFFICIAL 


ai 


Washers have the 


COMPANY 


Salesmen Learn Repairs . . . 


And Servicemen Sell 


interested in kitchen improvement. 
Talk modern kitchen conveniences— 
new types of appliances. Talk ar- 
rangement to her. Stress such strategic 
‘musts’ as placing the refrigerator near 
the door, handy for receiving meats, 
milk, leafy vegetables, and other per 
ishable goods.” 


Weekly Service Schools 


Store managers in the Mullin chain 
are asked to hold weekly service 
schools which feature chalk-talks that 
drive home the everlasting importance 
of putting into practice Free Service 
directions. “Broadcast the grand facil 
ities of our service department, coming 
appliance attractions, compliment the 
woman warmly on her home, her chil- 


| dren, be prepared to evaluate trade- 
” 


ins. 

Trade-in divisions, incidentally, 
function splendidly in the Mullin set-up 
as student service-training and experi- 
ment stations. Moreover, bargain 
shoppers are attracted to the Used 
\ppliance Departments. 

Get-together sessions for the staff 
constitute a major factor in maintain- 
ing the erthusiasm and interest of the 
employees. The employees compare 
notes and exchange ideas. At a sales 
meeting held strictly tor service tech- 
nicians, Maurice Mullin said: 

“Many people are apprehensive of 


| | salesmen—are afraid they have ‘tricks 


up their sleeves’, fear their magic 
touch with words. You non-salespeople 
are considered more sincere, frank, and 
truthful. Take advantage of the belief, 
whether it is true or not.” 

A plan recently introduced in a 
limited fashion by the company has 
chalked up benefits that augur well for 
futuristic dividends that will accrue 


CONTINUED FROM PAGE 43 


when appliances are plentiful. Qp 
the first and fifteenth of the month, 
the sales ranking sheet of each indj. 
vidual, department, and store is tallied 
To date, this procedure has been cop. 
fined to the parts department and the 
various furniture sales rooms, but when 
appliances are shipped in quantity, the 
report will be broken down into all lines 
ot appliances. Competition among the 
sales staff in the restricted application 
of this plan, and between each of the 


Mullin stores has put a zing into sales. 
manship 


Auto Industry Record 


The war service record of the auto 
industry is cited by J. D. Mullin, com. 
pany president. The auto agencies 
offering dependable and _ efficiency. 
geared service and parts departments 
not only stuck it out, but attained solid 
profits. Many shoppers for new cars 
will be swayed in their choices, not by 
the beauty or motor durability, but by 
whether or not the dealer has a well- 
run service shop. A similar situation 
exists in the home appliance field. 

Service shops in the Mullin chain 
are models of efficiency. With modern 
and approved testing and_ servicing 
equipment, company officials para- 
phrase the old merchandising axiom 
that “an inferior article well serviced 
is preferable to a superior item poorly 
serviced,” to read: “We feature 
superior articles superiorty serviced.” 

A twenty-year old firm, the Mullin 
Furniture & Appliance Company was 
launched with one carload of furniture. 
Four retail branches are located in 
Kansas, one recently introduced in La- 
mar, Colorado. Both wholesale and 


retail headquarters are maintained in 
Dodge City. 


“HEY, GET OFF US, YUH BIG CLUCK — AINT YUH EVER HEARD OF ELECTRIC INCUBATORS?” 


MAY |, 
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THESE SPECIAL-FUNCTION LAMPS 
WILL KEEP YOU ON THE BRIGHT SIDE of the LEDGER’ 


NATIONALLY ADVERTISED NON-COMPETITIVE ITEMS! ~ ) 
Want something everybody hasn't _units for counters, newspaper mats, promo. WATCH FOR 
got? Territories are open for distributors _—tional folders for every item — With that § ADS IN THESE — 
__ of these lines of profit-proved lamps. ... _—ikind of support you can sell dozens more § MULTI-MILLION 
POWER-PACKED MERCHANDISING AIDS of these unique products in your store. The CIRCULATION 


make smart selling easy all down the line. 50-50 ad cooperation is the best test _ — MAGAZINES | 


You get colorful, sturdy, displays, dispenser all; use it strongly! 
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ing Consumers to “Buy green for ; 
to sell with full 


Here's a summer wonder to 
keep bulb sales out of the dol- 
drums. This light most bugs don't 


sizes in Verd-A-Ray regu- _ ety like makes summer evenings de- 
40 watt Flame Shape Fe lightful. Get your profits while 
"oa a it's hot—with Bug Banisher. Retails 


at 25¢ 60 watts, 35¢ for 100 watt. 


ADVERTISING COOPERATION UNLIMITED! 
5 a We want local advertising for all these products. We'll pay half the cost of every ad—no matter how 


big or how many—you run using our mat or copy when contracts are placed at local advertising rates. 


TM 


WE RD-A «R AY Corporation Y Corp. | 


VERD-A-! } TOLEDO 5, { PEMETRAY Corp. 
PASTEL GREEN HIOUSEHOLD BULBS. * INSECT REPELLENT BULBS INFRA-RED HEAT LAMPE 


Gdadda: Verd-A-Ray Electric Products Lid., 360 Des Recollets, Montreal, Quebec. - - - Export: F. Marti and Co., Inc., 90 Wall Street, New York 
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VERDA-RAY | 
hundreds of ways to use infra-red 
radiation. No special fixtures are 
needed — Penetray fits 
sockets. Convenient touse. Pac 
af 2 f 
4 
$3: q 
TORS?" 


VENTILATING FANS 


ettte 
’ 


SPECIAL DEAL LIQUIDATES COST OF DISPLAY 


It sells in your window . . . sells on your floor! Use it as a single panel, 
double panel, or triple panel background display, or as a triangular 
island display. It gives you a complete ventilating department in less 
than four square feet. Sturdily constructed, colorfully finished in green, 
gray, and white, it is a durable, modern, attractive demonstrating unit 
you will be proud to feature. Best of all, you can own it on a spe- 
cial new sel/f-liquidating deal including a selected stock of fast-selling 
ILG Fans. Send coupon, or phone our nearby Branch Office (consult 


classified directory) for details. 


VITALIZED 
VENTILATION 


AND AIR CONDITIONING 


- 


a PASTE ON PENNY POSTCARD AND MAIL TODA 
ILG ELECTRIC VENTILATING CO., CHICAGO 41, ILL. 

2874 No. Crawford Ave., Offices in 40 Principal Cities 

() Send portfolio with details of introductory deal. 


Pree Photographic 


portfolio Firm Nome........+«+. pe 
showing uses of display individual... Fille. 
in store, complete with 
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Germicidal units are mounted above the picture molding, about seven feet from the 
floor—above eye level. These average four to a classroom. The air circulates through 
these units and is sterilized as it passes close to the lamps. 


Germicidal Lamps 
For Use in Schools 


Pioneer Experiments Undertaken 
By Burlingame, Cal., Board of Education 


N order to provide data from experi- 
which will convince school 
that the health protection 
offered by germicidal lamps is of value 
In lessening the incidence of colds and 
other contagious diseases in schools, 


ence 
boards 


it is necessary to have someone pioneer 
The board of educa 
tion at Burlingame, California, decided 
to make the test. The results obtained 
will supplement the information already 
available from records kept by three 
schools in Pennsylvania which indi- 
cate that the use of such lamps was 
helpful in maintaining attendance 
through the hazards of a local meas'tes 
epidemic. 

The school selected tor the experi 
ment was the Coolidge elementary at 


the experiment. 


surlingame. Oppenheim, lamp 
specialist for the General Electric Sup- 
ply Corp. at San Francisco, designed 
the installation, and Karl Mausser of 
the Mausser Electric Company at Bur- 


The hospital room has its own unit. Here 
children are sent if they feel ill or need 
first aid treatment. 


MAY |, 


lingame installed the lamps. 
Complete Set-up 


Che school has an enrollment of 164 
consisting of six primary grades and 
kindergarten. The installatio: 
heen designed as a complete coverag: 
with equipment in each classroom, in 
the hospital room, the library and the 
school office. A total of 35 Rad-i-air 
30-watt units has been installed on the 
basis of one for each 150 sq. it 
floor space. This results in an average 
of four units to each classroom. It is 
estimated that the effect of the radia- 
tion upon the air passing through eac 
unit is the equivalent in sterilizing 
effect to changing the air from 150 t 
200 times per hour. Accurate records 
ot attendance are to be kept which 
will be compared with those of other 
protected schools in the same area and 
with the records for past years of the 
same school. The results of this study 
should soon be available. 


Blind Woman 
Operates Bendix 


N unusual market was tapped by 
A\ Rondon’s store when its Alex 
Hogwor yal sold to an Inglew 0d, 
Calif., blind woman a Bendix automat! 
machine for her home. 

The sale didn’t stop with the instal! 
tion. 

Mrs. Maebelle Barney, blind »:net 
birth, not only learned to operate ‘he 


machine in one easy lesson but became 


so enthusiastic that she took the Ben- 

dix Home Specialist’s course from the 

Leo J. Meyberg Co., Los Angele: 
(Continued on page 90) 
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THERE is A MODERN CORY COFFEE BREWER FOR ANY REQUIREMENT | 


» 


See the gleaming, heat- 
resistant glass! Can be 


used on any type kitchen 
range too! 
Ah! The Cory glass filter 
rod... It filters coffee d : 
the only through coffee. No 


hrough hard-to-clean cloth, paper, 
or metal filter parts. 


Everyone goes for this 
hinged decanter cover and 
the easy-to-grip handle! 
And we all like the wide 
mouth decanter —it 
cleans so easily! 


It's hand-decorated for 
Then there's this accurate 
; plastic coffee measuring 
cup. It ends guesswork! 
= And only Cory gives us 
and ‘the % protect the upper bowl. 
Rad-i-air | 
on the 
It 
1 average 
m. It is 
ugh eac And the Cory electric stove 
terilizing has 2 heats—one for brew- 
m 150t ing—one to keep coffee at 
e records serving temperature. 
pt which 
of other 
area and 
rs of the Everyone's talking about Cory ...The Cory story is 
studs | told to millions through full-color ads in the SATUR- 
DAY EVENING POST ... LADIES’ HOME Month service and Cory radio spot ge ener 
JOURNAL... BETTER HOMES & GARDENS now available to you. Get them... Use them—now! 
MeCALL’S and AMERICAN WEEKLY. 
Tie in with this Cory national advertising by 
dix | ; making profitable use of the timely Cory Mat-of-the- 
“the only C-Class Coffee 
‘ ; SELLING THE CORY IS SELLING THE BEST 
Pigg wae CORY GLASS COFFEE BREWER COMPANY 
221 North La Salle Street, Chicago 1, Illinois 
TE Sales and Display Offices: New Yorx, Los ANGELES, TORONTO 
e install 


ind 


erate the 
ut became 
the Ben- 
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ngele- vow 
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own 


of the women shoppers 
0 at the Price Electric Co. 
read the JOURNAL. . 


x 


i Whether your town is large or small, most off 
your good customers read Ladies’ Home Journal. 
Surveys among 42,575 women shoppers show tha 


ALL OVER AMERICA 


customers come in when the Journal comes ou! 
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| ALBANY, N. Y. 
3 Population 130,600 
of the women shoppers af 
ELGIN, ILL. 


Population 38,333 


of the women shoppers at the 
7 5 0 Frank E. Nohi Electric Shop 


read the JOURNAL. 


Here we report the results of just 3 of the 420 Journal 
surveys in all kinds of retail stores. Complete de- 
tails available upon request—Ladies’ Home Journal, 
Independence Square, Philadelphia 5, Pa. 


LADIES WOME 
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Blind Woman 
Operates Bendix 


CONTINUED FROM PAGE 66 


Sound waves from the interior of her 


Bendix automatic Home Laundry tell 
f this sightless woman, Mrs. Maebelle 
f Barney, Inglewood, Calif., when she has 
| 


HK added enough soap. She learned in a 


single lesson how to operate the washer, 
Mrs. Erie Chandler (left), a Bendix Home 


Service Specialist trained by the Leo J. 
H E A T | N G = ; 4 Meyberg Co., Los Angeles distributor, 


was her teacher. 


she could demonstrate to other sightless 
women. 

Sharpened senses enabled the blind 
customer to learn the Bendix operation 
rapidly. She was instructed by Mrs. 
Erie Chandler, Los Angeles, who had 
received her post-sale demonstration 
technique from the Meyberg Com- 
pany’s Bendix home service director, 
Miss Mary J. Merkle. 

Mrs. Barney was taught to listen 
through the soap door to determine 
when the proper amount of Rinso had 
been added. This method was supple- 
mented by the sensitive-fingered cus- 
tomer, who feels the glass porthole and 
| tells by its vibrations whether the suds 
are high enough. 


Starting the Machine 


Starting the machine is even simpler, 
Mrs. Barney found. Fingers of one 
| hand find the correct figure on the time 
dial, while the fingers of the other find 
the point of the indicator. She then 
brings the desired letter into juxta- 
position with the finger on the indi- 
cator. 

Sorting clothes preparatory to wash- 
ing would be a nearly hopeless task 
for most blind persons. Not so for 
Mrs. Barney, who distinguishes colors 
by “vibration” and various fabrics by 
touch. 

Her sensitive fingertips, by handling 
the soiled clothes, can judge whether 
they should be washed four, eight of 
12 minutes and detect any spots that 
first should be removed. 

Speaking of the blind leading the 
blind—within a few days after learn- 
ing the simple operation of her Bendix 
washer, Mrs. Barney had lined up four 
blind prospects for similat machines. 

Having found, for the first time in 
her life, that laundering can be done 
as if by magic, the woman had ordered 
a Bendix automatic home ironer for 
delivery this summer, 
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complete WHIRLPOOL line — sees to that.Blue __ 
Monday loses his crown whenever WHIRL- | 
easily, quickly —when you show them how _ 
ner simply WHIRLPOOL does their laundry — how | 
— much faster and so much better. Selling the _ 
unit WHIRLPOOL line is selling a home laundry 
system — complete and efficient. It's the answer 
to easier washdays your prospects are seeking. 
With eye-appeal. extra quality, low cost—devel- 
8 lb. clothes capacity. 
_ Larger model “SO” on way! 
tm DELUXE IRONER- 
_ A safe, economically operat- 
ed ironer that will do all the 
family laundry to perfection. — 
juxt 
‘ _ With special controlled dry- rinses, damp dries with one — 
gh 
ng 
learn 
Be’ WORLD'S LARGEST NLT IDIRIID 
1p 
‘imi OF HOME LAUNDRY 
ne! 
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GLASS-FUSED-TO-STEEL 


TRADE MARK REG US. PAT OFF 


Water Heater 


All the research, the water tests, the engi- 
neering skill, that area part of the Perma- 
glas Water Heater are there for one pur- 
pose only—to deliver sparkling clean hot 
water as pure as the source itself! 


There’s Only ONE Permaglas 


SMITHway Water Heaters are lined with Permaglas— 
the sparkling blue, mirror-smooth glass-fused-to-steel. 
Permaglas CANNOT rust or corrode under any water 
condition. 


* Get the whole Permaglas story! Send today for “The 
Inside Story of Permaglas.” 


PERMAGLAS ...A Great Aid to Sales 


SMITHway Permaglas Water Heaters give 
you the most powerful new sales story in 
the home-appliance business—hot water 
“packaged in glass,” beauty of appearance, 


and five other ; 
SMITHway fea- 

tures, all great aids ?— | 
in selling .. 


Write for “The Inside Story of Permagias” 
++ @ great aid to sales! 


.O. MI I H Corporation 
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Store with a Problem 


is over with,” the Los Angeles dealer 
pointed out. “My store is built to last, 
and our promotion methods likewise. 
First, we’re going to use a heavy 
amount of display advertising. I’m a 
great believer in white space, and hand- 
drawn illustrations. Therefore, every 
ad will feature just one appliance, with 
the cut drawn from the actual model, 
and all will carry lots of white space. 
We are using an advertising agency for 
all this work, and will rotate it through 
all lines from small appliances to radio- 
phonographs. This is expensive pro- 
motion, particularly on the three-to- 
five per week schedule we’re using, but 
is concentrated on top-price appliances 
exclusively. 

“Second, I am sold on the idea of 
rewarding customers for hot leads with 
practical gifts. Since most of my pros- 
pects are people who enjoy beautifully 
furnished homes, I’ve purchased 1,000 
handsome floor lamps at $6.50 each 
which we will give already-sold cus- 
tomers as a reward for good tips to- 
ward later sales. Our experience has 
proven that this premium idea invari- 
ably gets good results, even where cus- 
tomers are uniformly well off, and 
therefore I believe the investment is a 
good one. We tell all customers of the 
lamp gift, and make sure they under- 
stand it before leaving the store. The 
result is quickened interest in our 
ads and building, plus many more new 
prospects for the future. 


Outside Sales Crew 


“Third, we will have an outside crew 
of probably six salesmen, all veteran 
specialty men, who will follow up tele- 
phone calls, the leads produted by the 
lamp gift, and those from our white- 
space advertising. We will do abso- 
lutely no cold-canvassing. With our 
standard appliance lines we will carry 
such additionally attractive features as 
a custom radio phonograph which can 
be supplied in any type of cabinet to 
match a furniture style, the complete 
model kitchen, and other specialties 
which can be depended on to produce 
more customer leads. The outside crew 
will work entirely away from the store, 
concentrating on evening calls. Names 
of any store visitors who are unsold on 
the floor will be passed along to the 
outside crew, so that we will have at 
least two shots at each prospect.” 


Treiller for Demonstrations 


Incidentally, to help the outside crew, 
Mr. Coyne is developing a studio trailer 
in “typical Hollywood style” which 
can be towed to the customer’s home 
to demonstrate radio-phonographs, 
washing machines, refrigerators, etc., 
where necessary. This will be equip- 
ped with 250 feet of plug-in electrical 
cord, comfortable seating, and be a roll- 
ing showroom which salesmen may use 
by appointment. “With this we can 
sell successfully to retired people lead- 
ing secluded lives,” he explained, “such 
items as $300 radio phonographs, de- 
luxe laundry equipment and refriger- 
ators.” 


CONTINUED FROM PAGE 55 


Kitchen Specialists 


The model kitchen phase of promo. 
tion has been placed in the hands of a 
kitchen specialist, and a woman home 
economist who will be employed full 
time in the store. With all appliances 
active in the kitchen setup, Pacific Ap. 
pliance Stores will have two cooking 
school classes per week, with invita- 
tions limited to actual prospects de. 
veloped from advertising outside calls, 

“Our economist will have charge of 
a direct mail program aimed at her 
guests,” Mr. Coyne said, “and we'll 
back her up with our own contracting 
department. To eliminate the head- 
aches which come from improper in- 
stallation and handling, we intend to do 
all the work ourselves, contract the en- 
tire job, and be certain that it’s done 
right. We won’t try to show a profit on 
installation, remaining content with the 
individual appliance markups involved 
in a $1,200 to $1,800 package job in- 
stalled. The same goes for our model 
laundry which will include all ironers, 
driers, automatic washers and washing 
machines—we will demonstrate all 
these in action, plan a workable layout 
for the customer, and install it for her 
with cabinets, permanent fastenings, 
plumbing, etc.” 


Service Emphasized 


In connection with this work, Mr. 
Coyne is emphasizing service heavily. 
Only sealed-unit refrigerator work will 
be “farmed out.” Otherwise, all appli- 
ance warranty maintenance and later 
service wil! be handled by two shops, 
one in the store, another in the ware- 
house. Ex-servicemen are being trained 
for each job, in addition to three ex- 
perienced mechanics already on the 
payroll. 

“We think the store is well balanced 
to meet conditions five years or more 
from now,” Mr. Coyne concluded. 


“HELLO, JONES AND CO.? | WONDER IF | 
MIGHT ARRANGE FOR A DEMONSTRATION Of 
SOME OF YOUR LABOR-SAVING APPLIANCES.” 
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MORTON 


Extension spray reaches every 
sink corner with hot or cold 
water for rinsing or cleaning. 


ELECTRICAL MERCHANDISING—MAY 


Easy-sliding glass doors 
can't sag, warp or rattle; 
provide gleaming surfaces 


WHEN YOU SELL 
THE MORTON 


PROFITABLE AND EASY TO MERCHANDISE 


Fewer numbers in the line mean smaller investment and increased turnover. The Unit Sale 
program encourages repeat business—more customer traffic in your store. Standardized 
units and functional design eliminate rebuilding problems and installation difficulties. 
Special Morton features such'as the following have won acclaim from home economists, 
decorators, architects, dealers, and housewives: 


**Contour-Front”’ design on all units ¢ Sliding doors of frosted 
glass on Pantryettes ¢ Easy to install in any desired position ¢ Flu- 
orescent fixtures in bottom of Pantryettes illuminate both cabinet 
interior and work surface below ¢ Plenty of handy electrical outlets 
e Stylish hardware and fittings ¢ Concealed hinges on cabinets and 
sinks ¢ Selective distribution; no unnecessary competition ¢ Out- 
standing quality, advanced styling and research-tested efficiency. 


Investigate! Compare this prestige-building line with all others; then apply for a Morton dealer 
franchise. Write today for the name of the Morton distributor in your territory. 


MORTON 


MANUFACTURING COMPANY | 
WEST LAKE STREET, CHICAGO 44, ILLINOIS 
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EXCLUSIVE 
EVERHOT PATENT 
interlocking 3-Heat Switches 
permit use of higher heatsin both 
burners at the same time. 


Wettege 275-—500—1100 
in each burner 


Housing shortage makes mass market for 


EVERHOT RANGETTE 


The Everhot Rangette offers a speed in operation and 
cooking results that assures complete satisfaction. Hotel 
quality broiling, quick frying, even, fast toasting, roasting 
and baking are features not available elsewhere from wall 
socket current. The Rangette has the additional advan- 
tages of portability and compactness. Exclusive Everhot 
patented interlocking switch offers a wider range of heats 
and permits the use of higher heat in either burner. 


Catalog No. 820—Porcelain enameled 
top deck; white baked enamel body. 
Hinged and removable griddle on 
square burner. Removable pan with 
two-position broiler rack in oven 
drawer. Two red 3-heat switches with 
interlocking mechanism. Baffle or “re- 
ducing” plate for square burner. At- 
tached heater cord. AC-1650 watts. 
DC available. Dimensions: 22%” long, 
15%” deep, 7” high. Shipping weight 
24 Ibs. 

Now in production. See your whole- 
saler. A display means sales. Sales 
mean satisfied customers. 


THE SWARTZBAUGH MFG. COMPANY 


TOLEDO 6, OHIO . . . ESTABLISHED 1884 


EVERHOT 
PRODUCTS 


No. 637 OVEN (extra)—White porcelain 
insulated body with bakelite handles 
and chrome door. 


ROASTERS.,. HEATERS.. APPLIANCES 


PAGE 94 


Radio Dead? . . . See Al Robertson 


is seen in display advertisements car- 
ried in neighborhood shopping papers, 
and a special event in the city seldom 
is held without a Robertson ad in the 
program, which in large black letters 


reads: “RADIO DEAD? SEE AL 
ROBERTSON”. Even small children 


in Oklahoma City know the answer to 
what to do if your radio is dead. 


Newspaper Advertising 


A flat 10 percent of gross receipts 
is allocated for the newspaper adver- 


CONTINUED FROM PAGE 49 


know in the months ahead if we’ are 
as silly in giving away merchandise § 
as some of our competitors think” f 
Tempo of the direct mail adyer. § 
tising program will soon be acceler. § 
ated, will keep mailees informed 
of shipments of merchandise. A mail. 
ing list is collected from the radio cys. § 
tomers in a simplified fashion. A work. 
card is maintained on each radio sery. 


. ice patron; the patron gets the stub 


All workcards have numbers corre 
sponding to numbers inscribed on the 


apie 


Articles Reprinted From The 


pares 


REE RADIO 


New available te these siguing with 
Don't spend another cent on that old radio trying te beep going ree 
can buy one 
repair any radio and keep It repaired absolutely Free entil mew radios 


are stores. 
Kegard’ess of what the radie needs—tubes, parts, ete —we will bay and imvtall 
at me cost te you. 


Vou promise to ict ws deliver to mew one when they are available. 
old radio te either store TODAY and investigate this remarkable 
A will save you money 


In falracss te ourselves, this offer is necessarily limited te the first ene ben- 
applican 


Bring your 
tha 


REPAIR 


wery of Zenithy or Wistinchouse 


APPLIANCE STORES 


Newspaper ads like these use up 10 percent of Al Robertson's gross receipts, but bring in 
plenty. 


tising buiget, and the over-all adver- 
tising expenditure amounts to over 
$400 monthly, a sum that Al Robert- 
son: feels is a bit liberal, but he has 
paid it unstintedly because not only 
has it functioned splendidly in pro- 
moting rapid development of the radio 
service business, but Al avers that 
advertising now is the best guarantee 
for a share of future business. 

In discussing his advertising pro- 
gram, Robertson said: “I count giv- 
ing away AC plugs, car fuses, house 
fuses, dial lites, etc., as our most 
effective good will builder. We shall 


MAY |}, 


radios. Filed numerically, the work- 
cards represent a permanent record, 
and yeas later, information as to the 
extent of the service, amount charged, 
name an address of the patron will be 
available. On each 100th card, the 
date is noted. Entry of each 1,000th 
workcard into the filecase is the signal 
to type the names and addresses on perf- 
forated address labels. Two carbon 
copies are made, one is pasted on 4 
3x5 card and indexed, the other two 
copies are placed in envelopes used in 
the direct mail program. 
(Continued on page 96) 
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ECTRIC WATER HEATERS 


q MCGRAW ELECTRIC COMPANY, CLARK WATER HEATER DIVISION, 5201 W. 65th ST., CHICAGO 38° 
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Heat from the Sun's rays centrated With 
burning Glass ing Smal] SPot of Sharp focus will 
Cause Pape, to burs into flame. The Same heat 
SPreaq ver Circle of large, en, os Shown, 
here, Will be only gently warm, 
Heat °Pplieg to Water jn, smalj [rea of high 
‘ erature “auses liming, SCaling and 
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Home appliances are easier to sell when 
equipped with Lamb Electric Motors because 


of thoroughly dependable motor operation. 


Backed by thirty-one years’ experience in 
the field of special application, Lamb Electric 
Motors are giving satisfactory performance 
not only on home appliances, but such other 
products as: aircraft components, business 
machines, industrial machines, portable de- 
vices and portable electric tools. 


When investigating a line of home appliances, 
remember that Lamb Electric Motors will make 
your retail selling job easier and build cus- 
tomer good will. 


THE LAMB ELECTRIC COMPANY «+ Kent, Ohio 


SPECIAL APPLICATION 
FRACTIONAL HORSEPOWER 
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Radio Dead? .. . See Al Robertson 


There is evidence of more than a 
little ingenuity in the makeup of Al 
Robertson in the method he utilizes to 
maintain interest in window displays, 
despite a lack of merchandise with 
which to create new displays. By 
periodically shifting the same mer- 
chandise, creating new backgrounds, 
devising new themes for the displays, 
he has managed to give the impres- 
sion of movement and activity in the 
windows. 


10-Man Seles Steff 


By progressive stages, the firm will 
make additions to a staff of outside 
salesmen which finally will bring the 
outside sales force to full complement 
of ten men. Interviews and aptitude 
tests will be employed in screening 
candidates for sales positions. 

Material is being assembled now 
which will be used in interviewing, 
testing applicants’ aptitudes, and in 
training the salesmen. Al Robertson 
is blending some of his own pet the- 
ories on training and testing with mate- 
rial distributed by electrical appliance 
manufacturers. 

Elimination of the old bugbear— 
salesman turnover—will be eradicated, 
Al thinks, by offering fair base salaries, 
plus a good commission. 

“Acquiring the right salesmen is 
the foundation of an aggressive selling 
program,” Al said. “We are shooting 
for ten percent of the ‘going business’ 
in Oklahoma City. Some of the sales 
clinics declare that a home owner will 
purchase $3,000 worth of merchandise 
in ten years, or an average of $300 a 
year. The national average for appli- 
ances is estimated at $50. 

“We will demand that each salesman 
secure 250 customers. If the 250 
average purchasing $100 worth of ap- 
pliances a year, and they will for sev- 
eral years, then all of us will make 
a good living out of the business.” 

As an example of the plans used 
by Al in figuring his quota, the popu- 
lation of Oklahoma City is 200,000, a 
figure he divided by five, then multi- 
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plied by 90 per cent, which gave hin 
36,000, the number of wired homes jz 
Oklahoma City. 

According to national standard; 
each 1,000 wired homeowners wij 
purchase 129 refrigerators, or 4,644 
“We are going to do our dead-leveleg 
to get 10 percent, or 464 of those ra. 
frigerator sales,” declares Al, “which 
at $150 per refrigerator will allow wy 
$69,600 gross in that one item.” 

Actually, the population of Okla. 
homa City is over 200,000 and th 
homeowners will beat the national 
average on the number of appliance; 
they will buy. 

Prospects for sales of refrigeration 
units are good, but there is also a lively 
demand for automatic washers, “which 
seem to have a special kind of an ap. 
peal to our housewives,” says Al 
National advertising produces six or 
seven calls daily regarding washer; 
at the two Robertson branches. 


Future Piens 


Plans “in the works” at the firm 
include the formation of a credit de. 
partment, and an expansion of the 
service departments in both stores. 
More delivery equipment will bh 
added; a few pick-ups are made now, 
but Al isn’t advertising this service 
because he hasn’t the facilities. 

A sales department for recondi- 
tioned, guaranteed trade-ins is on the 
calendar, with salesmen to be compen- 
sated for selling trade-ins at a liberal 
commission. A _ sales manager to 
supervise trade-in activity will be 
appointed and will be responsible for 
all allowances. 

“While You Wait” and “One Day 
Service” on radios are two service de- 
partment features that in the days oi 
special news bulletins contributed most 
to popularizing the radio service divi- 
sion of the firm. 

To these two features, Al Robertson 
attributes the fact that he can confi- 
dently count on ten percent of the 
appliance business in Oklahoma City f 
akan with little fear of failure. 
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comes to ELECTRIC COOKING 


nay a STREAMLINED TRAIN 


Now! an electric range to give 
Mrs. America the style she has 
dreamed of to “dress up” her 
kitchen. Gleaming white porce- 
lain enamel and smooth, flowing 
lines with no cracks, corners or 
crevices, make Admiral ranges. 
easy to clean and keep clean. 
Here is truly America’s most 
beautifully styled electric range. 


FEATURES 


@ Flex-O-Heat ‘‘no-skip” surface 
unit controls. 


@ Automatic cooking ... now 
simple as ABC. 


@ White plaskon hardware with 
chrome trim. 


®@ Big oversize oven. 
@ Roomy warming drawer. 


@ 7-qt. deep well cooker with 
Flex-O-Heat control. 


@ Two convenience outlets (one 
automatic). 


ELECTRIC 
RANGES 


ALSO DUAL-TEMP REFRIGERATORS + HOME FREEZERS © RADIOS...ADMIRAL CORPORATION, CHICAGO 
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MILLIONS of new small homes now in the 
planning and building stage today spell OP- 
PORTUNITY FOR YOU — in featuring and 
swnstalling AUTOMATIC HEATING by means 
of Vaporizing Oil Burner Appliances equipped 
with the dependable A-P Constant Level Oil 
Control. Leading manufacturers of Vaporiz- 
ing Oil Burner Space Heaters, Floor Furnaces 
and Basement Furnaces equip their units with 
this A-P Control to assure the convenience, 
economy and all-around comfort of genuine 
AUTOMATIC HEAT. 


CAPITALIZE NOW on this vast, expanding 
appliance market. New home construction will 
be on the upcurve for years to come. Build 
bigger, more profitable sales volume and in- 
creased customer good will by featuring and 
installing Vaporizing Burners equipped with 
the A-P Constant Oil Control. 
Complete details upon request 


AUTOMATIC PRODUCS COMPANY 


2400 North 32nd Street, Milwavkee 10, Wi i 


FURNACES 


SPACE HEATERS 


DEPENDABLE 


Od 
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“| PUT BOURBON AND SELTZER IN IT—SOLD 112 TODAY—" 


The Appliance Dealer 
Has Obligations, Too 


By Glen T. Blake, 


Blake Electric Co., 
Richfield, Utah 


OST trade magazines have 
M touched on the fact that innu- 
merable new appliance stores are 
springing up, hoping to cash in on the 
early part of the “gravy”. We feel 
more should be said about this. 

We think manufacturers should be 
more fair in protecting their old deal- 
ers. Most manufacturers are author- 
izing a half-dozen dealers where they 
had one before the war. Those dealers 
who stuck it out during the war and 
serviced the manufacturer’s appliances, 
maintaining customer good-will for the 
manufacturer, should be given the 
entire output for his territory as long 
as there is not enough merchandise to 
meet the demand. A specific case will 
illustrate this. 

Before the war, there was only one 
other authorized —————— washer 
dealer besides our company in this 
and adjacent counties. It must be 
understood that out here, the popu- 
lation is very scattered, there being 
only about 15,000 people in our entire 
trade area. Now there is a dealer in 
almost every town of over 800 people. 


Many Dealers Will Fail 


Surely the factory must know that 
the big majority of these small dealers 
will either go out of business, or quit 
handling washers just as 
soon as competition becomes keen. We 
feel that we should get all of this busi- 
ness until merchandise is plentiful. At 
that time, if the factory feels that we 
are not adequately serving this terri- 


tory, they would be perfectly free to 
authorize more dealers. 

The fact that we have gone without 
appliances all through these years, and 
stayed in business to maintain customer 
good-will should entitle us to a lot of 
consideration. Then when appliances 
are available in full quantities, if we 
did not do the job to satisfy the factory, 
we would have no right to claim all 
of the territory. 

We all know that during the recon- 
version period, when merchandise is 
scarce, these new dealers are handling 
everything under the sun to stay in 
business. They do not care about elec- 
tric appliances as such. They just 
want to get in on the “gravy” and, if 
at any time in the future, they can 
make more money at anything else, 
they will drop electric appliances very 
quickly. 

Every already established dealer will 
gladly make an exception. That is, to 
favor the returned veteran. These 
men should not be considered as new- 
comers to the field because many of 
them would have entered business dur- 
ing the past few years, had they not 
been away serving their country. 
They would not have waited until this 
particular time just to cash in on the 
easy sales while appliances are scarce. 


Era of Specialization 


A point that should be strongly 
stressed is the fact that electric appli- 
ance merchandising is no longer just 

(Continued on page 100) 
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During May...in your store...America will 
see RECORDIO, that superb radio-phonograph 
with the postwar’s biggest plus feature... the 
world’s finest home recording instrument. 


During May, RECORDIO launches its dynamic 
national magazine campaign. A page advertise- 
ment in color, in Ladies’ Home Journal and 
Better Homes and Gardens, accelerates the rush 


RECORDING FOR HOME, 
COMMERCIAL AND PROFESSIONAL USE 


Y 
WILCOX-GAY CORPORATION, Charlotte, Mich. 


Also Manufacturers of famous 


xecordio Discs 
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with its Big Plus Feature! 


of prospects to your door by inviting all America 
to come in for free recording...to see that record- 
ing with RECORDIO is simple as 1...2... 3. 


The high fidelity radio and phonograph are 
companions of quality for this...the world’s 
finest home recording instrument. The profits 
that accrue from selling this unbeatable combi- 
nation America can’t resist will be yours. 


86-2911 


POUT “CUTTING AND PLAYBACK NEEDLES 
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FAST-SELLING PROFITABLE 


ARE ON THE WAY! 


Insure future profits...Tie in with 


ARCTICAIRE continuous 


TALL-YEAR FAN PRODUCTION! 


For every ArcticAire fan produced today there are probably 
hundreds of buyers who need it immediately. And this condi- 
tion may last for another year or two. During this period of 
peak demand you'll want to profit by selling fans all year. 
You'll want to protect yourself from a complete lack of fans. 
You can do both by tying in with the ArcticAire program of 
all-year fan production. Accept deliveries of ArcticAire fans 
during the cooler months.** Keep them on display Fall and 
Winter. And place your orders for next year with your Arctic- 
Aire distributor this Fall. F. A. SMITH MANUFACTURING 
CO., INC., ROCHESTER 2, NEW YORK. 


**Initial shipments of ArcticAire fans have been allocated 


among jobbers on a fair basis. 


ARCTICAIRE rans ano venriarors 
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Appliance Dealer Has Obligations 


CONTINUED 


a furniture or hardware subdivision. 
Electrical merchandising is entering 
an era of specialization. The electric 
appliance dealer will need to be a 
specialist in electric appliances. The 
appliance that would be right for one 
home might not be the right appliance 
for the next home. A salesman is defi- 
nitely injuring his prospect when he 
sells the wrong appliance. 

This becomes particularly true with 
some of the appliances that will become 
more popular from now on, such as 
packaged air-conditioning units, evapo- 
rative coolers, water coolers, home 
freezers, and other items. In view of 
this, we can see that the electric appli- 
ance dealer owes a definite obligation 
to the people he serves. He is more 
than just a merchant. He might select 
quality merchandise and be fair and 
honest in all his dealings, but if he sells 
an appliance that is not right for the 
purpose for which it is to be used, 
he is doing an injustice. He is also 
damaging his own reputation as well 
as the reputation of his fellow appli- 
ance dealers. > 

With the tremendously increased 
load on power lines, and the increase 
in appliances, the electric appliance 
dealer should also learn something 
about electricity and power load, so 
he can be sure the appliances he sells 
will not overload the system in any 
home. Where such conditions exist, 
he should be able to recommend to 
the home owners what steps to take. 

This does not mean that electric 
appliances should be handled exclu- 
sively by firms specializing in service 
work. There is no reason why a fur- 
niture, hardware dealer or department 
store should not have a well-organized 
appliance department. However, this 
department should assume the obliga- 
tions outlined above and the department 
head should have the same responsi- 
bilities that the manager of an exclusive 
appliance company would have. 


Neo More Free Service 
There is another matter that could 
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be discussed. Before the war, the 
majority of dealers lost money on their 
service department. Most service 
work on appliances was done either 
free, or at a loss. Dealers thought 
this would create customer good-will, 
However, time has taught us that this 
was not necessarily so. But, it did 
leave the impression that electric appli. 
ances should be serviced at a loss to 
the dealer, as a permanent policy. We 
find that a large number of people did 
not know the dealer was taking a loss, 
but thought he was making a profit, 
Therefore, during the war, when it 
became necessary for the dealer to 
charge a reasonable price on his sery- 
ice work or go out of business, many 
people thought they were being over- 
charged, and became angry. Through 
some means, the public will have to be 
re-educated to the fact that it costs 
money to repair appliances just the 
same as any other article of merchan- 
dise. When a man buys an automobile, 
he expects to pay a fair price for sery- 
ice work after the guarantee expires. 

The electric appliance dealer now 
has a big job to face. First, he must 
adeept conditions as they are, and work, 
not only to promote his own interests 
but the interests of the appliance indus- 
try as a whole. He must be willing to 
help the veteran because each veteran 
that fails is not only being hurt him- 
self, but is injuring the industry. He 
must co-operate with other established 
dealers and use his influence to help 
keep the appliance business from be- 
coming fiooded with temporary new 
businesses that are doomed to fail 
when: competition becomes keen. 

Second, he must realize that he has 
a definite obligation to the public 
beyond those obligations commonly 
accepted by businessmen. 

Third, he must not resort to the old 
policy of losing money on the service 
department. Furthermore, the indus- 
try, as a whole, must convince the 
public that a fair price should be paid 
for electric appliance repairs and serv- 
ices, 


“THE PRESIDENT OF A CONCERN, NUTLEY, IS A BIT DIFFERENT FROM A COLONEL— 
IT'S REALLY NOT NECESSARY TO PRESENT ARMS WHEN | GO BY!" 
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keep the cream your sweet! 


TODAY’S APPLIANCE market is so rich, so creamy, you 
can sell practically anything—even appliances no one ever 
heard about. But if you're not careful, the cream you skim 
off today may turn mighty sour on you tomorrow. 


“LONG-LAST” is a good name for this per- 
colator. Nothing to break—built to last. 
Soundly designed, with smart, simple lines. 
Solidly constructed of heavy-gauge metal. 


No coddling needed here! 


PRETTY ENOUGH for a party—yet practical 
enough for everyday. Beautifully finished, 
mirror-bright—highly polished chromium on 
nickel, inside and out. Handsomely grained, 


insulated wood handle. 


The safe way is to sell reliable, quality-built M-B appli- 
ances. And to make sure your customers get full satisfac- 
tion, it pays to take a minute to explain each sales feature 
carefully. For instance... 


\\\ Z 


\ 


READ ALt ABOUT it in the May 11 issue 
of The Saturday Evening Post and in lead- 
ing women’s magazines. Note its safety 
current-breaker. Made by Manning Bow- 
man, famous for quality since 1857! 


Manning Bowman Means Best 


MERIDEN, CONNECTICUT 


THE LINE THAT'S ALWAYS IN DEMAND 
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Frozen Foods 15 pounds Storage 


MODEL B-7-46 REFRIGERATOR 


$17935 


. .including Federal Excise Tax, a 5-year 
protection plan and delivery to your home. 
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MODEL B-64-46 RANGE 


52360 


This price includes the Federal Excise 


Tax, delivery and one-year warranty. | 


Mp Gleamin i i 
g unit Easy-glide 
Porcelain Construction aan 


sa TUNE IN JOHN CHARLES THOMAS, SUNDAY 
S 1 Ol S( 2:30 E.S.1T.; TED MALONE, MONDAY 
THROUGH FRIDAY 11:45 A. M., E. S.T. 


home. - a AMERICAN BROADCASTING CO. NETWORK. 
MAKER OF 30 MILLION ELECTRIC HOME APPLIANCES ‘ 


m SS 
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Short, Self-Setting Needle 

? So small, yet so great in sales importance! That's 

are what Free-Westinghouse and New Home dealers say 
sii about the short, self-setting needle exclusive with 
& these fine machines. 
Poe It's another of the many great features that com- 
‘ 4 bine to give the over-all operating simplicity for which 
Wy these machines are famed. 


Short, self-setting needle placing is simple, swift, 
sure! It holds securely in place always... its short- 
ness means far less breakage, too. And its special 
design assures perfect stitching on even the thinnest 


materials. Free Sewing Machine Co., Rockford, Illinois. 


SINCE Te70= 


AMERICA’S FINEST SEWING MACHINES 


4 
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51% Plan Kitchen 
Change, Magazine Find; 


Survey of 1,000 American Magazine Families 
Reveals Buying Intent 


In a recent survey of 1,000 repre- 
sentative families among American 
Magazine’s subscribers, designed to 
find out how they feel about their 
present kitchens and the changes and 
additions they intend to make in the 
near future, it was found that 51 per- 
cent, or a projected 1,258,170 families, 
are planning to make changes in their 
present kitchen setup. 

Families in small communities (61 
percent) are planning the biggest 
changes. Fifty-eight percent of these 
are home owners, 57 percent young 
families and 57 percent larger families. 
Biggest changes will be in cabinet 
space with 42 percent wanting more. 
Fifteen percent are planning to change 
to a new double sink; 14 percent plan 
a new kitchen in a new home; and 13 
percent intend to modernize. Twenty- 
nine percent, or 715,000 American 
Magazine families, are interested in 
purchasing “the complete kitchen” all 
in one package. Greatest interest here 
was found among younger home- 
makers. 


Present Ownership 


At the time the survey was made 
84 percent of those interviewed owned 
a refrigerator; 98 percent a range 
(66 percent gas, 22 percent electric) ; 
67 percent a washing machine; 98 
percent an iron; 53 percent a toaster; 
38 percent a mixer. 


Average Age 


The average age of the appliances 
owned ran as follows: refrigerators 
6 years; ranges and irons around 5% 
years ; toasters and mixers 5 years; and 
washers (the oldest appliance of the 
lot) averaging around 8 years. 


Frozen Foods 


Frozen foods are used by 75 percent 
of the families interviewed—the high- 
est percentage of use being in the 
East and Far West—80 and 81 per- 
cent respectively; and the lowest in 
the South—67 percent. Twenty per- 
cent use a frozen food locker, and it 
was found that the biggest users by 
far are small towners (31 percent) 
and those living in the Far West (41 
percent). 


Buying Plans 


In answer to the question “Does 
your family plan to buy any of these 
appliances ?” 33 percent said they plan 
to buy a refrigerator. This represents 
a future market of 814,000 American 
Magazine families. Of this 33 percent, 
58 percent own a refrigerator now and 
42 percent do not—a substantial re- 
placement market. Seventy-six percent 
of the families interviewed who do not 
now own a refrigerator now said they 
plan to buy one; and 23 percent of those 


who said they already own one arp 
planning to buy a new one. With %& 
percent now owning a refrigerator an; 
three-quarters of those without them 
intending to buy, American Magazin 
has a family peacetime potential 
saturation of 96 percent. 

Thirty percent plan to buy a new 
kitchen range, which represents ; 
future market of 740,000 families, 0; 
these 392,000 plan to buy an electric 
range, 222,000 gas, and the remaining 
126,000 did not specify the type. It 
is interesting to note that 53 percent 
of those planning on an electric range 
now use gas, indicating a sharp shift 
toward electric ranges. On washing 
machines 34 percent are planning to 
purchase new ones, representing 4 
future market of 838,000 families, and 
of these more than half now own one. 
Forty-seven percent of those who have 
no washing machine now plan to buy 
one, while 21 percent who own ont 
plan to buy a new one. 

A future market of 493,400 for elec- 
tric irons is represented by the 20 per- 
cent who said they intend to buy new 
irons; 29 percent or 715,000 families 
plan on a new electric automatic 
toaster; and 30 percent or 740,00 
families plan to buy a new electric food 
mixer. Eighteen percent of the families 
who indicate a desire for a new food 
mixer already own one, but want a 
new one, while 82 percent of them do 
not own one now. 

Fifty-nine percent, or 1,455,530 fam- 
ilies, are interested in adding a separate 
home freezing unit to their present 
kitchen equipment. The enthusiasm is 
greatest in small towns (69 percent) 
and in the Far West (66 percent). 

Three out of four owners need more 
space in their refrigerators and fam- 
ilies with children (80 percent) need 
it most. 

More than 60 percent of those inter- 
viewed wrote in suggestions for im- 
provements in a new refrigerator, and 
generally indicated by their responses 
a high degree of interest in new models. 
Top on the improvement list was 4 
compartment for storing quick frozen 
foods (30 percent); A sharp freeze 
unit was mentioned by 22 percent; and 
more storage space for vegetables, 
fruit, meat, etc. was also mentioned by 
19 percent. 


Other Facts 


Ninety-nine percent use electricity; 
71 percent live in single family houses: 
15 percent live in two or three family 
houses—only 14 percent living in 
apartments ; 47 percent said they wert 


under 35 years of age, and 53 percent 
were over that; 55 percent reported 
children under 18 in the home, and 
the average family at the time the 
survey was made was 3.4 persons. 


MAY 1, 1946—ELECTRICAL MERCHANDISING 


| 
ano 
fj | ; 
| 


ne are 
‘ith 
or and 
t them 
azine 
tential 


a new 
nts a 
es, Of 
‘lectric 
aining 
pe. It 
ercent 
range 


shift \\ 
ashing 


m one, 
o have 
to buy 
mM one 


r elec- 
20) per- 
ly new 
amilies 
omatic 
40,000 
ic food 
amilies 
w food 
vant a 
lem do 


0 fam- 
~parate 
present 
asm is 
recent) 
it). 

1 more 
1 fam- 


) need 


inter- 
or im- 
yr, and 
ponses 
nodels. 
was 3 
frozen 
freeze 
it; and 
tables, 
ned by 


ricity; 
ouses; 
family 
ng in 
were 
ercent 
ported 
>, and 
1e the 


SING ELECTRICAL MERCHANDISING—MAY 1, 1946 


BENDIX automatic Home Appliances 


Advance the Development of 
Better Home Laundrys 


When you sell the Bendix automatic Home Laundry, you sell 
something entirely new, different, and better in the ‘‘washer”’ 
market. 

In fact, the Bendix has brought such undreamed-of ease and 
convenience to the once-dreaded task of washing, that it has 
compelled entirely new thinking in 
the planning of laundry arrange- 
ments in the home. The views on this 
page, conceived by one of America’s 
leading architects, are representative 
of this new modern trend. 

The new Bendix automatic Home 
Ironer and the new Bendix auto- 
matic Home Dryer, which will be 
available later on, complete the line 
of equipment that is firmly estab- 
lished as first in the hearts of Amer- 
ica’s housewives—and first in profit 
possibilities for America’s most pro- 
gressive dealers. 


BENDIX HOME APPLIANCES, INC., SOUTH BEND, INDIANA - PIONEERS AND PERFECTORS OF THE AUTOMATIC “WASHER™ 
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It's certainly 


roaster is actu- 
at cooking top 
saves elec- 
nvenient 


Smooth flat top for working 
hen roaster is not 


ce w 
spa (No roaster storage 


“my MONARCH roaster RANGE 


)J 


\ additional oven 
"When the 


n which gives me 
large oven capacity — more 
than ample for all entertaining 
requirements. The has 
separate broiling unit. 


space, ca 
regular ove 


Patented by Monarch . . . built exclusively by 
Monarch . . . this Monarch Electric Roaster 
Range — with its twin-oven feature plus many 
other Monarch conveniences — gives you a top 
quality Electric Range that will direct the spot- 
light of consumer interest to your sales floor. 


MALLEABLE IRON RANGE Co. 
3856 Lake Street Beaver Dam, Wisconsin 
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Scheduled Meetings 


Following is a list of meetings 
scheduled for the near future: 


National Modern Homes Exposition 

Metropolitan Association of Real 
Estate Boards 

Grand Central Palace, N. Y., N. Y. 

May 4-I1 

Matthew G. Ely, Chairman M.A.R. 
E. B. 


Housewares Show 

Convention Hall. Atlantic City, N. J. 
May 13-17 

Flo English, Managing Director 


Annual Trade Show 

Electrical Manufacturers Representa- 
tives Club of New England 

Mechanics Building, Boston, Mass. 

May 15-17 

James J. Slater, Chairman of Show 
Committee 


Eleventh Annual Distribution Congress 

National Federation of Sales Execu- 
tives 

Hotel Stevens, Chicago, Ill. 

May 20-23 

Harold A. Laidley, General Chai 


man, Convention Committee 


Annual Spring Conference 

San Diego Bureau of Radio and Elec- 
trical Appliances 

U. S. Grant Hotel, San Diego, Calif. 

May 27 


Mid-America Exposition 
Public Auditorium, Cleveland, Ohio 
May 23 — June 2 


Summer Markets of Appliances and 
Radio 

Furniture and Merchandise Marts 

Chicago 

July 8-20 


Annual Convention 

Radio Manufacturers Association 
Stevens Hotel, Chicago, Ill. 
June 10-13 


National Electrical Manufacturers 
Association 

Homestead Meeting 

Homestead Hotel, Hot Springs, Va. 

June .17-19 


Annual Meeting 

Marlboro-Blenheim and Claridge 
Hotels, Atlantic City, N. J. 

October 28 


Fourth All-Industry Refrigeration and 
Air Conditioning Exposition 

Refrigeration Equipment Manufac- 
turers Association and Frozen Food 
Locker Manufacturers and Suppliers 
Association 

Public Auditorium, Cleveland, Ohio 

October 2? — November | 

R. Kennedy Hanson, Show Manager, 
Clark Building, Pittsburgh 


Industry Market Potentials 


Edison Electric Institute Meeting 
Draws Record Crowd in Chicago 


The Twelfth Annual Sales Confer- 
ence of the Edison Electric Institute 
drew the largest crowd on record, 
April 2, 3 and 4, at the Edgewater 
Beach Hotel in Chicago. Utility men 
from all parts of the country, interested 
in every aspect of the commercial 
problem, attended the various meetings. 
Manufacturers were there in numbers 
and participated in the several pro- 
grams. 

The opening day was given to four 
parallel meetings, those of the com- 
mercial sales section, industry sales 
section, residential and home service 
section and the rural sales section, 


under the respective chairmanships of 
P. D. Lawrence, J. R. Hartman, Harry 
Restofski and C, H. Leatham. The 
second and third days were devoted to 
general meetings. 

Farming and the farm market, as has 
been the case in the more recent con- 
ferences, was strongly emphasized, 
farm subjects appearing on the pro- 
gram of the general sessions as well 
as the entire day of the rural section 
discussion. Electric water heaters also 
had a special emphasis, the subject ap- 
pearing twice on the program. 

The sales training committee showed 
the basic sales training film to inter- 


C. ERNEST GREENWOOD 


One of the events on the program 
of the Edison Electric Institute com- 
mercial meeting in Chicago was in 
recognition of the retirement of C. 
Ernest Greenwood as commercial 
director. A form resolution signed 
by thirty-five commercial executives 
who had been associated with Mr. 
Greenwood in this activity for the 
past 18 years, was presented by 
George E. Whitwell, vice-president 
of the Philadelphia Electric Com- 
pany. 


GREENWOOD HONORED ON RETIREMENT 
AS E. E. |. COMMERCIAL DIRECTOR 


The text of the resolution follows: 


In Appreciation 
Whereas, C. Ernest Greenwood 


has. distinguished himself over 
many years by his outstanding 
contributions to the electric in- 
dustry, in both electric utility and 
electric association activities, and 

Whereas, Mr. Greenwood has 
for the past eighteen years, in his 
capacity as commercial director 
of the National Electric Light 
Association and later of the Edison 
Electric Institute, given generous 
and tireless devotion to the many 
facets of the Commercial Division’s 
numerous accomplishments in the 
industrial, commercial, residential 
and rural fields, and by his aggres- 
sive and sagacious leadership has 
furthered the work and aims of the 
Commercial Division, be it 

Resolved, that we, the members 
of the General Committee of the 
Commercial Division, express for 
the hundreds of men and women 
who have benefited by Mr. Green- 
wood’s judgment, experience and 
devotion to the work of the Com- 
mercial Division, as well as for our- 
selves, the deep gratitude and warm 
affection which we shall continue to 
hold for him. 
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Utility Commercial Men Analyze 


J. A. COATSWORTH, who succeeded 
C. Ernest Greenwood as commercial 
director of EEI. 


ested audiences and a Reddy Kilowatt 
film in technicolor had its first indus- 
try showing. The Better Light—Better 
Sight Bureau was well represented, 
showing a technicolor film and having 
on exhibit the new line of certified 
lamps. 


G-E Motor Production 


General Electric Co. expects to pro- 
duce twice as many fractional horse 
power motors in 1946 as in 1940, and 
three times this amount next year, 
Robert S. Peare, vice-president, told 
the meeting. 

“Production of appliances is less 
definite,” he said. “Within one week 
after the strike ended we were in pro- 
duction on all appliances, starting 
first on washers. Some clocks were 
being made all through the strike. 
Output depends from now on on the 
workers, flow of materials, and new 
machines. We had turned out 2,300,- 
000 appliances up to the end of Decem- 
ber. 

“The strike at G-E alone cost the 
public 192,000 irons, 67,000 refriger- 
ators, and 18,000 washers. 

“Sometime soon you will again be 
seeing well filled stores.” 

Mr. Peare pointed out that General 
Electric has overhauled the machinery 
for distribution, placing the emphasis 
on the new user, and second on the 
retailer. 

(Continued on page 110) 
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Ada Bessie Swann of Woman's Home 
Componion was presented with a silver 
dish by her confreres. 


Miss Elizabeth Woody of General Elec- 
tric Company talked on what appliances 
mean to ordinary people. 


The way to reach school audiences with 

material that holds attention was dis- 

cussed by Mrs. Edith Hitchcock of 
Alebama Power Company. 
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The mystery and vagueness of kitchen planning was swept 
away by Mrs. Julia Kiene of Westinghouse Electric, who 
made use of models in her talk. 


Miss Elizabeth Sweeney of McCall's, an ex-home service 
girl herself, sprung a bomb on the meeting. With her is 
Verna Miller of Frigidaire. 


It takes a lot of food to keep up strength for these meetings, 

Mrs. Avis Broadhurst of West Penn Power Co. and Mrs. 

Anne Sutter of Duquesne Licht Co. will testify. Both are 
from Pittsburgh. 


Surrounding the apostle of pep, Fern Snider of Georgia 
Power Co., are Howard J. Wilson of Georgia Power and 


A. C. Crandall of Indianapolis 


Power & Light. 


Margaret Davidson home service director of Hotpoint, 
sticking her tongue out at Mrs. Harriet G. West of Indiana- 
polis Power & Light Co. 


The Home Service Section saw Ann L. Olson of Nash-Kel- 
vinator; Elizabeth Beveridge of Woman's Home Companion 
and Janette Kelley of General Mills’ Betty Crocker Kitchen, 


MAY 


in attendance. 
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For Stromberg-Carlson gives you three design features usually limited to larger, 
and more expensive, receivers. Three important improvements you'll search 


a long time for among other table models. 


1 Three-gang tuned radio frequency to 
insure extreme selectivity of stations, 
and strong, clear reception. This is a 
feature hitherto largely confined to the 
more expensive models. 


2 New, powerful, electro-dyna- 
mic speakers, and scientifically 
designed tone chambers to assure 
excellent tone and a minimum 
of alien sounds. 


It’s a revelation, when you check the performance-capacities of any one of these 
remarkable Series 1101 Stromberg-Carlsons! You'll find true ‘big-set type 
performance’ in everyone of these four fine table sets. 


3 Six tubes, includ- 
ing rectifier. 


These superior, attractively priced, and fast selling Stromberg-Carlsons are now 


coming off the production line in quantity. In two or three months their 


production should reach an all-time high—thanks to increased plant capacity. 


They are backed by a vigorous national advertising campaign both in 
newspapers and in magazines, and give to Authorized Stromberg- 
Carlson Dealers a wonderful opportunity for business in 1946! 


1101-HI—DYNATOMIC—Ultra-modern in design, and with 3- 
gang tuned radio frequency for ‘big-set performance.’ 
Concealed handhold for easy portability. $31.95. Also 
available in brown—1101-HB. $29.95. 


1101-HM—SONNET—A cabinet of classic simplicity graces this 
popular 3-gang AC-DC table radio. Lighted slide-rule 
dial for easy tuning. $43.50. 

1101-HW—NOCTURNE—This 3-gang AC-DC table radio will be 
completely at home in either modern or traditional 


surroundings. $41.50. 


1101-HY—ETUDE MODERNE—Fitting almost anywhere in the 
modern home, the outstanding performance of this 
3-gang AC-DC table radio matches the functional sim- 
plicity of its design. $39.95. 


All prices shown are OPA approved retail ceiling prices 
in Zone 1. 5% higher in Zone 2. Including excise tax. 


STROMBERG-CARLSON 


ROCHESTER 3, NEW YORK 


Radios, Radio-Phonographs, Television 
Sound Equipment and Industrial Systems 
Telephones, Switchboards, and Intercommunication Systems 
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How to Win Friends 
and Influence Profits — 
Replace with T-K Units 


e Right now—as you read this—there are many electric 
ranges in your community with one or more burned-out 
cooking units which should be replaced with new T-K 
Replacement Units. 


Here is a ready-made market—a profitable market for 
you. Every time you install a genuine T-K Replacement 
Unit you not only make a quick profit—you make a friend 
whe is a prospective customer for other electrical goods 


and services you sell, 


But—this is important—be sure to replace always with 
T-K Units. Each is backed by 25 years of skill and expe- 
rience; each is built to give honest service for a long time. 
You don’t need a large stock —two sizes, plus a few adapter 


rings for various makes of ranges are all you require. 


If you don’t know your nearest T-K distributor’s name, 


write us direct. 


TUTT 


1825 NORTH 


MANUFACTU 
HEATING U 


D INDUSTRIAL 
S$ * CONTROLS 
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Utility Commercial Men Analyze 


| Industry Market Potentials 


CONTINUED FROM PAGE 107. 


The ubiquitous Jack North of Cleveland Electric Illuminating Co. was seen with 
F. A. Coffin, Wisconsin Electric Power Co., Milwaukee. 


On air condition and commercial 
refrigeration, he said, production was 
below requirements. The company 
expected to exceed the pre-war output 
within the next twelve months, al- 
though only token production could be 
expected for the balance of this year. 
The heat pump has a future with the 
wide acceptance of air conditioning, he 
thinks. 


“Home Service in Unhealthy State” 


Due to the pre-war standards of pay 
in home service, it is in a very un- 
healthy state at the present time, 
Elizabeth Sweeney of McCall’s maga- 
zine, herself once a home service girl, 
told the residential and home service 
section. 

“It is not easy to recruit new talent 
now,” shessaid, “and those who do take 
up the work regard it as a stepping 
stone. Women can make more teach- 
ing and only a generous upgrading in 
salaries can attract home service girls.” 

Miss Sweeney asked that home serv- 
ice women be given a status compar- 
able to other utility executives. 

“With the appearance of frozen 
cooked foods, ready mixed recipes, 
and the eating out habit, there is a 
need for home service,” she said. 
“American women are not developing 
any passion for home making. They 
have to be sold, and by home service 
women. Make the jobs attractive, and 
then the utilities can demand perform- 
ance.” 


U-Shaped Kitchen Basic—Kiene 


Because there is a certain nebulous- 
ness about kitchen planning, Mrs. Julia 
Kiene of Westinghouse Electric dem- 
onstrated with a model that gave a 
clear picture of work centers. Certain 
jobs demand so much space for work 
centers, she said. A U-shaped kitchen 
is basic, she said, and permits a clear 
realization of this. 


Working in Schools 


Mrs. Edith Hitchcock of Alabama 
Power Co. told of seven subjects being 
presented to school classes, after being 
worked out with school authorities. 
Students are being given a chance 
to see kitchen planning, wiring, light- 
ing, repair clinics, electric range dis- 
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cussions. Two southern colleges have 
added courses to fit girls for utility 
home service work. 

“Girls who had been graduated were 
asked what they wished they had taken 
in college,” Mrs. Hitchcock related. 
“They wished they had known more 
about home economics in business, and 
home management in business.” 

Mrs. Hitchcock demonstrated a 
home made puppet show, portable in 
a car and operated by two girls, that 
had been popular in the South. 


Price Break Expected in Agriculture 


The 45% increase in food production 
during the war was accomplished partly 
by operating tractors on a 24-hour 
basis, R. B. Corbett of the American 
Farm Bureau Federation said. There 
is certain to be a break in future prices, 
he said. High wages do not insure 
high agricultural prices. From 1910- 
14 some 12.4% of the national income 
went to farmers. In 1918, 16.6%. 
During 1927-28-29—90 billion national 
income years—only 7.8% was received 
by farmers. One of the reasons for the 
depression of the thirties was the lack 
of buying power of agriculture. 


Boom in Water Heaters 


W. F. Ogden, commercial engineer, 
Edison General Electric Appliance 
Co., painted a picture of water heater 
possibilities. He pointed out: (1) A 
set of standards has been approved by 
three-fourths of all electric companies. 
(2) Eighty per cent of all residential 
customers now have suitable rates. 
(3) Some 8 million homes have three 
wire service (4) New standards of 
living—automatic washers—about to 
put new demands on family hot water 
service. (5) Pump salesmen are en- 
couraging popularity of hot water 
systems in rural areas. 


Teaching Salesmen 


Need for the electrical industry to 
speak the same language to customers 
lies behind the production of an E.E.1. 
sales course, R. P. Wagner, New 
York Power & Light Corp., told the 
group at Chicago. The sales course 
offers uniform methods. It cost 
$150,000, and can be utilized by every 
type of selling in the industry. 
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Sl DEMONSTRATIONS 


7 6 SALES 


Yes, we'll be there. Come 
in and see us at booth 486 


with HOUSEWARES SHOW 
Adiantic City May 12-17 
ere 
ken 
ted. 
and 
a 
in 
that 
ion Bagless Ucaner 
rtly 
our 
can 
ere Five misses in 81 tries! That’s good selling 
ae ... no doubt about it. But remember, it’s 
ae the SALEABILITY in FILTER QUEEN that 
6%. makes this possible . . . the kind of sale- 
- ability that’s going to count when merchan- 
= dise again is plentiful. : 
FILTER QUEEN looks different...dem- 

onstrates like a million...1S different. It’s 
cer the kind of vacuum cleaner your customers 
ao have been dreaming about these 5 long 
: years. If you want to connect with a fast 
ies. turnover cleaner promising big dividends 
= for the years ahead, investigate FILTER 
a QUEEN ... the vacuum cleaner that tops 


to ALL competition. 


ter FILTER QUEEN Exchuswe Features 
ater 
d Tried and proven ... entirely new ia » Non-clog cone filter . . . for unex- 
design . . . not a postwar dream on celled cleaning efficiency. 
to paper! Thousands sold in 1941 have Patented, air-sealed Lock-Tite con- 
ers given over 5 years of trouble-free nections. a 
low —- b Full set.of attachments for every clean- 203 N. Wabash Ave., Chicago 1, Ill. 
the No dirty, germ-laden bag to empty or ing job. wet 
. n anada: ers Appliances, 
: : cloth filter to take out and clean. New, positive, moth control system. : 
ost 57 Bloor St., W., Toronto 
ery Sealed, sanitary dust collector usually Soundproofed, oversize motor for 
emptied only once a month. trouble-free, quiet operation. 
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Parents with teen-agers are men and women who naturally thi 
right in step, with fiction that’s modern and exciting, and featur 
the world.’”” Which explains why, week after week, Collier’s co 
readers the more alert, more progressive families of our nation. 
munity leaders in cities, towns and rural sections everywhere; 
what they want... they are at the age of acquirement, 


to possess the new and better things of life. What finer mark 


MILESTONES IN MAGAZINE HISTORY 
The Short Short Story ... A New Idea 


Collier's published the first sHort snort in the 
issue of Sept. 12th, 1925. Other magazines 
have adopted the idea since, but Collier's re- 
mains the No. 1 magazine for sHort sHorts. 


— 


SESE 


23 


“We saw it advertised in Collier's" is » buying slogan of more and more American femilies every 


dey. Through the megasine of action, advertiser:agd customer reach complete understanding 


secouse both ape «re real partaers in progress, working together to improve 
the American wtandarda of living  octing to eye every week through the up-to-the. 
minute pages of Collier’g @etion Co'lier’s the movement of goede across the country’s 
sind every of vont weelty ie pneked with sopes! for the more 
progressive faniiticn the lions whale baying habits entire 


af 


| Squeeze-play | 


Resistance to distortion is proved 
| on a 5-ton compression machine. 


Mopern techniques which pre-test 

Wirebound Boxes or Crates are a constant safeguard that result 
in safer shipping of your product... at lower cost. 

To learn how Wirebound advantages can help you, send for 


free twenty-four page booklet—simply write! 


APPLIANCE DEALERS! 


Wirebound Box Manufacturers Association, 
Room 1826, Borland Bldg., Chicago 3, IIl. 


To open Wirebound 
crates which have loop 
closures, simply disen- 
gage retaining loops 
with the fingers and open. 
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LIFE TEST: Standard cold cathode and 
long slim fluorescent lamps undergo ex. 
tensive life tests in the gaseous discharge 
room at the Danvers, Mass., plant of 
Sylvania Electric Products, Inc. Lamp 
performance is checked for all types of 
climatic conditions. 


Firm Formedto Administer 
Installment Financing 


e 
A new corporation has been formed 
to administer thé Bankway Plan for 
installment buying of appliances origi- 
nally devised by the Buffalo Industrial 
Bank, Buffalo, New York. _ Install- 
ment Credit Service, Inc., the new 
owner of the copyright, is offering the 
program to banks from coast to coast, 
providing complete data on setting up 
and operating the plan which is re- 
puted to have eliminated red tape for 
installment buyers and ends the re- 
sponsibility of store operators for the 
credit standing of their customers. At 
last report, two banks on the Eastern 
seaboard and one in San Francisco had 

signed up for the service. 


Operation of the Plan 


Under the plan, an individual plan- 
ning to buy on installments goes to 
a bank, establishes his credit, and re- 
ceives a credit card, renewable yearly. 
The bank tells him how much he can 
buy under the arrangement. He then 
receives a directory of participating 
dealers. When he wants to buy he 
presents his card to the dealer and 
credit is extended immediately ; a tele- 
phone call to the bank is all the check 
that is necessary. The bank accepts 
full responsibility, thus eliminating 
the necessity of the prospect giving 
credit information to each dealer. The 
customer simply signs an installment 
contract to the dealer and the dealer 
sells this to the bank, which collects 
the installments. 

More than 300 dealers have already 
signed up for the plan in the Buffalo 
area. 


Steber Builds New Plant 


To meet increased demand on its 
production facilities, Steber Mfg. Co., 
makers of lighting equipment, has 
moved from Chicago proper to a new 
plant in Broadview, a suburb of the 
city. The new one- and two-story 
building covers approximately 40,000 
sq. ft. of ground. C. L. Steber, presi- 
dent of the concern, states that “the 
new building with increased facilities 
should treble our present rate of manu- 
facturing production.” 
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¢ Norge and many other leading 

makes of home washers feature ECLIPSE All-Plastic 
Agitators as standard equipment. 
er This overwhelming preference is due to the greater 

efficiency, service, smartness, and satisfaction the 
. ECLIPSE All-Plastic Agitator gives home washer 
for customers—these six selling ways: 
gi- 
‘ial 
all- 
ew 
the 
ast, Clothes are safer — ECLIPSE 
? All-Plastic Agitators are per- 
fectly snooth—have no metal 
edges to catch, snag or tear 
the materials. 
At ° Clothes stay fresher—ECLIPSE 
rn All-Plastic Agitators do not 
iad rust or discolor to make 

clothes look dingy. 
3 Cleaner—ECLIPSE All-Plastic 
in- Agitators are not affected by 
to any type of soap or washing 
re- powder. Are easily kept brand 
ly. new looking! 
A. Easier to handle— ECLIPSE All- 
ng Plastic Agitators are amaz- 
he ingly lightweight and yet ex- 
nd ceedingly durable. 
5 Smarter looking— ECLIPSE All- 
on Plastic Agitators come in per- 
om manent, bright colors—a gay 
ng touch for wash day. 
he 3 More economical — ECLIPSE 
nt LOOK TO ECLIPSE 6 All-PlasticAgitators are noted 
er for long life—save replace- 
dy 
ilo 
«ECLIPSE 
 All-Plestic Agitetors 
ECLIPSE MOULDED PRODUCTS COMPANY 

ts : & on These Leading Makes Plastics Division of General American Transportation Corporation 
of Home Washers 
as _ 5162 NORTH 32nd STREET, MILWAUKEE 9, WISCONSIN 
MAYTAG 
he BATAVIA NORGE 
ry Common THOR 
D0 ZENITH 
he 
es 
u- 
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Union Electric Sponsors 
Electric Cooking Campaign 


Every street car and bus, 13 news- 
papers, and daily radio programs have 
been carrying the message of “Flame- 
less Electric Cooking” sponsored by 
Union Electric to consumers of St. 
Louis, Mo., in a widespread campaign 
to pre-sell electric cooking and electri- 
cal living before a great volume of 
appliances actually reaches the market. 

In a recently printed portfolio Union 
Electric has described the campaign 
for dealers and pointed out ways in 
which their own sales stories can be 
tied in. The campaign was started 
in February and is expected to run 
through May. 


Production Resumed 
at Gibson Plant 


Production was resumed in various 
departments of Gibson Refrigerator 
Co., Greenville, Mich., on April 1 and 
2. Most Gibson departments have been 
closed because of shortages of sheet 
steel, electric motors and castings, and 
by outside strfkes which curtailed or 
shut off supplies or essential parts. 

Electric range production at Belding 
has been continued as per schedule 
right through the shutdown period, 
along with maintenance work and 
some forming of metal parts for refrig- 
erators at the Greenville plant, accord- 
ing to E. J. Byrne of the sales promo- 
tion department. 


Dealers’ Headaches’ 
Still Long and Strong 


Just in case you haven't yet thrown 
away your rose colored glasses, this 
item from the Midland Messenger of 
the Midland Electric Co., Cleveland, 
may eclipse your optimism: 


Looking Ahead 


As we are about to move into 
the second quarter of 1946 we have 
no other choice but to face the 
sober fact that things are not “fried 
in butter” in the electrical appli- 
ance industry. 

From so many different sources 
we find so many reasons for the 
continued delay in production, that 
it is quite evident we will have to 
revise our estimates once more in 
the matter of deliveries all the way 
down the line from the manufac- 
turer to the retail customer. 

We learn that right now the 
actual supply of raw copper is 
lower than it has been since 1938, 
and we also know that it takes 
months and months after you start 
to dig copper before it can show 
up in the form of finished goods. 

There are many who wonder just 
how permanent are the so-called 
agreements between labor and man- 
agement. How long will it be be- 
fore that whole matter is popped 
right back into our laps? 

We don’t pretend to know all the 
answers, but of one thing we are 
certain—when . production does 
come, as it certainly will some day, 
it will behoove every aggressive 
dealer to be ready to do a more 
intelligent merchandising job than 
he ever did before. Then, as al- 
ways, quality will be the most im- 
portant single factor in any good 
merchandising job. 
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F YOU are interested in larger sales, protected 
I profits and better service to your Customers, you 
can’t afford to miss this opportunity. Ingraham’s 
new SENTINEL line will bring you: 


@ A complete high quality line of pop- 
ular-priced Pocket Watches, Wrist 
Watches, Spring Wound and Electric 
Clocks. 


@ Pre-tested, fast selling designs for every 
important consumer market. 


© Consumer advertising, extensive and 
aggressive, and point of sales support. 


@ Protected profits under Fair Trade 
Agreements in all states having Fair 
Trade laws. 


The Shepherd Dog selected as 
the SENTINEL trademark, like the 
merchandise he represents, is a 
Grand Champion. 


THE E. INGRAHAM COMPANY 


Bristol, Connecticut 
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Here’s the FIRST Member 
of the New Ingraham Family! 


It Has All These 


Sales Features 


@ Smartly designed, die 
cast silver plated case. 


@ Silver finished metal dial, 
clear, easily read numerals. 


© Pleasant voiced ‘“One- 
Two-Three” alarm. 


© Self-starting motor, com- 
pletely sealed in oil for 
quiet long life. 


LYRIC 


Model No. SA-14 
Retail $3.95 
' (exclusive of excise 
and sales taxes) 
Present Supply Limited 
OTHERS ARE COMING! 
WATCH FOR THEM! 
ESTABLISHED 1831 AM 
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Trilmont Wins Lewis 
& Conger Safety Award 


The Trilmont Products Co., Phila- 
delphia manufacturing concern, was 
the recipient of the first prize in Lewis 
and Conger’s first Annual Home 
Safety Award contest for the Tril- 
mont Safety Heater, selected by the 
judges as the “most outstanding appli- 
ance to promote greater safety in the 
home, produced during the year 1945.” 

Other companies which received 
honorable mentions at the April pre- 
sentation in New York’s Sherry- 
Netherland were the Kler-Vue Knife 
Rack Co., New York; the Mason Rub- 
ber Co., New York; and the Asso- 
ciated Projects Co., Columbus, Ohio, 
which produced Luminite, a lighting 
switch plate. 


‘ 


Accepts Plaque 


David M. Trilling, president of the 
firm which received the award, ac- 
cepted a large bronze plaque on behalf 
of the company, and outlined the plans 
of his company to supplement the 
Lewis and Conger campaign promoting 
the distribution of the prize winning 
heater. Entrants were judged, ac- 
cording to chief judge Julien Elfen- 
bein, editor of House Furnishing 
Review, on “real effectiveness in pre- 
venting a common cause of accident 


in the home . . . simplicity in its use 
or application . . . and reasonable 
price.” 


The winner, the Trilmont heater, 
employs the “black heat” principle 
which utilizes non-glowing coils. 
Insulating materials in the heater are 
located in the “cool zone”, so that 
there is no danger of deterioration 
and resultant shock. 


Lear Sales Office 
Moves to.Grand Rapids 


Thg sales office of the Lear home 
radio division, formerly located in the 
Furniture Mart in Chicago, has been 
moved to Grand Rapids, Mich., the 
company’s executive and manufactur- 
ing headquarters. “The move has 
been made,” said Nate Hast, divisional 
mefchandise manager, “to keep all of 
our promotional activities in one place. 
With my merchandising office in 
Grand Rapids, I can work more closely 
yon the design, advertising, and other 
activities. 

Mr. Hast, in speaking of the firm’s 
disibution policy, said, “In order to 
make distribution as equitable as pos- 
sible, and also to let each distributor 
know where he stands, we will notify 
each distributor on the first of the 
month what his quota of Lear home 
radios will be for the month after that. 
In this way, he can coordinate his sales 
efforts with ours in the right direction 

at the right time.” Mr. Hast 
stated that he believed this system 
would overcome the weaknesses of the 
quota policy. 


Schick Production 
Forging Ahead 


‘ 


Schick electric shaver salesmen and 
representatives from all parts of the 
country and Canada met in their first 
post-war sales session at Westport, 
Conn., April 29-May 2. Paul H. Hill, 
Schick’s general sales manager, an- 
nounced that production is going ahea 
at a satisfying pace, although it stil 
falls far short of meeting shaver needs.. 
Mr. Hill emphasized the need for in- 
tensive selling to insure good business 
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Fon a Winner... 
KEEP YOUR EYES 


CADILLAC 


2-SPEED 
CONTROL 


is just one of the out- 
standing features of both 


tor-driven brush model. 


VACUUM CLEANERS 
CLEMENTS MFG. CO. 


6666 S. NARRAGANSETT AVENUE 
CHICAGO 38, ILLINOIS 


MANUFACTURER OF 
CYLINDER AND MOTOR-DRIVEN BRUSH MODELS 


the cylinder type and mo- - 


BENDIX CONFEREES: A recent two-day conference on production problems and 
outlooks was attended in Baltimore by Bendix Radio district managers. They heard 
general sales manager L. C. Truesdell present new luxury radio-phonographs, distri- 
bution manager Jack Dalton bore into the details of field operations, and advertis- 
ing manager Earl L. Hadley present advertising schedules. 


FCC Survey Sees 21 Million 
Radios Produced in 1946 


Biggest Pre-war Total 13 Million; 
Present Figure 700,000 Monthly 


Despite the low monthly radio pro- 
duction figures for 1946 to date, as re- 
ported by the CPA, total radio pro- 
duction for the year will, according 
to a recent Federal Communications 
Commission survey of 85 manufactur- 
ers, exceed 21 million sets of all types. 

The CPA reported radio production 
for February as 700,000 sets. To reach 
the figure set by the FCC it will be 
necessary to produce a monthly aver- 
age of approximately 1,750,000 units. 


17 Million AM Sets 


radio producing companies which were 
not included in the report may have 
such plans, but it is believed in some 
quarters that the FCC does not favor 
double FM bands. 


Add up to—Doubt 


Reports from the industry itself 
indicate that the FCC figures compose 
too large a dose of optimism to be 
taken all at once. The production con- 
stipation to date has shown little 
promise of breaking loose to a total 
of 21,000,000 units. Approximately 
13,000,000 sets were produced in the 
best pre-war year and most estimates 
for 1946, even assuming prompt and 
complete price relief, do not exceed 
15,000,000 sets. 

Individual manufacturers’ reports 
given in the FCC survey included one 
who stated plans to produce 500 sets 
with AM and television combined for 
channels 1 to 13 inclusive. One also 
reported intentions to make 500 sets 
with FM and television band only. 
Still another planned 4,000 television 
sets for channels 1 to 6 only. A fourth 
manufacturer indicated that he would 
produce 10,000 AM-television band 
sets for channels 1 to 6 only. Five 
manufacturers planned to make 21,250 
miscellaneous sets. Four manufac- 
turers planned to produce 47,000 FM 
adaptors while three said they would 
make 37,000 FM converters. 


Manufacturers, themselves, accord- 
ing to the survey, think it possible to 
more than double present quotas. 
Seventy-six of the manufacturers re- 
ported that they would produce 
16,736,862 AM band sets, 79.2 percent 
of the total of 21,129,760 predicted 
radios. 

Unspecified types of radios were re- 
ported as second ih volume with 
2,481,300 estimated, 11.7 percent of 
the total. Seven of the responding 85 
manufacturers listed this category. 

Production of AM-FM sets was 
third with an estimate of 1,689,750, or 
8 percent. Forty-one manufacturers 
indicated that they would produce this 
type of set. 


And 2 Million Radios with FM 


The eight manufacturers who re- 
ported production of FM radios only 
estimated production at 86,286, or 4/10 
of 1 percent. Thirteen manufacturers 
indicated intentions to produce 44,706 
sets with television band only, amount- 
ing to 2/10 of 1 percent. Fourteen 
producers planned to make 54,606 sets 
with AM-FM and television bands. 

Total production of FM radios* was 
estimated at 1,800,000. Significantly, 
the FCC gave no figures on the pro- 
duction of sets incorporating both the 
high and low FM bands, although at Co., toaster manufacturers, and Abels 
least one manufacturer plans to pro- Wasserberg Co., makers of lamps and 
duce such sets in quantity. The four _ gifts. 


Export Managers 
Add New Clients 


The Reethof-Fischmann Corp., 51 
Madison Ave., N. Y., an export man- 
agement firm, has announced the addi- 
tion of the following manufacturers 
to its list of clients: Camfield Mfg. 
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DEEPFREEZE DIVISION ° 


oth these men were Presidents 


you know them 


You know Abe Lincoln at a glance. His picture has 
been made familiar by repetition millions of times. 


Millard Fillmore was a good man, too, but only a 
few would recognize him. 


If you were a schoolteacher, which one of these presi- 
dents would you prefer to “‘sell’’ to your class? 


The answer is obvious. It’s Lincoln, of course. 


There are ‘“‘Fillmores’”’ and ‘‘Lincolns”’ in every field of 
business. This is particularly true of the home freezer 
market today. 


Deepfreeze is the greatest name in home freezers. It’s 


TRADE-MARK REG. U.S. PAT. OFF 


MOTOR PRODUCTS 


ELECTRICAL MERCHANDISING—MAY I, 1946 


CORPORATION ° 


the talked-about home freezer. It’s the home freezer 
easiest for you to sell because it’s the best known. 
Millions are familiar with it. 


Deepfreeze is an exclusive, fully protected brand name. 
It is registered in the U. S. Patent Office. 


The name Deepfreeze can only be used by dealers 
selling the one and only Deepfreeze home freezer, 
made only by the Deepfreeze Division of the Motor 
Products Corporation. 


Make the name DEEPFREEZE work for you. 


A 


MODEL B9-46 


NORTH CHICAGO, 
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VERY SOON NOW 


Electromaster ranges 
will be rolling off the 
line at the big new 
Electromaster plant 
in Mt. Clemens, Mich. 


ee 
FOR THE BEST IN COOKING — C lectricily « FOR THE BEST IN 


BANQUET 


Electromasters perform didn’t just happen. It 
evolved. For nearly two decades Electromaster has 
been pioneering cooking improvements which have 
gained industry-wide recognition. ‘‘Illustrious 
ancestors’? and thousands of enthusiastic owners 
stand back of the two 19146 Electromaster models— 
the luxurious Banquet and the compact, efficient 
Space Saver. 
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OPA Hits Out at 
NRDGA Horror Show 


Paul A. Porter, administrator of the 
OPA, lashed out at the Nations! Re. 
tail Dry Goods Association recently 
with a pamphlet refuting the claim; 
of the “Horror Exhibit” presen‘ed py 
that organization in both the Senate 
and House office buildings in W Ling. 
ton and exploited before the Smit} 
Committee of the House and |efore 
the Senate Small Business Comittee 

Purpose of the NRDGA exhibit was 
to show maladministration by the OPA 
by showing goods in contrast—good 
quality merchandise which, it was 
claimed, could no longer be produced 
by established manufacturers, 
shoddy merchandise alleged to }y 
made and sold at high, OPA approved 
prices, by new manufacturers 


Iron Price Explained 


Most of Mr. Porter’s refutation deals 
with articles of clothing, but one ap- 
pliance, an electric iron, comes in for 
its share of attention. According to 
the pamphlet, NRDGA claimed tha: 
the OPA pinned a price of $3 on 
irons made by new manufacturers 
while holding old manufacturers to 3 
price which did not permit production 
OPA’s argument: “We gave the man- 
ufacturer of the ‘good’ electric iron 
Nelson Manufacturing Co. of Cleve- 
land, Ohio, a 40% price increase in 
January, 1945. It did not lead it tu 
go back into production on that iror 
However, firm is producing 25,000 
irons a month, for which it gets $1.57 
and consumer pays $2.70. 

“The new manufacturer, Bayshore 
Electric Co. of Bayshore, L. I., New 
York, was given the $3 price on a 
slightly different iron from that shown 
in display; but the $3 price was to 
high—an OPA error.” 


Trav-Ler Announces 
Change In Name 


Joe Friedman, president of Trav-Ler 
Karenola Radio and Television Corp 
Chicago, has announced a change i 
the company’s name Travy-Ler 
Radio Corp. The change is in line 
Mr. Friedman stated, with Trav-Ler’s 
program of streamlining and unifying 
the company’s entire organizational 
setup, and will conform with the name 
of the new West Coast Trav-Ler plant, 
known as the Trav-Ler Radio Corp 
of California. 


British Dealers Get 
Competition from 
Town Council 


American radio retailers who 
think their lot a tough one “ain't 
seen nothin’ yet,” in the opinion o! 
dealers serving the suburban Lon- 
don borough of Fulham. The bor 
ough’s town council is now consid- 
ering going into the radio busines 
itself, in competition with private 
dealers. A neighboring chamber o! 
commerce, aroused by the threat t 
all private retailers, who are “th 
heaviest-taxed people in the cour 
try.” has passed a strong protest 
against the proposal. The chamber’ 
next step was to send its protest ta 
the two members of Parliament fo 
the area—who are both Socialists 
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STROMBERG: Even emphatically well-mated souls, 
May have different reasons to want the same goals. 


You may sell the wife on the basis of beauty, 
But he wants reception, not mere tutti-frutti. 


If you are in business for more than your health, 
Then appeal to both sexes, and wallow in wealth. 


How to accomplish this dual appeal? 


Ask Stromberg Carlson, theyll gladly reveal— 


The American Magazine double-exposes 
Their ads to both sexes, it’s under both noses. 


Double exposure, the singular buy, 


DOUBLE-EXPOSES 
ELECTRICAL ADS 
TO BOTH SEXES 


— 
Makes certain both sexes will give you the (cS 


THE CROWELL-COLLIER PUBLISHING COMPANY, 250 PARK AVENUE, NEW YORK 17, N. Y. 
PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIER'S, AND WOMAN'S HOME COMPANION 
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THE IRON THAT REVOLUTIONIZES IRONING 


Here’s the “inside story”: All-aluminum 
construction. Sound engineering in a 
steam iron calls for the use throughout 
of one metal in contact with moisture, 
thus reducing electrolysis and corrosive 
action. No moving parts touched by 
water. Fool-proof mechanism through- 
out. Simplicity of design and of service. 
In Model B-300 entire sole plate easily 
removed for repair and servicing. 


Front steam dome—Exclusive feature, 
originated by Steam-O-Matic, permits 
standing iron on heel while steam es- 
capes from steam vents in toe of iron. 


Steam pipe — Rust 
Corrosion pr 


Cover gasket of high heat re 
sisting impregnated asbestos. 


Baffle to prevent water from 


Aluminum wool—This aluminum’ 
wool is chemically treated to resist cor- 
rosion. It prevents water from splashing 
, a through filler cap when refilling 
hot iron with cold water—an exclu- 
sive Steam-O-Matic safety feature. 


through aluminum 


sole plate—Rust proof 
— Corrosion proof. 


THE ORIGINAL FULLY AUTOMATIC STEAM IRON 


PAGE 


First and Finest 


126 


FIRST fully automatic steam iron... 


FIRST steam iron embodying features 
GUARANTEEING ABSOLUTE SAFETY... 


FIRST thermostatically controlled domestic steam iron... 
The unquestioned leader in quality and performance. 


WAVERLY TOOL COMPANY 


EXECUTIVE OFFICES: 115 FRELINGHUYSEN AVE, NEWARK 5, N.J. - FACTORY AND SERVICE: SANDUSKY, OHIO 
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Screw for quick re- Sole plate cast of Asbestos pressure Sealed nichrome Thermostat permits heat adjustment Bottom 
moval of sole plate special aluminum plate to give uniform heating element spe- for type of fabric whether iron of water 
in Model B-300, re- al to produce a compression over en- cially wound to give is used i or steaming. container. 
designed for fast, hard plate with great tire surface of heat- sole plate uniform 

econom service- heat conductivity. ing element. heat distribution. 


Use as a steam 


iron...Wwith water 


Use as a dry iron...without water 


SALES REPRESENTATIVES: 


MARTIN CARLSTEIN & ASSOCIATES 
1150 Broadway, New York City 


WALTER C. NYE 
1492 Merchandise Mart, Chicago 54, Illinois 


ED. T. LOCKE 
520 Hazel Bldg., 9th & Main Streets 
Cincinnati 2, Ohio 


OWEN WEBB 
110 Summer St., Boston, Mass. 


JULES J. DREYFUSS 
46 S. W. First St., Miami 32, Florida 


McDONALD & SHAW 
Show Room and Offices 
Southland Hotel, Dallas, Texas 
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504 Kansas City Mdse. Mart, 22nd & Grand, 


F.P. McMORROW 
459-B Hippodrome Annex, 
Cleveland, Ohio 


L. S. GERSHON 


Kansas City, Mo. 
LEO UNGAR 
310 No. 11th St., St. Louis, Missouri 


NYPENNO SALES COMPANY 
508 Chestnut St., Pittsburgh, Pa. 


FRED C.wooD 
Western Merchandise Mart, 
San Francisco 3, Calif. 
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Beauty 
ELECTRIC IRON 


The THERMOSCOPE registers, in terms of fabrics, the 
operating temperature of the ironing-surface ....a glance at 
the dial and you know when the iron is operating at the 
proper heat for the work at hand. 


The control lever provides the means for easy adjustment 
of the thermostat to the required heat... and because of the 
sensitivity of the thermostat to temperature changes the heat 
is maintained constant at the chosen setting. 


Its advanced features, efficiency and dependability .. . all 
combine to make American Beauty the choice of discrimin- 
ating users of electric irons everywhere. 


AMERICAN ELECTRICAL HEATER COMPANY 
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A FAR CRY FROM CASEY: The epic of Casey Jones’ at the throttle might never 
have been written if trains in his day were equipped with radios such as the one 
being tested here by Williams J. Patterson, ICC commissioner, at the recent demon- 


stration staged by Farnsworth and Ford. 


Farnsworth Demonstrates 
Railroad Radio to 150 


One hundred and fifty railroad exec- 
utives and communications engineers 
from throughout the country witnessed 
a major demonstration of a railroad 
radio communications system devel- 
oped by the Farnsworth Television 
& Radio Corporation at Detroit, Mich- 
igan, recently. 

The event was sponsored by the 
Detroit, Toledo and Ironton Railroad 
Company, in association with the Ford 
Motor Company and the Farnsworth 
Corporation. It was the largest demon- 
stration of its kind yet to be con- 
ducted in the railroad radio field, ac- 
cording to participants. 

The demonstration took place in the 
Flat Rock yards of the DT&I and 
over the Ford Motor Company Rouge 
plant railway system. The three-day 
demonstration, according to the visit- 
ing railroad operators and newspaper 
and magazine editors in aftendance, 
was a highly successful culmination 
of a series of engineering and opera- 
tional tests of the system conducted 
during the month of March. 

The event was held primarily to 
demonstrate the use of very-high-fre- 
quency FM radio, incorporating a 
satellite technique, in maintaining 
train-to-train,  train-to-fixed-station, 
fixed-station-to-fixed-station, and in- 
tra-train communications. Application 
of this system on a large scale, it was 
pointed out, can provide important 
main-line radio communications facili- 
ties as well as enable yardmasters 
and dispatchers in concentrated indus- 
trial railroad areas to maintain con- 
tact with all operating locomotives and 
train crews. 


Cleveland Dealers See 
New Iron Fireman Lines 


More than 1,000 Iron Fireman 
Manufacturing Co. dealers gathered 
last month for a three day sales con- 
vention at Cleveland’s Hotel Statler to 
see the new lines of furnaces and boil- 
ers unveiled by the stoker manufac- 
turing concern. 

Iron Fireman’s expansion into the 
heating field was announced by T. H. 
Banfield, president. “During our first 
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23 years we concentrated on the manu- 
facture of coal stokers to become the 
world’s largest manufacturer of 
stokers,” He said. “Now, in addition, 
we have the new vortex and gun-type 
oil burners, self-firing coal and oil 
winter air conditioner furnaces, and 
self-firing coal and oil burners.” 

The company’s sales office and larg- 
est factory are in Cleveland and the 
home office is in Portland, Oregon. 


Long Heads New 
Kenosha Ass'n 


The Kenosha Appliance Sales and 
Service Association has been organized 
in Kenosha, Wis., with H. J. Long of 
Long Refrigerator Sales & Service Co. 
as its first president. The 17 charter 
members have adopted a rigid code of 
business ethics to guard against trade 
abuses. 


"We'll Wait, Thanks,” 
Say Appliance Prospects 


If there are any dealers who still 
harbor delusions that there are 
quick and easy profits to be made 
from an allegedly appliance hungry 
public, a glance at figures compiled 
from a recent survey by the Bureau 
of Radio and Electrical Appli- 
ances of San Diego County, Cali- 
fornia, might alter their views. 

Out of San Diego’s 430,000 popu- 
lation, 34.2 percent of the families 
plan early purchases of electrical 
appliances. Of these, 53.6 percent 
will be buying for the first time and 
46.4 percent will be replacing worn- 
out appliances. But—and here’s the 
rub—only 17.4 percent of those in- 
tending to make original purchases 
said that they would buy the first 
make available on the market. The 
other 80.4 percent stood solidly on 
a determination to wait until con- 
ditions permitted a choice of make, 
model, and features. Of the deter- 
mined-to-wait group 47 percent al- 
ready prefer a definite make, 13.1 
percent believe that future appli- 
ances will contain better material, 
and 7.6 percent prefer to wait for 
new features. 
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Cleaner Group Offers Plan 
For Price Control Removal 


The Vacuum Cleaner Manufactur- 
ers’ Association has announced unani- 
mous approval of plans designed “to 


speed the reappearance in the retail 
market of all war-halted consumer 
durable goods.” The proposal, pre- 


sented by Thomas F. Kelly (Hoover), 
chairman of the Association’s national 
affairs committee, is that OPA price 
controls be discontinued on any prod- 
uct in the consumer durable goods field 
as soun as more of it is manufactured 
on a monthly basis for two months in 
succession than was produced on a 
monthly average in 1941. 

“It is impossible for suppliers to 
produce parts and material at their 
present production costs and at present 
ceiling prices,” said an Association 
statement. “Similar price relief is fully 
as essential in the retailing of both 
vacuuin cleaners and repair parts.” 
The statement further asserted that 
production would be trebled with the 
removal of all present handicaps. to 
volume production. 


No Excess of Dealers 
Seen in San Diego 


Considerable publicity was given to 
the fact that about 400 individuals plan- 
ned or hoped to enter the field as elec- 
trical dealers in San Diego, Cal. For 
one reason or another, many of them 
seem to have been deterred from taking 
the step. The present number of major 
appliance dealers in the county, new 
and old, is about 450, as compared with 
250 in pre-war days. According to J. 
Clark Chamberlain, secretary-manager 
of the Bureau of Radio and Electrical 
Appliances of San Diego County, “We 
probably have too many dealers in 
some localities (and certainly too 
many during this appliance famine 
period) but it is interesting to note 
that we still have fewer than most 
areas, on a population basis. . . . Dis- 
counting all military, we still have 
nearly 1,000 persons per dealer in 
this territory.” 


“New Firm to Manufacture 


Cord Sets and Wiring Devices 


Lester Haft, formerly treasurer and 
general manager of the C. D. Wood 
Electric Co., has announced the forma- 
tion of a new firm, Haft & Sons, Inc., 
located at 79 Third St., Brookln, N. Y. 
The firm will specialize in the manu- 
facture of Cord sets and electrical wir- 
ing devices. Mr. Haft will be joined 
in the enterprise by his sons Alexander 
and Marshall, both recently discharged 
from military service. 


Dallas Outlaws 
Gyp Appliances 


A new electrical code has been put 
into effect in Dallas, Texas, to combat 
the sale of inferior electrical appli- 
ances. Under the code the sale of 
equipment not approved by the city’s 
chief electrical inspector is prohibited. 

Electrical appliance stores have been 
notified to get rid of unapproved equip- 
ment and city inspectors will soon be- 
gin checking. 

The code automatically provides for 
approval of electrical equipment which 
has been OK’d by Underwriters Lab- 
oratories, Inc. 
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The Progressive 
UNION PACIFIC RAILROAD 


HOpportu nity 


for Industry 


The western territory served by Union 
Pacific is rich in countless raw materials 
required by industry; has power and 
other necessary facilities; has a high 
type of native-born labor. Here lies the 
opportunity for industry to build and 
expand. 


Among the principal industrial tracts 
owned or served by Union Pacific are 
those located in, or near by, the follow- 
ing cities: 


Omaha, Neb. 
Council Bluffs, lowa 
St. Joseph, Mo. 
Kansas City, 
Mo.-Kans. 
(Fairfax District) 
Denver, Colo. 


Salt Lake City, Utah 


Ogden, Utah 
Portland, Oregon 
Seattle, Wash. 
Tacoma, Wash. 
Spokane, Wash. 
Los Angeles, Cal. 
Long Beach, Cal. 


UNION 
PACIFIC 


As the map shows, all these cities are 
located on the main lines of the Union 


Pacific Railroad. 


The circles on the map indicate 500- 
mile distribution areas. In normal times, 
Union Pacific operates a fast, merchan- 
dise freight (L. C. L.) service within 
these short-haul areas, with door-to-door 
pick up and delivery service. 


These industrial properties are improved 
and occupied by many diversified man- 
ufacturing and commercial enterprises. 
Necessary utilities are available and 
each tract is served by adequate indus- 
trial trackage. Whenever required, addi- 
tional trackage can be provided. 


You are cordially invited to write W. H. 
HULSIZER, General Manager of Prop- 
erties, Union Pacific Railroad, Omaha 2, 
Nebraska, regarding industrial districts 
in territory served by Union Pacific. 


be Specific ~ 


say Union Pacific 


The Strategie Middle Route 
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It’s an old story, because Victron’s been building fan motors 


for 20 years ru and today they're better than ever. 
Sturdy “AXGS) Dependable Eh) and so quiet you won't 


remember they're running. 


But that design is NEW DI> so are the colors CF 
blended by eminent artists and designers to harmonize 


beautifully in any setting. 


Show them early—ahead of the season 


Set your store as fan headquarters, just expose them and 


they'll sell. 


There’s a model for everybody et so write now. <<0 


ESK AND PEDESTAL 


FANS =VICTRON AIR CIRCULATORS —VICTRON EXHAUST 
PORTABLE IRONERS~VICTRON F.H.P. MOTORS 


ELECTRIC 


INCORPORATED 
Cincinnati 9, Ohio 


“HENRY, YOU SIMPLY MUST hw THOSE 
PEOPLE UPSTAIRS TO GET LEA 
THAT'S NOT QUITE SO POWERFUL” 


No Chain Store Tax 
for Texas Utilities 


The Texas Supreme Court has up- 
held the fight of electric and gas utili- 
ties in that state to avoid chain store 
taxes on their appliance stores oper- 
ated in towns of less than 3,000 popu- 
lation. 

Comptroller George H. Sheppard had 
tried to collect $16,753 from the South- 
western Gas and Electric Co. under 
a chain store tax law passed by the 
legislature in 1941. The attorney gen- 
eral had advised Sheppard that the 
exemption for utilities in small towns 
was unconstitutional. 

The law was amended in 1945 to 
exempt from the store tax units of gas 
and electric utilities in towns of 3,000 
or smaller if the retail sale of appli- 
ances did not represent more than 25 
percent of the company’s total income 
from the community. 

Sheppard estimated that $375,000 in 
potential state taxes will be lost by 
the Southwestern case decision. 


Housewares Club Members 
Take E.E.I, Sales Training 


Members of the Kansas City, 
Missouri, Housewares Club viewed 
the first two in a series of films on 
sales training produced by the Edison 
Electric Institute and the National 
Electrical Wholesalers Association at 
a dinner meeting on April 5. 


Appliance Shortages 
Hamper Education 


The electrical industry is not 
alone in its unhappiness over the 
appliance shortage. Even the mills 
of education have been slowed, as 
witness the plight of the University 
of Missouri. The school offers 
courses in electrical engineering, 
some portions of which depend on 
practical work with actual appli- 
ances. So acute is the shortage = 
there that an appeal has been made 
to faculty members and townspeople 
to loan their appliances for a few 
weeks to the electrical engineering 
laboratories—if they are not using - 
them at present. The hitch would 
seem to be that if people have ’em 
these days, they’re sure going to 
be using ‘em. 
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tional advertising. Built for three dimensional cleaning with 13 


FIVE FAMOUS FEATURES! 
EXCLUSIVE ‘“TATTLE-TALE” LIGHT— Red light flashes when dirt bag 
needs emptying. 
EXCLUSIVE THREAD-PICKING NOZZLE Designed to permit use of 
much more powerful suction—cannot drag or seal. 
GERM TRAP FILTER —Thoroughly cleans and purifies the air. 


NIVERSAL’S Clean-Air Cleaner is America’s leading Tank 
Type Vacuum Cleaner and it’s backed by large scale na- 


attachments —Clean-Air is the dealers’ first choice for sales 
appeal. For beauty of design and perfection of performance, it’s 


Clean-Air—the Universal Vacuum Cleaner that sells on sight. 


HANDY TOE SWITCH—Motor responds to gentle touch of toe on switch 
—eliminates stooping. 
13 ATTACHMENTS & STORAGE KIT—New kit hangs or stands in closet. 


Universal Electrical Appliances distributed in Canada exclusively by Northern Electric Company, Ltd. 


* NEW BRITAIN, CONN. 


LEADERSHIP THAT BUILDS YOUR DEALERSHIP! 
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Lots of folks in your neighborhood 
who want to buy or need service on 
household appliances, office or in- 
dustrial equipment are always turn- 
ing to the familiar ‘yellow pages’ of 
the Classified section of the Tele- 
phone Directory. 

There they get quick answers to 
such important questions as: Who’s 
the local dealer?” “Where’s an au- 
thorized serviceman?” 

This useful and informative book 
is popular with buyers all over 
town. Here are some reasons why 


it has won such wide popularity — 

The Classified contains just the 
kind of buying information that 
people need when they are ready 
to buy. 

The Classified is easy to use— 
people know from experience that 
they can find the dealers who are 
listed under trade marks of the 
products or services they handle. 

Careful buyers in your 
neighborhood have made 
a habit of “looking it up” 
in the Classified. 


Noma Purchases 


Oxford Tartak Radio 


Another expansion move was made 
recently by the Noma Electric Corp, 
with the purchase of the Oxford Tar. 
tak Radio Corp., Chicago, IIl., maker 
of radio speakers, from which it has 
formed the Oxford Radio Corp. as 4 
wholly-owned subsidiary. 

John A. Proctor, recently a colone! 
in the AAF, and formerly president of 
Noma Electric Co., Ltd., of Canada, 
and assistant to Noma president Henrj 
Sadacca, has been elected president oj 
the new Noma unit. Vice-president 
and general manager is Robert Adams. 
former general manager of both Ox- 
ford Taitak and Cinaudagraph Speak- 
ers, Inc., and, earlier, works manager 
for Aireon Mfg. Corp. Joseph P 
Wharon has been named treasurer and 
David E. Davis holds the position of 
secretary and assistant treasurer. 


To Increase Production 


| In announcing the acquisition, presi- 
| dent Sadacca stated that Oxford's 
| manufacturing facilities will be con- 
siderably enlarged and improved “to 
accommodate several times the former 
production.” Orders for radio speak- 
ers held by Oxford Tartak will be 
filled by Oxford Radio Corp. and sales 
will continue to be made to radio 
manufacturers. 

Mr. Proctor, Oxford’s new presi- 
dent, is widely known as an inventor, 
engineer and manufacturing executive 
At one time he was chairman of the 
board of Noma. Electric Co., Ltd, 
London, president of the Polarized 
Products Co., president of the Wire- 
less Specialty Apparatus Co., Boston, 
and president of RCA Victor Co. of 
Massachusetts. Prior to his joining 
Noma in 1938 he was with the General 
Electric Radio Division as assistant 
to president Charles E. Wilson. 


Roanoke Association 
Formed in Virginia 


Thirty-five electrical appliance deal- 
ers of Roanoke, Va., met recently in 
the Patrick Henry Hotel and formed 
the Roanoke Electrical Appliances 
| Dealers Association. Lloyd Engleby 

of Engleby Electric Co. was elected 

president and Otto Goode, Electrical 

Service Corp., was elected vice-presi- 

dent. Clarence Milton of Morgan- 
Eubank Furniture Corp. was named 
secretary-treasurer. 


“HE'S AN INDEPENDENT A 
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TOO INDEPENDENT IF YOU ASK ME 
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CHOICE 


the aisle the Atlantic City 
Housewares 12-17- Booth 384 
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PLAN TO SEE Regina Products First! 
Auditorium, Exhibit Booth 384 


HE REGINA CORPORATION RAHWAY, NEW. W JERSEY 
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See Your Distributor 
w, Different, Comprehen “ 

by Factory- lnstrue 

Distributor Specialists 

e selling technique 


ht through soun 


charts, dem- 
ons 


A complet 
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onstfé tions, prs 


of day-to-day problems 


American Kitchens’ 
Superiority 
Locating Prospects 


Planning ANY 
Kitchen 


Selling and Closing 


Installation 


Follow-UP - 
every customer © 


salesman 


American Central Manufacturing 
Corporation 
Connersville, ind. 


YAY, Marks Every Session 


of the New ow Kitchens Dealers’ School! 


SELL THE FINEST... Merchandised for the Volume Market 
Li 


Made Easy aa 
Enjoyable - 
and profitable! 


Instruction 
sful Sales : 
ver in This Field 


Representatives of leading distributors in session at Factory School 


NOW TRAINING THOUSANDS FOR PEAK REWARDS 
IN THE GREAT, GROWING BUSINESS AHEAD 


American Kitchens have established a unique, 
scientific, easily grasped and remembered 
sales-training program that makes kitchen 
planning simple . . . makes your salesmen 
competent advisors under any home condi- 
tions . . . leads definitely to closing. 


This outstanding new selling technique 
enables any man, regardless of previous appli- 
ance experience or business experience, to cash 
in readily on this largest market in the kitchen 
equipment field. 


HOW TO PLAN A KITCHEN .. . how 
to sell the finest . . . are covered from every 


MAY |, 


angle through practical problems and demon- 
strations, explanations in illustrated charts, 
dramatized selling, sound slidefilms, chalk 
talks, question sessions and open discussion. 


It's money in your pocket to learn more 
about this training. Do it now while time 
permits. Prepare yourself to assure your 
share of the bigger profits ahead. 


Make it a point to see now the American 
Kitchens Distributor in your territory for 
full sensational details—yours for the asking. 
Right now, while you're waiting for the 
starting gun... GET READY! 


Aor. 


* Sinks On § 
e Unit 


* Cabinets 
* Dishwasher ora 
* Disposal Kitchen 
* Home Freezer Complete — 
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MAYTAG Freezer 
The Maytag Co., Newton, lowa 


Model: 6TD 6 cu. ft. home freezer. 


Selling Features: Holds 300 Ibs. meat 
or 180 Ibs. fruit and vegetables; 
operating temperature Zero degs. F. 
in all climates; white synthetic 
enamel cabinet with stainless steel 
trim is 474 in. long, 29 in. wide 
and 32 in. high; fitted with an acid- 
resisting porcelain enamel table 
top with an adjustable drop-leat 
which can be used as a breakiast o1 
dinette unit; convenient defrosting 
pan on top of unit so that heat from 
compressor speeds defrosting of 
foods; counter-balanced lid stays in 
position when up; rounded corners 
on inside cabinet provides sanitation 
and ease of cleaning; stainless steel, 
rust proof breaker strip remains 
frost free; double gasket on lid: 
piano-type hinge operates floating 
self-sealing lid; hermetically sealed 
compressor; 4 h.p. motor; fan cooled 
condenser; 43 in. semi-rigid type 
spun glass insulation around sides, 
and 4 in. semirigid and board insu- 
lation on the bottom 

[‘lectrical Merchandising, May 1, 1946 


MONITOR Range 


Monitor Equipment Corp., 110 E. 42nd 
St., New York, N. Y. 


Model: ELRA-1, range. 


Selling Features: Sealed-in-steel, 
flat-coil, 5-heat surface units—two 6- 
in. units have wattages from 73 
watts simmer to 1250 high; 8-in. 
super heat unit ranges from 125 sim- 
mer to 2100 watts high; 6-qt. Vita- 
miser cooker, 1200 watts high, 75 
watts simmer, has 4-position adjust- 
able trivet ; twin-unit oven with posi- 
tive-action automatic thermostat, 
10-position racks, removable vent 
grill and no-glare side wall illumi- 


nation has a 2500-watt top unit for 
broiling and quick pre-heating, plus 
a 2000-watt bottom unit; special 
warming compartment with sepa- 
rate 250-watt element; 3-signal 
lights tell what is “on” and “off.” 
All white porcelain enamel finish 
with trim of white Plaskon and 
chromium. 
Electrical 
1946. 
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AUTOMATIC Washer 


Automatic Washer Co., Newton, lowa 


Model: 451 AP. 

Selling Features: Equipped with drain 
pump-—the same ¢ h.p. motor which 
operates washer and wringer also 
operates sturdy pump—with motor 
running pump automatically empties 
tub in approximately 2) to 3 min.; 
white seamless porcelain tub; rubber 
rim on lid seals in heat, protects 
edges of tub and lid; “Chamberlain” 
streamlined white baked enamel 
wringer overated by silent gears; 3- 
high vane aluminum agitator makes 
iths turn then reverses 560 times each 
min.—washes a few pieces or a tub- 
ful; “Stokes” patented ball-bearing 
transmission; 5-moving parts oper- 
ate submerged in special lubricant; 
never needs oiling; welded steel 
chassis; embossed steel supports 
welded to heavy gauge steel skirt. 
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STACOR Table Stove 


Standard Pressing Machine Corp., 
163 Newport St., Brooklyn 12, N. Y. 


Device: Stacor table stove. 

Selling Features: 2-heat, 1320 watts, 
ac. 110-120 volts; Nichrome ele- 
ments protected by aluminum plates ; 
wiring enclosed; fully ventilated. 
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WESTINGHOUSE Range 


Westinghouse Electric Corp., Electric 


Appliance Div., Mansfield, O. 


Model: Champion D-65-46. 
Selling Features: 


Equipped with 
three 5-heat Corox surface units 
one 8-in. diam., and two 6-in, diam., 
with flush fit chromium ring design; 
a deep-well economy cooker and 
large True-Temp oven; three large, 
easy gliding drawers provide space 
for utensils; in addition to an ac- 
curate hydraulic thermostat, an elec- 
tric timer which makes oven cooking 
completely automatic is available; 
platform light illuminates cooking 
surface; Tel-A-Glance switch knobs 
on back panel are a new feature; 
white porcelain enamel with chrom- 
ium plated trim and built-to-floor-de- 
sign; measures 38x24{x418 in. 
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SUNBEAM Shavemaster 


Sunbeam Corp., 5600 W. Roosevelt Rd., 
Chicago, 


Device: Sunbeam Shavemaster. 


Selling Features: Oval head, shaped 


to fit every contour of the face; 
2/1000’s of an inch, thin screened 
comb picks up beard for swift shav- 
ing; close network of holes allows 
whiskers to enter freely no matter 
how tough, keeping skin out; hol- 
low-ground oscillating cutter speeds 
over-and-back in half-cire’2 oscilla- 
tions within comb; brush-type, series 
wound, Universal a.c.-d.c. motor; 
precision-built commutator ; lifetime 
carbon brushes; armature and field 
coil; self-aligning bronze bearing; 
on-and-off switch. 

Electrical Merchandising, May 1, 
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APPLIANCE 


TUTT Toaster 


The Tutt Co., 4107 Willys Parkway, 
Box 54 Toledo, O. 


Device: Deluxe Tutt toaster de- 


signed and styled by George W. 
Walker, Detroit. 


Selling Features: 4-slice toaster; has 


split door—one section for toasting, 
the other a warming oven; the 
toaster is set for the degree of 
browness desired, and when finished 
toast is automatically kicked into 
warming oven where it is kept warm 
until ready to use; made of steel with 
special finish outside and satin inte- 
rior finish; reddish purple plastic 
trim. 
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MONITOR Lawn Mower 


Monitor Equipment Corp., 110 E. 42nd St., 
New York, N. Y. 


Device: Model No. PL-1 electric lawn 
mower, 

Selling Features: Vree-wheeling lawn 
mower equipped with 1/3 h.p. 1725 
rpm motor cuts clean against side 
obstruction; cuts a full 17 in. wide 
swath, rapid rotation of blades chops 
grass into fine mulch eliminating 
necessity of raking; easily adjusted 
to any length cut; operated by toe 
control cycling type switch in back 
of motor hood; heat-treated spring 
steel cutting blades tempered to 
withstand heavy shock and severe 
bends; special shaft takeoff for ac- 
cessory tools such as buffers, floor 
sanders, waxers and polishers; ac- 
cessory tools available at additional 
cost. 
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GIBSON Freezer 
Gibson Refrigerator Co., Greenville, Mich. 


Model: HF-616 upright freezer with 
swing-back door 

Selling Features 5 individual, full- 
width Freezer Shelf compartments 
each with a pull down, crystal-glass, 
shelf-type door and each completely 
independent of the other four; each 
compartment is capable of processing 
foodstuffs; net capacity 6.5 cu. ft.; 
four freezing compartments are 64 
in. high, 228 in. wide, 14 in. deep; 
one compartment is 128x224x14 in. 
four Freezer Shelves with extra 
freezing plate for intensified freez- 
ing 
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UNITE-A-LITE Fluorescent 
Moe-Bridges Corp., Sheboygan, Wis. 


Device: Unite-a-Lite packaged, port- 
able fluorescent units gives fluid 
end-to-end lighting in a line. 
Selling Features: Designed to bring 
fluorescent home lighting out of the 
custom-made into the ready-made 
category; equipped with a plug con- 
nection on one end and a plug recep- 
tacle in the other; ready to hang— 
back channel section (base unit) 
provided with openings so that it 
can be mounted on wall with com 
mon picture hook, permitting easy 
dismounting for moving unit to an- 
other location; a selection of decor- 
ative shields and reflectors which 
are attachable are furnished as ac- 
cessories—no new or special fixed 
outlets need be installed. Units can 
be added to obtain any length of 
lighting desired, a connector and 
starting box turns corners 
Electrical Merchandising, May 1. 1946 


AUTOMESTIC Iron 


Automestic Sales Co., Inc., 2834 University 
Ave., S. E. Minneapolis, Minn. 
Model: Automesti No 10. 

Selling Features: New type soleplate 
with extra large ironing suriace; 
special aluminum alloy for even heat 
distribution; beveled edges; im- 
proved heating element; adjustable 
heat control for all fabrics; 115 volts, 
1000 watts, a.c. only; weighs 4 Ibs. 
8 oz. permanently attached cord; 
“grip-formed” plastic handle. 


Electrical Merchandising, May 1, 
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EMERSON-ELECTRIC Heater 


The Emerson Electric Mfg. Co., 
St. Louis, Mo. 


Device Emerson-Electric portable 
combination radiant and fan-type 
heater. 

Selling Features: Weighs only 11 Ibs.; 
capacity 4275 btu per hr.; fan forces 
150 cfm over heating surfaces; 4 
heating elements glow in front of 
concave, chromiumplated, radiant 
heat reflectors; adjustable mounting 
for tilting up or down within arc of 
40 degs. at touch of finger; baked 
dark walnut wrinkle enamel with 
chromium trim; snap-on guard per- 
mits easy access for cleaning re- 
flectors; equipped with quiet-type, 8- 
in. fan with slow-speed rubber- 
mounted motor; convenient carrying 
handle. 
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MONITOR Cleaners 


Monitor Equipment Corp., 110 E. 42nd 
St., New York, N. Y. 


Models: Tank type model TAC-1, 
floor model FLCA-3. 

Selling Features: Tank model equip- 
ped with 4 hp. ac.-dc., 25 cycle, 
dynamically balanced motor; ap- 
proxmately 500 watts; heavy duty, 
reinforced flexible suction hose, 7 ft. 
long nozzle designed to apply full- 


| 


a 


est suction power, flexible connec- 
tions; lifetime adjustable carpet 
brush; streamlined tank mounted on 
easy-slide runners, rubber-guarded 
nozzle; 1l-piece aluminum housing 
covered with blue leatherette. 
Accessories include 3 nickel plated 
extension tubes; rug tool; floor and 
wall brush; upholstery tool; crevice 
tool, dusting brush and sprayer. 
Floor model equipped with 2? h.p. 
motor, 12,500 rpm’s; 1-piece 8-blade 
aluminum suction fan; handle locks 
in 3-positions; light turns on when 
cleaner operates, lighting up dark 
corners; light grey rubber bumper; 
blue metallic color; 9-piece attach- 
ment set; 360 watts. 


Electrical Merchandising, May 1, 
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ARTIC-TEMP Freezers 


Artic-Temp Mfg. Co., Los Angeles, Calif. 
Device: Artic-Temp Sub-Zero reach- 


in freezers. 


Selling Features: Stainless steel cabi- 


net inside and out has capacity of 
20 cu. ft.; holds more than 1000 Ibs. 
frozen food; with exception of ad- 
justable lower shelf, each shelf has 
direct conduction built-in copper 
coils; smooth plate shelves can be 
scraped clean without defrosting; 
degree selection is by finger-tip con- 
trol; equipped signal light for added 
food protection and an Economizer ; 
56 in. high, 46 in. wide; 28 in. deep; 
wall thickness 5 in. packed with the 
new Dow Cheniical Co. “Styro- 
foam.” 
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TUTT Coffee Maker 


The Tutt Co., 4107 Willys Parkway, 
Box 54 Toledo, O. 


Device: Tutt Deluxe vacuum type 


coffee maker designed and styled by 
George W. Walker, Detroit. 


Selling Features: Completely auto- 


matic ; 8-cup capacity; available with 
creamer and sugar bowl; copper and 
chrome finish with plastic trim. 


Electrical Merchandising, May 1, 
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EDWARDS Door Chimes 
Edwards & Co., Norwalk, Conn. 


Model: Empress Eugenie bracket- 
shelf door chime. 

Selling Features: Designed by Lu- 
relle Guild, this bracket-shelf en- 
closes a beautifully-toned Edwards 
door chime; carved antique white 
Sylvite, the shelf serves an orna- 
mental purpose, holding plant, knick- 
knack or clock; suitable for hall, 
living room, or den; sounds an har- 
monious 2-note melody for front 
entrance and single peal for rear; 
operates on standard-quality door- 
bell transformer or battery. 
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PRINCESS Broiler 


Newark Appliance Corp., Inc., 
92 So. Sixth St., Newark, N. J. 


Device: Princess broiler. 

Selling Features: Shape and size per- 
mits cooking steaks, roasts and other 
foods without distortion, trimming 
or waste; especially designed broil- 
ing unit gives heat to entire grill; 
heat resistant plastic handles at each 
end of top and bottom sections for 


safe handling; 4 feather touch legs 
designed with airflow cooling flutes 
on each section; built-in heat dial; 
hi-low heat control; specially de- 
signed shockproof insulating inserts ; 
nickel finished perma-welded 1-piece 
grill; vents to permit escaping steam 
and uniform air circulation. 
Electrical Merchandising, May 1, 1946 


v 
HYDRO-AIRE Wall Heater 


Hydro-Aire Inc., Home Appliance Div., 
626 N. Robertson Bivd., Los Angeles, 
Collif. 


Device: Radiant wall heater. 
Selling Features: Enclosed in heavy 


steel casing; will fit flush with wall; 
twin heating elements of Nichrome; 


polished reflector; aluminum or 
chromeplated grill; 1500 watts; 120 
volts, a.c.; weighs 7 lbs. 4 oz. 
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THE ODDS 
ARE STILL 


Arter World War I, no less than 886 different 
brands of radio sets were offered to the public. 

By 1940, no less than 742—83.7 per cent— 
were discontinued. 

They were orphans. 

Of course, no one— dealer or customer— wants 
a prospective orphan, but the odds are still 6 tol 
that the average buyer will choose just such a set. 

One way you can be sure of good will and good 
business—not just for the moment, but for years 
to come—is to sell a radio line that you know 
won't become an orphan. 

Stewart-Warner is such a radio, and has been 
for 22 years. The world-famous $50,000,000 


Stewart-Warner institution guarantees it. 


Stewart-Warner Table Radio- phonograph —a 
triumph of advancement in radio and record re- 
production! Tamper-proof record changer, plays 
up to 12 records. Tone you'd expect only in a 
big console. And 4 screw-in-type legs this 
model into the consolette. 


1946 


TONE 


... 80 faithful you can distinguish every instrument, 
understand each word, hear music in its true dimen- 
sions, picture-clear. A revelation in radio-listening 
pleasure! An exclusive Stewart-Warner feature. 


Sonic 


THESE GREAT FEATURES MEAN 
THE BEST FOR YOU 


Radair Antenna—actually repels annoying 


static; brings in even the weakest signals. 


Signal Sentry —bars the hum and sizzle, helps 
bring in the most distant stations. 


Selectivity and Sensitivity—now 60 per cent 


improved over prewar models. 


Strobo-Sonic Tone—living-room perform- 


ance with concert-hall reality. Exclusive! 


MORE THAN EVER, YOU CAN DEPEND ON 


Stewart - Warner 
phone 


CHICAGO 14 


X 


WARNER 
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ELECTRIZ4Z APPLIANCE 


steam stops instantly; automatic 
thermostat marked for rayon, silk, 
wool, cotton, linen and suitings heat 
range from 250 to 490 degs.; light- 
weight—weighs 44 Ibs. empty, 4} 
Ibs. full; 1000 watts, ac. only; 
aluminum with heat-resisting plas- 
tic handle. 


Electrical Merchandising, May 1, 1946 


MONITOR Washer 


Monitor Equipment Corp., 110 E. 42nd 
St., New York, N. Y. 


Device: Model WAE-2 standard de- 
luxe washer. 

Selling Features: 8 \b. porcelain tub; 
new type wringer with jumbo rollers 
and safety trip; 4-vane agitator, 
easy and gentle on clothes; square, 
modern design top becomes counter 
or work surface when not in use; 
finger-tip controls in front, easil 
accessible; pump available for $10 


extra. OASIS Water Cooler 
ee will YOU be ready to sell them? Electrical Merchandising, May 1, 1946 Oosis Cooler Div., The Ebco Mfg. Co., 


Columbus, O. 


Model: OP-10 hermetically sealed unit 


° No wonder Rheem's ‘Farm Elec- with air-cooled condenser. 
tric’ is popular. No piping needed . . . can't run dry because water Selling Features: For use in offices, 
stores, schools, hospitals, etc. ; ¢apac- 

on't flow if reservoir is empty . . . easily converted to pressure ity 10 GPH: storage 5 ats; 110 
type heater . . . operates on house current . . . holds temperature volts, 50-60 cycle, single phase, a. c. 
automatically . . . hoards heat with heavy insulation. only ; 433 in. high, 15% in. wide, 154 


in. deep. 


GIVES INSTANT HOT WATER IN... Electrical Merchandising, May 1, 1946 


DAIRIES —for washing udders before 
milking; for cleaning milkers, pails, 
cans. No pipes to freeze. 


MONITOR Ironer 


Monitor Equipment Corp., 110 E. 42nd 
St., New York, N. Y. 

Model: PORI-1. 

Selling Features: 22 in. roll, 5} in. 
diam.; 1200 watt element, 214 in. 
long, 4 in. wide; Bimetal thermostat 
mounted on shoe ranges from 180 to 
500 degs. F.; pilot light in thermo- 

stat knob; stop switch mounted in 

WASH HOUSES—for big farm wash- base; hand and knee lever control. 

ings Generous 12-gallon storage plus Electrical Merchandising, May 1, 1946 

fast-heating element provides ample 


water, piping hot. 


FARM HOUSES—for cooking, clean- 


ing, dishwashing; for shampoos, 
shaves, baths. Just plug it in. 


MISTICAIRE Humidifier 


Modern Equipment Co., 458 Beardsley 
Ave., Bloomfield, N. J. 


SMALL GARAGES AND STATIONS— 


gives welcome hot water for removing 


grease and grime. Always ready at Device: ‘“Misticaire” humidifier. 
just-right temperature. Selling Features: Method of vaporiz- 
? \\ ing water creates high vapor pres- 
Write to Rheem today for full details. A sure for rapid circulation of humidi 


Address 570 Lexington Ave., New York 22, New York fied air and produces a mist so fine 


it passes through a sheet of news- 


paper, the manufacturers claim: 

MONITOR Iron self-contained unit; with or without 

RHEEM... making houses into homes | Monitor Equipment Corp., 110 E. 42nd stand ; receptacle is filled with water. 
| St., New York, N. Y. plugs into any outlet ; _ automatic 

shut-off on vaporizing unit operates 

| Mode!: STEI-1 combination steam when water is gone; easy to fill; 


and dry iron. protective screen over evaporating 


Selling Features: A flick of the finger unit; protective finishes retain 
turns iron from steam to dry iron: original beauty indefinitely; addi- . 
water reservoir holds about 4 pt. tional features which can be incor- 
water—delivers steam in 75 seconds porated into unit are a humidstat and 
and steams only when in a horizon- an automatic water control. 
| tal position, when placed on end Electrical Merchandising, May 1, 1946 
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IS BACKED BY 


Customers judge their dealers by reliability of 
the products they sell. 4x. backs up its 
reputation of more than a third of a century for 
making quality products with the @u4x 15- 
year Rebuild Policy Guarantee. @n4x is the 
only manufacturer of washers and ironers to 


ELECTRICAL MERCHANDISING—MAY |, 1946 


THIS LIBERAL GUARANTEE 


make this guarantee. This policy assures satis- 
fied customers, for it gives meaning to Qx4ox 
claims of reliable and superior service. Inves- 
tigate the profit possibilities in adding 

Washers and Ironers to your line. 
Just write: 


ine 
tic 
« te Conlon Corporation - 1824 So. 52nd Ave. + Chicago 50, Ill. ~ 


FLAMENOL 


ELECT APPLIANCE) 


NEW PRODUCTS 


AR-15 home, farm and commer- 
cial model has total of 15 cu. ft 
capacity—24 cu. ft. quick freeze 
storage compartment 12) cu. ft. 
capacity; quick freeze compartment 
should be held at approximately 


_ EVANS Oil-Burning Water 
Heater 


Evans Products Co., 
15310 Fullerton Ave., Detroit, Mich. 


burner with a recovery capacity of 
50 gal. per hr. for a 60 deg. rise with 
a maximum recovery capacity of 31 


ieater. 4 hep. 
Selling Features: Uses Allen type and farm 
FOR DISTINCTIVE APPEARANCE 


model with total capacity of 22 cu. 
ft.; storage compartment 194 cu. ft.; 
4 h.p. motor. 


TROUBLE-FREE SERVICE 


gals. per hr. for a 100 deg. rise; uses Electrical Merchandising, May 1, 194% 
No. 1 and No. 2 fuel oil; finished in v 
baked white enamel with black trim 
and uses rock wool and dead air 
space as insulation. 

Electrical Merchandising, May 1, 1946 


Appliance and portable lamp manufacturers are using Flamenol | 
cords to add a distinctive touch of beauty and utility to their | 
products. Appliances equipped with Flamenol cords stand out and 

the good looks and smooth, richly-colored finish of the cords are | 


immediately obvious. 


But here are some additional advantages of the G-E cords that 
deserve your and the customer’s attention: 


Plugs are frequently dropped 
on the floor and people step on 
them, That won't bother the 
Flamenol Cord Sets, They can | 
take it—in fact, they’re darn 
near indestructible, 


Cords are yanked. That doesn’t 


PRAK-T-KAL Food Warmer 
Practical Electrie Products, Inc., 
330 E. 148th St., New York City 


No 301-W baby bottle and 


food warmer. 
Selling Features: 


THERMAC Iron 


MacArthur Products, Inc., Indian Orchard 


Device: 
| Aluminum chamber 

| 


: and base; holds any standard bab 
hurt Flamenol cords either. The Mills, Springfield, Mass. bottle; Bakelite ars handle ; 113 
cord and plug are molded to- Device: “Thermac” iron. volts, 200 watts. 
gether in one piece, so the Selling Features: “Cantilever Bal- Electrical Merchandising May 1, 
“vanker” doesn’t put any strain ance” gives increased pressure at toe, 1946 
on the soldered connections. reducing muscle tension while iron- v 


ing; gives even distribution of direct 
| heat by newly designed enlarged ele- 
ment; “fit-the-hand” plastic handle ; 
cast iron soleplate, operates on 1000 


watts, 115 volts, a.c.; weighs only 
3% Ibs. 
Cords get wet, are exposed to the oun, Electrical Merchandising, May 1, 
and come in contact with oil or acid. 1946 
None of these usually harmful factors v 


will affect Flamenol cords adversely, AMERICAN Freezer 
American Refrigerator & Machine Inc., 
2836 Colfax So., Minneapolis, Minn. 


Models: AR-8, AR-15 and AR-22 
freezers designed for dual purpose 
freezing. 

Selling Features: AR-8, home freezer 
model has 8 cu. ft. total capacity— 
54 cu. ft. for storing foods previ- 
ously frozen and 24 cu. ft. in quick 
freeze compartment. motor, 
110-220 a.c., single phase 60 cycle; 
5 in. approved insulation on bottom, 
sides and top; doors equipped with 
moulded rubber gasket; white ba! 
enamel finish; thermostatic ¢gontr 
temperature in storage compartment 
can be set for from minus 10 to plus 
10 degs. F 


These are points you can bring home to the customer. And you 
can conclude your message about Flamenol cords with the state- 


ment that THEY WILL LAST WITH THE LIFE OF THE 
APPLIANCE. 


SUNROC Water Cooler 
Sunroc Refrigeration Co., Glen Riddle, Pa. 


Model: “Little Giant” water cooler. 


Selling Features: Especially designed 
for installations where drinking wa- 
ter requirements are limited ; capac- 
ity 5-gal. per hr. without precooling; Wri 
available with hermetically sealed or 
conventional unit. 


Electrical Merchandising, May 1, 1946 


Section Q564-28, Appliance and Merchandise Depart- 
ment, General Electric Company, Bridgeport, Conn. 
*Reg. U.S. Pat. Off. 
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Watch Presteline advertising in leading magazines 


and newspapers! Presteline is being featured in 
one of the largest national advertising campaigns 


in the history of the electric range industry! 


Write for name of nearest distributor 


NO OTHER ELECTRIC RANGE 
OFFERS ALL THESE 21 
PRESTELINE FEATURES 


FEATURES—new, better, practical features 
to save time, work and money—are the 
modern woman's yardstick when it comes to 
"Which Electric Range Shall | Buy?” . . . 
Feature for feature Presteline out-ranges 
competition! 


e A choice of three distinctively dif- 
ferent top arrangements 

¢ The BIGGEST oven capacity—9 
rack positions 

e Automatic inside-oven light 

e Automatic oven temperature con- 
trol 

Thermostatically - controlled oven 
reheating 

with adjustable 3- 
r0sition rack 

e The BIGGEST pot and pan stor- 
age compartment completely dust- 

@ Handy rack for kitchen utensils 

@ Additional storage drawer for uten- 
sils 

@ Seven-heat top-range cooking units 
and deep-well unit 

@ Fluorescent top-range lamp 

e Recessed instrument panel 

e All-welded steel construction 

e “Pig-tail” wiring connection 

e@ Handy automatic appliance outlet 

e Automatic Deep-Well cooker 

e Streamlined design 

@ Recessed toe space 

e Easy-clean white porcelain enamel 
finish 

@ One-piece sanitary top for “one- 
wipe cleaning” 

@ Full 40-inch length 


PRESSED STEEL CAR COMPANY, INC, 
DOMESTIC APPLIANCE DIVISION 
666 LAKE SHORE DRIVE, CHICAGO 11, ILLINOIS 
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BEAUTIFUL 


NEW APPLIANCES 


mMAkE A TOP=-LINE 
DEALERSHIP THE HIGH-ROAD 
TO SALES AND PROFITS, 


OL 


APPLIANCES 


TENNESSEE VALLEY 
ASSOCIATED MARKETERS 


GAMBILL BUILDING, NASHVILLE, TENNESSEE 


ELECTRI 


APPLIANCE 


NEW PRODUCTS—NON-ELECTRIC 


KAREN KOOKER 


Koons-Beeber Associates, 2 W. 50th 
St., New York, N. Y. 


Device: Karen Dial-O-Matic Kooker 
pressure cooker. 

Selling Features: 44 qt. pressure 
cooker of heavy cast, stain-resistant 
aluminum alloy polished to high 
finish; “Dial-O-Matic” pressure 
control attached to cover with 5 
pressure levels for more efficient 
operation plus automatic safety re- 
lease; Flik-O-Rist opening permits 
opening right on stove without cool- 
ing; may be used for small-batch 
home canning—holds 3 pint jars at 
a time; equipped with cooking rack, 
instruction and recipe booklet. 

Electrical Merchandising, May 1, 
1946 


PLASTICOID Iron-Aid 


Clarvan Corp., 712 W. Michigan St., 
Milwaukee, Wis. 


Device: Iron-Aid constructed — of 
special laminated metal foil—Alum- 
oloid; when placed between ironing 
board cover and pad, streamlines 
ironing, saves time, labor, elec- 
tricity. 

Selling Features: Alumoloid retains 
and radiates heat—provides double 
ironing surface—heat from iron 
above plus radiant heat from 
Iron-Aid below; repels water, hast- 
ening drying process; fire-proof— 
prevents a fire if hot iron is left on 
board, by keeping it from reaching 
pad, the manufacturer claims: fits 
any ironing board. 

Electrical Merchandising, May 1, 1946 


PLASTICOID Appliance 
Covers 


Clarvan Corp., 712 W. Michigan St., 
Milwaukee, Wis. 


Device: Transparent plastic covers 
for mixers, washing machines, 
toasters and roasters. 

Selling Features: Water-proof, grease- 


proof, stain-proof, mildew-provi and 
age-proof; contains no rubber and 
is odorless; bound with stain-prooj 
plastic binding and sewn with Nylo; 
thread; washer cever fits all round 
washing machines; toaster cover fits 
all standard automatic toasters and 
roaster cover fits square and oval 


models. 
Electrical Merchandising, May |, 194 


WEBB Slingabouts 


Webb Mfg. Co., 2918 N. 4th St. 
Philadelphia, Pa. 


Device: Heavily padded, flannel lined 
water repellant canvas jackets tailor 
made to fit appliances. 

Selling Features: Furnished wit! 
canvas belting sling straps with non- 
slip double ring fasteners and con- 
venient handholds for carrying ap- 
pliances on and off trucks, throug! 
narrow doors and protecting mirror 
finishes against scratching or stain- 
ing; made to fit refrigerators, water 
heaters, ranges, ironers, dishwasher: 
diswasher-sinks and clothes washers 
of various leading manufacturers 

Electrical Merchandising, May 1, |°+ 
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MONITOR Sweeper 


Monitor Equipment Corp., 
Riverdale-on-Hudson, N. Y. 
Device: 
Selling Features: Brush, in front ot 
sweeper, turns in same _ direction 
whether you push or pull—sweeping 
inward into dust-bin; knee-action 
wheels automatically adjust to any 
carpet; dust-bin is flanged in front 
to hold dirt in and locks in place 
when handle is down, comes out 
compietely for emptying; rubber 
guard and low height gets around 
and under furniture; special handle 
stops—one vertical and one hor!- 
zontal; 2-tone enamel finish in 4 
choice of oyster white with red, 
black, blue or green, weighs 6 lbs 
4 oz. with handle. 
Electrical Merchandising, May 1, 
1946. 


Monitor carpet sweeper. 
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The CLARIONETTE (Made! 
CIOS) World's mest compact 


The SARATOGA (Mode 


C101) Table 
combination wit 


“Audibel Rating” is 

as much an expression 

of CLARION policy as 

it is a sensational new 
development in electronic 
radio features. It is a war- 
ranty of “pre-proved” per- 
formance. 

By assuming this new 
measure of responsibility to 
the consumer, CLARION man- 
agemeat marks a new era in the 
relationship between factory, 
marketing organization, and the 
public, 

“Audibel Rating” expresses 
the spirit of the CLARION manv- 
facturing policy which covers 15 
fundamentals. 

This declaration, soon to be 
released, typifies today’s trend 
toward more cordial human re- 
lations in business. Watch for it. 


WARWICK 
MANUFACTURING CORP. 


4640 W. Warrison St. Chicege 44, 


1 
\8 

ae - 
aw ween ya? w 


8 GREAT 
CLARION FEATURES 


© New postwar FM circuit. 


® Touch-button electric motor 
tuning. 


© New low impedence Super- 
Interceptor Antenna. 


New Iso-Tron ‘climate pro- 
tected” coils. 


® Large Alnico No. 5 speaker 
magnet. 


© 3-Dimensional ‘‘magna- 


Jam-proof, rapid cycle av- 
fomatic record changer. 
Cl Latest full-floating, high 
arion fidelity record-saving 
Transducer, with perma- 
nent needle. 
AMERICA'S FIRST RAD 4 
nt 0 AUDIBEL RATED 
e YEARS OF PROVED PERFORMANCE 
) tb 
SINGH 
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hand-thilore 


House & Garden believes that music is one 
of the high notes of good living. As part of its 
1946 editorial program, the April issue de- 
votes four pages to new radios and radio- 
phonographs. A new feature, “Turntable,” 
presents a carefully selected list of top record- 


ings each month. House & Garden readers are 


© 1946, THE CONDE NAST PUBLICATIONS INC. 


a hand-tailored market for quality products. 
They want the finest radios, cabinets and re- 
cordings. They want and can afford to pay for 
quality. Put YOUR NAME before this enter- 
ing-wedge market which turns to House & 
Garden before it buys. Tune in on this influ- 
ential audience that swings popular demand. 


House Garden 


sells America’s entering-wedge market 
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NEW RADIO PRODUCTS 


BELMONT Television Receiver 


Belmont Radio Corp. Div., Raytheon 
Mfg. Co., 5921 W. Dickens Ave., 
Chicago, 


Device: Belmont television receiver 

Selling Features: Employs improved 
7 in. picture tube which permits easy 
viewing in average size room during 
daylight hours; compact—144 in. x 
21 in. x 16 in.; light weight; easy to 
operate—2 tuning bands cover entire 
spectrum of assigned television chan- 
nels, making it possible to view all 
stations; consumes no more power 
than average radio; 20 Raytheon 
tubes are all standard merchandise; 
new design magnet speaker. 

Availability: Delivery expected to 
start in July. 

Electrical Merchandising, May 1, 1946 


SKY-WEIGHT Record Player 


Continental Electronics, Ltd., 
81 Pine St., New York, N. Y. 


Model: No. 81 portable, lightweight 
record player. 

Selling Features: Weighs under 10 
Ibs.; leather-bound luggage case 
with twin-safety locks and key, 
reinforced case and leather carrying 
handle; plays 10 and 12 in. records; 
full range tone and volume controls; 
crystal pickup; Alnico V. speaker; 
quiet Ballentine motor; speaker 
grille is not exposed; uses any stand- 
ard needles ; 54x114x15} in. wide. 

Electrical Merchandising, May 1, 1946 


v 
ZENITH Record Changer 


Zenith Radio Corp., 
6001 W. Dickens Ave., Chicago, Ill. 


Device: Zenith automatic Intermix 
Silent-Speed record changer to be 
featured on new Zenith combinations. 

Selling Features: 10- and = 12-in. 
records can be placed on spindle at 
once; built-in automatic pilot ad- 
justs tone arm as each record drops 
into playing position; has only 1 
spindle—easy to load and unload; 
new type motor, 80% more powerful ; 
changes records in less than 34 secs. : 
radionically controlled to eliminate 
drag; remote control button rejects 
records on turntable when desired 
and starts and stops mechanism. 

Electrical Merchandising, May 1, 1946 
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Sounds like the Professor PERSON 
to Mrs. Kay Kyser! 


Olympic’s ‘TRU-BASE’ makes the wives 


radio stars your star salesmen! 


Every month in America’s leading national magazines, 
the wives of high-rating radio stars tell readers why 
they choose Olympic over all other radios. They tell of 
their first thrill at hearing their husbands’ voices and 
music reproduced with the in-the-room fidelity. Theirs 
is the most convincing testimony any radio could have. 
Testimony featured only in Olympic advertising. 

In June and July, it’s lovely Georgia Carroll (Mrs. 
Kay Kyser). She feels that listening to Olympic’s ‘tru- 
base’ is like listening to the Professor in person! That 
statement will reach an audience of over 19 million 
readers. It will get attention. It will create belief in 
Olympic. It will build Olympic consumer demand — 
for you! 

And ‘tru-base’ lives up to that promise! For ‘tru-base’ 


gives even moderately priced table models the glorious 
tones of the costliest consoles. 


You, yourself, know that consumers will want, and 
are entitled to. the electronic advances developed during 
the war. These advances, when used, make a startling 
difference in fidelity of radio reception. Olympic bas 


ELECTRICAL MERCHANDISING—MAY 1, 


1946 


these advances in ‘tru-base’. Your customers will appre- 
ciate the advantages of Olympic’s exclusive electronic 
development the moment they hear it compared with 
other radios. 


And that’s not all! Beauty of design is combined with 
this beauty of tone. Olympic Radios are fine furniture. 
Handsomely modern, not fussily “modernistic”, 
Olympic cabinets are styled by a famous designer in 
rare-grained hardwoods and lustrous plastics. 


Millions of Americans are learning the dramatic 
‘tru-base’ story. Millions of American families will 
want Olympic table radios, radio-phonograph combi- 
nations, portables! 


Radio 


The only radio with ‘Tru-Base’ 


Olympic Division, Hamilton Radio Corporation, New York, N.Y. 
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Your best customers know and 


People 
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prefer Post-advertised lines 


When a manufacturer asks you to “watch for our 
ads in the Post,” he’s calling your attention to the 
best kind of local support. 


For advertisements in the Post reach your best cus- 
tomers—the leaders, who are first to buy the new 
and better things. 


And advertisements in the Post get attention. For 
people like to read ads in the Post—far more than 
in any other magazine. 


when they see the POST 


ic ELECTRICAL MERCHANDISING—MAY |, 1946 PAGE 147 


IN THE IN-THE INTHE IN THE THE IN THE 
WATCH WATCH WATCH WATCH WATCH WATCH / 
FOR OUR ADS FOR OUR ADS FOR OUR ADS FOR OUR ADS FOR OUR ADS FOR OUR ADS 
IN THE IN THE THE IN THE THE INTHE 
SATURDAY EVENING SATURDAY EVENING SATURDAY EVENING SATURDAY EVENING SATURDAY EVENING SATURDAY . EVENING f 
‘WATCH WATCH 
WATCH WATCH 
FOR OUR ADS FOR OUR ADS ' ; 
IN THE IN THE 
Po Si Po ‘ 
WATCH WATCH WATCH WATCH - WATCH WATCH 3 
THE IN THE IN THE IN THE IN THE 
SATURDAY EVENING SATURDAY EVENING SATURDAY EVENING SATURDAY EVENING EVENING oo . 
POST POST POST POST POST POS 


MERIT-MADE’S | 
DISTRIBUTING | 
ORGANIZATION 


| 
. 


MERIT-MADE’S SOUND SALES POLICY, adhered to from the 
very beginning, is to sell exclusively through distributors, who 
in turn sell to individual retail stores. Our pleasant relations 
with the trade proves the wisdom of this policy. 


MERIT-MADE 


eZ Fup 


TOASTER 


The modern toaster with features 
that make it America’s outstanding 
value 


See us at the Housewares Show—Atlantic City Auditorium 
May 12 through 17—Booth 329-331—Aisle F 
MERIT-MADE, INC. 

MERIT BLDG. 33-37 FRANKLIN ST. BUFFALO 2, N. Y. 


In Canada: Merit-Made, Ltd., Fort Erie, Ontario 


| 
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NEW POSITIONS | 


Borg-Warner Corp. 


C. S. Davis, Jr., son of the presi- 


dent of Borg-Warner Corp., has been 
announced as vice-president and gen- 


Cc. S$. DAVIS, JR. 


eral manager of the Norge-Heat divi- 
sion by Howard E. Blood, president of 
the new division. Mr. Blood also 
announced the appointment of J. W. 
Oswald as sales manager of Norge- 
Heat. 

Mr. Davis joined the firm in 1937 
as a refrigeration test engineer. In 
1939 he was transferred to the Norge 
heating and conditioning division, pre- 
decessor of Norge-Heat, as assistant to 
the manager. He became manager in 
1940. 

Mr. Oswald has been associated with 
the distribution of home heating and 
plumbing equipment and household ap- 
pliances since 1930. He joined Norge 
in 1934 and in 1939 was appointed 
western sales promotion manager. 
From 1941 to 1944 he was director 
of priorities for all divisions of Norge 
and Detroit Gear. In 1944 he became 
assistant sales manager for the latter 
branch and in 1945 was made sales 
manager. 

New refrigeration sales manager for 
the Norge division has been announced 
by M. G. O’Harra, vice-president and 
general sales manager, as W. S. Law. 
recently returned to civilian life from 
the AAF. Mr. Law, who succeeds 
E. R. Bridge, now merchandise man- 
ager, joined Reinhard Bros. Co.,-Inc., 


J. W. OSWALD 


Minneapolis distributors, in 1929. 
From 1935 to 1942 he was sales man- 
ager of that firm’s Norge appliance 
division, 

John W. DeLind, Jr., former export 
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director for the Crosley Corp., has 
been appointed president of Borg. 
Warner International Corp., accord. 
ing to an announcement by C. S. Davis, 
Borg-Warner president. He succeeds 


: 
R. W. Gifford, who becomes chairman 
of the board. Arch Black has been 


named vice-president in charge of ap- 
pliances. 


Farnsworth Television and Radio 
Corp. 


Paul J. Boxell has been appointed Jf 
director of public relations for the §§ 
Farnsworth Television and _ Radio 


Corp., according to president E. A. thy 


PAUL J. BOXELL 


P. BOUCHERON 


Nicholas. Mr. Boxell succeeds Cap- 
tain Pierre Boucheron who has been 
upped to manager of the Farnswort 
broadcast division and radio station 
WGL. 
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Time Subscriber -1-35-G-902000, Architect Otto Woestemeyer, owns this house 

_ ie ef : , in Houston, Texas, selected as one of the recently constructed U.S. homes 
the Bl ' most likely to influence new trends. 

tadio 

A. 


Oo Woestemeyer 


Photo: Ellis Sweatte 


Z, 


THE THINGS YOU MAKE Displayed 
THE SHOW-ROOM HOMES the Nation 


SS 


( F COURSE you want your new appliances to show up first For higher-educated, news-conscious TIME readers are interested in 
where they'll be shown off. And they will—if you sell them the latest and best—from all-electric kitchens, freezing units and air- 
first to people who set the better-living, better-buying standards filtering to new electric irons and electric blankets. And with incomes 
for the nation... . people like the readers of Time. which run consistently more than double the average American family 
ASS . income, they have the means to get what they want. 
Not every TiME home-owner is his own architect, as Mr. Woeste- 

meyer is. But by and large, the 1,300,000 U. S. families who read When you sell Time-families now, you’re winning customers who 
TimE every week live in better-designed, better-built, better- will come back later, for more—will bring with them millions of 
equipped homes—the kind of homes other families in the com- other families who look to their Time-reading friends for example 
munity admire and copy. and advice. 

ap- CE FOR HO! ADVERTISING OFFICE 

=PLA PHILAOELS . 

rth 

ion THE sHOWs 
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NEW POSITIONS 


Baltimore News-Post 


NATIONALLY REPRESENTED BY HEARST ADVERTISING SERVICE 


Nash-Kelvinator Corp. 


Several additions to the Kelvinator 
organization in the New York area to 
facilitate the distribution of appliances 
were announced recently by K. L. 
Saunders, New York manager. 

C. E. Skoglund has been named 
Hartford branch manager and will be 
assisted by district managers John T. 
Mulcahy, Campbell B. Wilson, and 
Leslie B. Moore. Cyril F. Cross will 
be service manager for the area. 

Northern New Jersey operations 
have been placed under the direction 
of Walter R. Gunberg. His assistants 
will be Richard J. Rochford, Wilson 
S. Fowler and Harold Osmun, with 
Peter Oberg acting as service man- 
ager. 

R. B. McPherson has _ been - ap- 
pointed utility representative in the 
New York zone and will supervise 
all of the activities of utility com- 
panies 

C. S. Witherspoon, household sales 
manager, is to be assisted by the fol- 
lowing district managers: Joseph E. 
Blake, Edward A. Tyler, Edward H. 
Small, William V. Carroll, and James 
W. Safford. 

The apartment house and builder 
sales division will be under the man- 
agement of Chester J. Crell, veteran of 
15 years with Kelvinator. Charles F. 
Feehan and John G. Ruf will assist 
him. 

Michael J. Jackson has been named 
manager of sales promotion and sales 
training for the zone. 


Mayfield Returns 


Aiter 40 months in the armed forces, 
William C. Mayfield has rejoined the 
Kelvinator division and has been ap- 
pointed sales engineer in the contract 
sales department, T. A. Farrell, assist 
ant general sales manager, announced 
recently. Mr. Mayfield joined the firm 
in 1936 as commercial district repre- 
sentative in Cincinnati. He became 
commercial district manager in 1940. 

Dr. L. A. Phillip, chief engineer of 
the firm, has been elected vice-presi- 
dent of the corporation in charge of 
engineering, Kelvinator division, presi- 
dent George T. Mason has announced. 
Dr. Phillip became associated with 
Kelvinator in 1927 as director of re- 
search. He became manager of the 
Detroit plant in 1937 and two years 
later became chief engineer. 


llg Ventilating Co. 


Bernie G. Silberstein, manager of 
the Ilg Ventilating Co. office in (in- 
cinnati, Ohio, has been appointed Ojjio 


8. G. SILBERSTEIN 


Valley district manager, according to 
an announcement by P. D. Briggs, 
vice-president and general sales man- 
ager. He has been with Ilg since 1928 


Hurley Machine Division 
Electric Household Utilities Corp. 


John T. Benedict, until recently a 
captain in the AAF, has rejoined the 


J. T. BENEDICT 


sales staff of the Hurley Machine 
Division of Electric Household Utili 
ties Corp. 


Nash-Kelvinator Executives 


Cc. E. SKOGLUND 


MAY |, 


W. R. GUNBERG 


W. C. MAYFIELD 
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In this old cotton press, 
the shaft is a screw travel- 
ing vertically from a nut 
in the upper cross-beam 
and rotated by a sweep 
—"4 manpower.” 


Compact, dependable Delco motors 
provide an efficient ‘power package”’ 
on leading makes of washers, ironers, 
refrigerators, stokers, oil burners, air 
conditioners and other appliances. 
They are engineered to meet the 
particular requirements of torque and 
service ... designed with the full 
benefit of Delco Products’ long expe- 
rience in serving the appliance 
industry. If your products involve a 
turning shaft, specify Delco motors— 
available from % h.p. to 50 h.p. 
Delco Products Division, General 
Motors Corporation, Dayton, Ohio. 


NG 
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AN EXTRA “SALESMAN” 
THAT SHOPPERS KNOW 


Business may be rushing today, but 
far-sighted appliance dealers are still 
far-sig PI 

laying their plans for the tougher com- 

ying 

petition ahead. Theyre going to make 
sure they are ready to take advantage 
manufacturers 


of every sales-feature 


and their suppliers can offer. 


AN OLD FRIEND FOR NEW SALES 


One of these important sales-clinchers 
is the familiar Armeo triangle —the 
longest advertised trademark in iron or 
steel. For 32 years people have seen it 
in advertisements in popular maga- 
zines. Through this advertising they have 
learned that many of the finest porce- 
lain enameled appliances have a special 


metal base of Armco Enameling Iron. 


The American Rolling Mill Company 
Special-Purpose Sheet Steels 


NATIONALLY ADVERTISED FOR OVER THIRTY-TWO YEARS 


152 


Another special-purpose metal, ARMCO 
Galvanized Parnterip Steel, is being 
used by leading manufacturers for im- 
portant parts of their new washing 
machines, laundry dryers, ironers and 
home freezers. Paint lasts several times 


longer on this rust-resisting metal. 


A CONFIDENCE-BUILDER 


People have rightly associated the 
Armco label with quality metal. They 
reason also that stores which sell prod- 
ucts made of these special steels are 
good places to buy. Let the Armco tri- 
angle trademark be an extra “sales- 
man” for you. It’s a trusted name in 
steel. The American Rolling Mill Com- 
pany, 301 Curtis Street, Middletown, O. 


Edison General Electric (Hotpoint 
Appliance Co. 


H. E. Kenitz has been appointed 
manager of manufacturing for the Fdj- 
son General Electric (Hotpoint) Ap- 

pliance Co., according to R. W. Turn- 

bull, president. He has been wit! the 
firm since 1925 as superintendent in 
the plants and later as general superin- 
tendent. 


Weymouth Light & Power Co. 


Arthur AL McKenna has been ap- 
pointed merchandise manager for the 
Weymouth (Mass.) Light & Power 
Co., part of the New England Power 
System. He has been with the utility 
since 1932, starting as a salesman of 
appliances. In 1942 he became assis- 
tant to the superintendent, holding 
that position until his present shift. 


Domestic Sewing Machine Co., 
Inc, 


Dodge Barnum, vice-president in 
charge of sales for the Domestic Sew- 
ing Machine Co., Inc., has announced 
the appointment of Lance E. Hull as 
Pacific district manager and W. H. 
Koehler as Great Lakes district man- 
ager. 

Mr. Hull has been identified with 
sewing machines for 20 vears, engag- 
ing in both retail and wholesale sell- 


L. E. HULL 


W. H. KOEHLER 


ing. Mr. Koehler started in the sew- 
ing machine business 26 years ago as 
a traveling auditor. He later moved 
into traffic and eventually into sales. 
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IMPLER THAN THEY 


DRILLED 


OME intricate ceramic designs machined from 
S steatite seem unbelievably complicated. Ac- 
tually they are simpler than they seem. By incor- 
porating complex design details in extruded, 
pressed or cast basic shapes, American Lava Cor- 
poration frequently has been able to minimize 
the relatively slow and costly machining process. 
Production study may show desirable design alter- 


natives which permit faster deliveries, lower cost. 


\ . Original Award July 27, 1942 
\ Second Award February 13, 1943 
Third Award September 25, 1943 

Fourth Award May 27, 1944 
Fifth Award December 2, 1944 


AMERICAN LAVA CORPORATION 


HATTANOOGA 5S, 


EXTRUDED 


Here in one organization you will find engineer- 
ing vision and practical knowledge of AlSiMag 
technical ceramics, backed by highly versatile 
equipment of our own design. Send us your un- 
usual, intricate, or complicated designs. Perhaps 
we can suggest practical design simplifications 
and streamline manufacture by a combination of 
production facilities and experience available 
from no other source. We like tough jobs. 


AUSIMAG 


TENNESSEE. 


COUNTER-SUNK 
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Inland out Ice Cube Tray 


Inland’s moderately priced, effi- 
cient Magic Finish Tilt Out Ice 
Cube Tray, which combines fast 
freezing with quick release of 
full-sized ice cubes, is an out- 
standing “buy” for automatic re- 
frigerator manufacturers, job- 
bers, dealers and users. 

Two ice cubes at a time or a 
trayful are speedily released 
from this aluminum tray by use 
of the handy Operating Lever, as 
illustrated at right. Tray comes 
either with or without pan lifter. 
This, easy-to-operate, ice cube 
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tray comes in single tray or 
double duty Dessert Tray sizes. 

This Inland Magic Finish Ice 
Cube Tray is first choice as low 
cost original equipment by lead- 
ing automatic refrigerator mak- 
ers as well as for replacement 
sales by dealers. Users find ex- 
treme satisfaction in the conveni- 
ence of its operation. 

For prices and further details 
write to— 


INLAND MANUFACTURING 


DIVISION 
General Motors Corporation ® Dayton, Ohio 


For Two Cubes 


As shown in illustration above it 
is easy to use the Operating Lever 
and get two or more full-sized 
ice cubes from the Inland Tilt Out 
Ice Cube Tray. 


“For A Trayful 


After cubes are loosened the grid 
is lifted vertically and cubes fall 
into the single tray pan—or In- 
land Dessert Ice Cube Tray pan, 
as shown above. 
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Cory Glass Coffee Brewer Co. 


Raymond A. Johnson is the new 
assistant advertising manager 0! the 


R. A. JOHNSON 


Cory Glass Coffee Brewer Co. of Chi- 
cago. Prior to Army service, Mr. 
Johnson was assistant advertising man- 
ager of the Fairbanks-Morse Co. 


. 


Blackstone Washing Machine Co. 


The appointment of Harry W. B. 
Kipe, former employee of American 
Steel and Wire and more recently a 
Naval procurement officer, as district 
sales manager for western Pennsyl- 


HARRY W. B. KIPE 


vania, West Virginia, Ohio, Kentucky, 
and southern Indiana, has been an- 
nounced by the Blackstone Washing 
Machine Co., Jamestown, N. Y. 


Galvin Manufacturing Corp. 


Lt. J. M. Tuttle, recently of the 
U. S. Navy, has been announced as 
regional sales manager for the West 
Coast and mountain territory by the 
Galvin Manufacturing Corp. Lt. 
Tuttle started his career with RCA 
and then spent three years in selling 
with northern California retailers. 
In 1941 he was made advertising man- 
ager for RCA'’s central district, and 
in 1942 he was elected president of 
the RCA-Victor Distributing Corp. 

John Paul Jones has returned to 
his pre-war job of representing Gal- 
vin in the Southern California terri- 
tory. During hostilities he expedited 
frequency crystals for the firm. 
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This, seal is ker 
| 


OR REFUND Ory 


Guaranteed by @ 
Good Housekeeping J 


Nop, DEFECTIVE OR ow 
4S AbvertisED 


Yourve probably seen in your own 
store how often the 


Good Housekeeping Guaranty Seal 


can settle a sale. 


A recent survey by Crossley, famous 
research authority, proves that 

this seal has a tremendous 
influence on women shoppers. 


Merchandise that carries the 
Good Housekeeping Seal can heip 
you win more satisfied customers. 
Women know that this seal is 
given to no one. The product 

that has it, earns it. 


GooD HOUSEKEEPING The Homemakers’ Bureau of Standards « 959 8th Avenue, New York 19, N. Y. 
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Will they love you in December... 


a 
- 


..a$ they do in May? 


Sure—they’re in a rush for 
any merchandise, now. But 
over a period of time, quality 
is going to count for more 
than it ever did. It’s the mer- 
chant who turns down the 
**just-as-good”’ line that’s 
easy to get — quick — who’s 
going to reap the long-pull 
benefits of good will. 

Make your plans with 
KitchenAid — the pioneer 
in the kitchen mixer field — 


afd still the top-quality per- 
former. Little brother of | 
Hobart commercial mixers, 
KitchenAid has reserves of 
power, thoroughness of mix- 
ing action and sturdiness of 
housings yet to be equalled. 

There’s a full line, too— 
2 mixers, 2 coffee mills, and 
a complete range of attach- 
ments. Get the KitchenAid 
story from your distributor, 
or write us for his name. 


HOBART 


\ prooucr 
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The Hobart Manufacturing Co., KitchenAid Division, Troy, Ohio 


NEW POSITIONS 


Radio Corp. of America 


The ele:tion of D. F. Schmit as 
vice-president in charge of the engi- 
neering department of the RCA Victor 
Corp. of America, was announced re- 
cently by David Sarnoff, president. 

Mr. Schmit joined RCA in 1930 as 
manager of research and engineering 
in tube manufacture. In 1939 he was 
named manager of the new products 
division and four years later was ap- 
pointed assistant chief engineer of 
RCA Victor. He was made director 
of engineering in March, 1945. He 
was previously associated with G-E 
and the E. T. Cunningham Co. 

Lt. Col. Gordon Wright’s new ap- 
pointment to the position of field sales 
manager of the RCA Victor home 
instruments department has _ been 
announced by H. G. Baker, general 
sales manager. In 1927 Col. Wright 
joined Sherman Clay & Co., RCA 
dealers in San Francisco, where he 
served six years in store management 
and four years as merchandise man- 
ager. He first became interested in 
radio during World War I and later 
formed his own distributing firm in 
Canada and manufactured his own 
radio, the Wright Super 5. 

John C. Marden has been appointed 
assistant advertising manager and 
sales promotion manager of the home 
instruments department, according to 
an announcement by J. David Cath- 
cart, advertising manager. Mr. Cath- 
cart also announced the appointment 
of William H. Tindall and Frank 
Schmitt as staff assistants. Mr. Mar- 
den, a product manager for the 
Radiola line before the war and a 
procurement official in Washington 
during hostilities, will be in charge 
of advertising, merchandising, dealer 
point-of-sale advertising, and sales 
promotion. 

In consonance with the expansion of 
RCA-Victor’s renewal tube sales de- 
partment, David J. Finn, manager, has 
announced the appointment of 14 field 
sales representatives. Five repre- 
sentatives were selected for the New 
York districts and include Ted Martin, 
Wendell H. Allen, Joseph John Kear- 
ney, Victor W. Williams, and George 
E. Dittman. Chicago districts will be 
covered by Stanley H. Byquist and 
W. L. Garrett. The Cleveland areas 
will be covered by Frank Gallagher 
and Kenneth B. Shaffer. Appointments 


L. P. GALLIVAN 


MAY |, 


WILLIAM MEYERS 
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in the Dallas district include Lysle 0. 
Shanafelt, William J. Wright, and 
Joseph R. Flemming. In California 
the two appointees are Edwin Lewis 
Simon and Hal F. Bersche. 


Landers, Frary and Clark 


B. C. Neece, vice-president and gen- 
eral sales manager of Landers, Frary 
and Clark, has announced the follow- 
ing appointments: Frank T. Barmore 
as sales representative of the major 
appliance division in Delaware, Penn- 
sylvania, District of Columbia, Mary- 
land, New Jersey (southern) ; L. Paul 
Gallivan as sales representative in 
New York; William I. Meyers, III, 
as division manager in the Virginias 
and Carolinas; H. R. Christman as 
sales’ representative in northern Cali- 
fornia. 


F. T. BARMORE 


Mr. Barmore joined the company in 
1939 and during the war was chief 
inspector of all war products manu- 
factured by the firm. Mr. Gallivan 
was previously connected with Pratt 
and Whitney Aircraft Corp., with 
Manning Bowman, with the Chicago 
Flexible Shaft Co., and with the 
National Sewing Machine Co. A 
former Landers, Frary and Clark 
employee, Mr. Meyers returns to the 
company from the position of train- 
ing consultant with the Office of Emer- 
gency Management and War Man- 
power Commission. Mr. Christman 
was formerly western sales manager 
for the Little Giant Washing Machine 
Co. * 


Universal Salesmen 


H. R. CHRISTMAN 
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Many important advanced 
ments are now incorporated in 
beautiful new models. Scientifically researches 
and exhaustively developed, this 
established line of electric heaters 
is just what the public is waiting Tome : 


Heats a Day’s Supply of 


w 
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BARBROOK 
ATTIC FANS. 


are Money Makers forthe Dealer 


....and 
BREEZE 


BUILDERS 
for the 
Buyer 


Something NEW 
in Window Fans! 


Here is the “hottest” 
cooling appliance in 
years. The Bar-Brook 


Window Fan—only 
5%" thick. Looks like 


venetian blind. Ideal 
for apartments, small 
homes, offices. Sells 
on sight! 


Year in and year out Bar-Brook 
Attic Fans have proven to be thor- 
oughly successful and highly profit- 
able items for the dealer. 


Today’s Bar-Brook Fan is the result 
of many years experience building 
ventilating equipment. The most 
tangible result of this experience is 
reflected in the fact that home 
owners with Bar-Brook Comfort 
Cooling installations are the best 
salesmen we have for Bar-Brook 
Attic Fans. 


Five popular sizes—with Test Code 
rated capacities from 5500 to 21,000 
cubic feet per minute. 


You're overlooking a good bet if 
you don’t write for descriptive 
literature today ... and ask if your 
territory is still open! 


Midwest Representative: 

Earl Goetze Company 

Merchandise Mart, Kansas City, Mo. 
Southeastern Representative: 

Fulwiller & Chapman Co. 

314 Luckie St., Atlanta, Ga. 
Southwestern Representative: 


Geo. E. Anderson Co. 
Sante Fe Building. Dallas, Texas 


sales talks on each other. 


* DOUBLE SALES TALK: Ken Brady (left) and Don Milne, who recently opened the 
Brady-Milne Appliance Co. at 4964 South State St., Murray, Utah, practise their 


Both men are ex-high school teachers who spent the war 


as instructors at the Ogden Air Service Command Depot. They have been franchised 
to handle Frigidaire refrigerators, Bendix and Emerson radios, Thor laundry equip- 


ment, Youngstown kitchens, and Stokol stokers. 


rear of their well-lighted store. 


A radio repair shop occupies the 


ARKANSAS 


Little Rock—The North Little Rock 
Tire and Supply Co. has opened its 
new store at 405 Main St., handling 
the full G-E line of home appliances, 
Emerson and Fada radios. 


CALIFORNIA 
La Jolla—Robert D. Halvorson, 
who has had considerable exper- 


ience in the appliance selling field, 
has opened a store at 7880 Girard 
Ave. He will feature Westinghouse, 
Maytag, Horton, Farnsworth, Spar- 
ton, Deepfreeze and other lines. 


CONNECTICUT 


Connecticut has the following new 
appliance incorporations: 


Bridgeport—|I). & S. 
Radio Co., by Daniel Di Pronio, 14 
Garfield Ave., Bernard Smigel, 401 
Garfield Ave., Bridgeport. 


Electric & 


Groton—Community Heating and 
Appliance Co.; capital stock $50,000, 
commence with $3,000; incorpor- 
ators: Clement Bb. McNamara and 
Edw. C. O’Brien, Groton; Frank H. 
Eggleston, Montville. 


Hartford—United Vacuum Cleaners 
Stores of Conn., Inc.; capital stock 
$5,000, commence with $1,000; in- 
corporators: Ervin K. Wax, M. J. 
Lucci and William L. Lasser, all of 
Cleveland, Ohio. 


New Haven—G. & G. Appliance 
Co., 61 Orange St.; shares sub- 
scribed for 200 common, on which 
$10,000 cash and $10,000 in property 
have been paid; officers: president 
and treasurer, Louis F. Carson; 
vice-president, Sydney Goldstein; 
secretary, Sylvia C. Garson, all of 
New Haven. 


Stamford—Frankel Appliances, Inc., 
42 Worth St.; shares subscribed for 
55 common, on which $5,500 cash 
has been paid; officers: president, 
John S. Googhegan, 

vice-president, Harold 
secretary and_ treasurer, 
Frankel, both of Stamford. 


Frankel, 
Julian 
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FLORIDA 


Tampa—Nussio’s Gift Shop has 
opened at 17th St. and 8th Ave., and 


will handle such lines as Gibson, 
Estate, Philco, ABC and Speed 
Queen. 


Miami Beach—Flectrical City, Inc., 
has opened at 732-734 41st St., and 
has sold some appliances on the 
“first come, first served” basis. 


Jasper—Ellis Biddle and his brother 
Jimmie are opening an_ electrical 
shop in the Fay Theater building to 
handle appliances and allied lines. 


DeLand—Operating under the firm 
name of Smith Electric, S. A. Smith, 
Jr., is established in the radio and 
appliance sales and repair business 
at 202 N. Florida Ave., in the new 
building at that location. 


Wildwood—Sam L. Pyles announ- 
ces the opening of Wildwood Appli- 
ance Co. in the Bridges Bldg... 
handling Crosley, Universal, Sun 
beam and Launderall products. 


GEORGIA 


Albany—Electrical stoves and 
frigerators as well as other electrical 
appliances are included in the stock 
of merchandise of the Advance Re- 
frigeration Service opened recently 
by L. L. Lane. 


Camilla—The Wamble Electric Co 
has been opened in Camilla to 
handle and repair electric appliances. 


IDAHO 
Ashton—-C. B. Boger has opened a 


new appliance store in Ashton, and 
has the agency for Frigidaire and 


Thor merchandise. 
ILLINOIS 
Assumption—An_ electrical appli- 


ance store is being opened by John 
Bantner and his son, Carlyle, in a 


the purpose. Both men were engaged 
in the hardware business prior to their 
new endeavor. 


Peace which has been bought for 
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BLACKSTONE 


@ Blackstone Wringer Washers are equipped 
with Lovell wringers, specially fabricated to 
meet Blackstone’s design requirements. They 
offer Blackstone dealers a host of tangible sell- 
ing features that every housewife wants. Their 
safe, efficient, trouble-free operation is further 
evidence that the big 1946 Blackstones are the 
Best BLACKSTONES Ever! 


BLACKSTONE CORPORATION, Jamestown 6, N. Y. 


A Division of Jamestown Metal Equipment Co., Inc. 
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“Econo-Gauge” 
Reset Lever re- ——— visually indicates 
laces wringer a pressure select- 
by ed for different 

hand action. fabrics. 


3-layer, resilient, 
rubber roll fused 
into soft, inde- 
structible unit. 


Long-lasting, 
oil-less roll 
bearings can- 


not soil clothes. muy 


One piece, H-type 
frame of cold-rolled, 
welded, reinforced 
steel; won't twist 

or weave 


Instant-acting, hair- Reversing 
trigger Safety Re- Water Flume 
lease operates trom automatically 


either side by slight- 
est touch. 


Streamlined 
Hand-Rest 
of polished chrominum 
for easy feeding. 


drains water 
to proper tub. 
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The first dealer in your town to get 
the new appliances and radios on 
display should receive valuable 
publicity. Why not be that dealer? 
Arrange your initial shipments by 
Air Express ... show your custom- 
ers they have a live-wire merchant 
to serve them. 


NOTE: 


Call Air Express 


SAME DAY delivery between many airport towns and cities 


as far as 1,000 miles apart. (Less than 6 hours by air.) Coast-to-coast 
overnight. 


SPECIAL HANDLING— special pick-up and delivery (no extra 


cost) promotes speed of Air Express delivery. 


GOES EVERYWHERE. In addition to 375 airport communi- 
ties, Air Express goes by rapid air- 


rail schedules to and from 23.000 


RATES CUT 22% SINCE 1943 (U.S. A.) 


ain wer 

other points in this country. Service | | 5 tbs | 25 | 40 tos 

direct by air to and from scores of BAL. 

349 | 118) 230) 92% 

foreign countries in the world’s best se ] T 


107 142 384) 614) 15 35« 
planes, giving the world’s best service, 117] 198] 768) 1228] 3070 


2349 | 145 353) 1765) 2824 70 
+ + 


2350 | 147) 368) 1642) 2947 73 


WRITE TODAY for new 


Time and Rate Schedule on Air 


INTERNATIONAL RATES ALSO REDUCED 


Express. It contains illuminating facts to help you solve many a ship- 
ping problem. Air Express Division, Railway Express Agency, 230 


Park Avenue, New York 17, N. Y. Or ask for it at any Airline or 


Railway Express office. 


GETS THERE FIRST 


Phone AIR EXPRESS DIVISION, RAILWAY EXPRESS AGENCY 
Representing the AIRLINES of the United States 
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Lanark—An electrical shop and 
store is being opened here by Oscar 
Brinkmeier, who has purchased a 
garage building. 


Lena—Robert Noble held the grand 
opening of his Noble Electric Store 
recently, in a new building the first 
floor of which displays appliances, 
while repairs are handled in the 
basement. 


Marissa — l’aul Werner has an- 
nounced the re-opening of his elec- 
trical store, which has been remod- 
eled. A complete line of appliances 
is carried, and repair service is a 
feature. 


Ottawa and Marseilles—W illiam F. 
Decker is opening electrical and gift 
stores in both these towns, and 
stocks are coming in. 


INDIANA 


Indianapolis—The A B C Refrigera- 
tor Sales Co. is a new firm at 813 
Ft. Wayne Ave. featuring retail re- 
frigeration. Owners are Wm. H. 
Lynch, 235 E. Vermont, and Fred C. 
Partlen, 413 Dorman St. 


Indianapolis—Broad Ripple Radio & 
Electric Shop has opened at 911 FE. 
63rd St... incorporated with 100 
shares of $100 p. v. Incorporators 
are John E. Wolmer, Mary E. Wol- 
mer, John A. Noblitt. 


Geneva—Rupert Electric Store has 
been opened by Don Rupert. A full 
line of appliances is being shown. 


Vevay—A new electrical appliance 
and repair shop is to be opened in 
Vevay by Elbert Gray. Stocks of 
appliances and supplies are expected 
shortly. 


Thorntown—A building has been 
erected by Jack Jaques, and the 
Jaques Electric Service has been 
formed. The General Electric line 
is being handled, and a repair shop 
is in operation. 


Boonville—Jesse FE. Ellis has an- 
nounced the opening of the Ellis 
Electric Appliance Co. in the near 
future, and is remodeling a building 
for the purpose. A complete appli- 
ance line will be handled. 


Anderson—A new store has been 
opened here by the Munson Appli- 
ance Co. 


Pendleton—Ted Jones has opened a 
new appliance business in Pendle- 
ton. 


IOWA 


Denison—A new firm been 
opened in Denison by Keith A. and 
Clem H. Ullrich. Known as the III- 
rich Appliance Co., it will feature 
Frigidaire, Monarch, ABC, Apex, 
Eureka and Combustioneer appli- 
ances, and Bendix, Fada and Mar- 
cola radios. 


Waterloo—K. C. Updegraff is presi- 
dent of the Hub Electric Co., which 
has been chartered to buy and sell 
electrical appliances, supplies, etc. 


KANSAS 


Manhattan—Dodd’s Home Furnish- 
ings & Appliances is a new store 
established by Melvin Dodd. A 
complete G-E line will be handled, 
as well as Zenith radios. Orville 
Beatty will handle service. 


Manhattan—C. C. Brewer and H. R. 
Hershey are partners in a new ap- 
pliance business called the B. and H. 
Appliance Co. 
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Topeka—Midwest Appliance Co. 
held its formal opening recently in 
the new store at 609 Kansas. John 
Humpage is owner. 


Wichita—Allen Hodnett has opened 
a home and electrical appliance store 
at First and St. Francis Sts., with a 
Hotpoint franchise. 


KENTUCKY 


Somerset—A new electrical appli- 
ance store, to be known as the 
Queen City Supply Co., is opening 
on the Public Square. The firm, 
established by Jack Jesse, formerly 
of the Womwell Automotive Parts 
Co., and Farris Bowling, owner of 
the Somerset Auto Parts Co., will 
sell Crosley and Universal products. 


LOUISIANA 


Shreveport—Clifford and Ed Neil- 
son have opened a new electrical ap- 
pliance store at 1307 Marshall St 
known as Neilson Brothers Sales 
Co. Lines carried are Zenith, G-E, 
Farnsworth, Estate, Launderall and 
Coolerator. 


MICHIGAN 


Grand Rapids—Louis DeFrient and 
Peter Prelwitz are co-managers of 


FAMILY PARTNERSHIPS: Confidence 
in the future is reflected in the faces of 
these two couples who have recently 
opened appliance businesses in Utah. 
Standing behind the display card are 
Mr. and Mrs. Alma Butler whose store 
is located at 326-24th St., Ogden. They 
carry the Westinghouse line. Mr. and 
Mrs. Carlyle Edwards sell Frigidaires in 
their Orem store. Both couples look 
forward to a thriving business when 
strikes are bad memories and produc- 
tion a happy reality. 
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When the Maytag name appears on a new appliance, you may be sure of 
two things: One, that the product is right; Two, that it will have immediate 


public acceptance. This revolutionary new gas range... powerfully promoted 
by advertising, and by the Maytag field force... offers a profit opportunity 
paralleling that of the Maytag Washer. 


THE NEW MAYTAG DUTCH OVEN GAS RANGE 
combines modern automatic control with the 


leisure...they can go where they 
please while a whole dinner cooks 


famed excellence of old-time Dutch Oven _ automatically. 


cooking. It is truly the post-war gas THE NEW MAYTAG HOME 
FREEZER, the second Maytag kitchen 


appliance, is as practical as it is beau- 


range. Dutch Oven cooking not only 
makes foods more appetizing and de- * 
licious but holds nutritional value as no 
other method does. Vitamins and min- 
erals, often lost by ordinary methods, are retained 
in Dutch Oven cooking. Women like the added 


a) tiful, with many exclusive features. 

Keeps foods in the kitchen, where most con- 
venient ...serving also as a kitchen table. The 
fold-down leaf attachment is handy for a break- 
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AS LINE EXPANDS INTO KITCHEN FIELD 


fast table and many other uses. This distinctive 
product means both prestige and profit to dealers. 


THE NEW MODELS OF FAMOUS MAYTAG WASH- 
ERS AND IRONERS are the finest in Maytag his- 
tory, mechanically and in appearance. Other 
roducts will never lessen the importance of 

Maytag Washers to you or tous. Millions 

of women have their hearts set on a new 
Maytag...and millions more are con- 
as stantly reached by Maytag advertising. 
‘4 


If you're not now a Maytag dealer,a franchise may be avail- 
able in your locality. Write The Maytag Co., Newton lowa, 
or The Maytag Company, Ltd., Winnipeg, Canada. 
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More than 15,000,000 prosperous 
readers will see this Rittenhouse 
\ “GIVE THE BRIDE” Advertisement 
/ q 
\ e 
E 
Wiss, 4 
SATU RDAY @ 
EKEEPING 
A beautiful, 
melodiously toned 3 T T E a M 
Door Chime Fa S4 
house Electric 
new loveliness, N D G A D N 
Den, Studio oF Dining 
ve 
The charming and parr ri OU U S t 
Jesigns by Norman Bel 4 
ationally famous designer of 
d the ‘unmatched N D GA R Cc t Ni 
R tone will 
tter s 
to make happy taste. 
nstant reminders of your AM E | Cc A N . 
as ct bess these finest fall ch 
lealers ane dep roc hure H OM 
at bette Write for the Rut renhouse Bre ans 
ye ten we odels 
HOUSE 
Scores of these readers are your pros- 
pects. As a profitable tie-in promotion, remind them .. . with 
inex iv ; i i 
pensive newspaper ads and easily-arranged window and 
counter displays .. . that you are the Rittenhouse dealer. 
And reme —Ritte 
i ‘mber—Rittenhouse speaks for you and your store 
to new millions, every month. 
THE A. E. RITT 
2 ENHOUSE CO., INC. Honeoye Falls, N. Y.. 73 
PAGE 162 


1946—ELECTRICAL MERCHANDISING 


NEW BUSINESSES 


the DeLuxe Appliance Shop, which 
has Frank Topalski in charge of re. 
pairs. Some of the lines carrie: ar; 
Universal, Thor, Conlon, G-E and 
Sunbeam. 


Ironwood—The Range Electric (, 
store, owned and operated by Car! 
Nelson, is open for business. Mr 
Nelson bought the stock and fiy 
tures of the former Lauzon Electr; 
Shop. 


Ironwood—The Pazdernik Radio 
\ppliance Store has been opened j 
the Selin Bldg. by Joseph Pazderni! 
and Garrett Felling. The store has 
been completely remodeled and x 
decorated. 


Clarkston—The D. & T. Electric 
Service store has been opened }by 
Robert Denton and Morris Terry, 
returned veterans. 


Royal Oak—The Star Electric \; 
pliance Store has been opened to th 
public in the section known as Fern- 
dale. George Thespot is the owner 
\ppliances, electric lamps, fixtures 
and supplies are being sold. 


Menominee— Edward J. McClelland, 
formerly of Sault Ste. Marie, has 
opened an electrical appliance stor: 
and service shop, and expects to add 
a music store. 


MISSOURI 


Kansas City—Refrigeration Equip 
ment Co., of 2400 Grand Ave., has 
been incorporated to deal in refrig- 
erators and refrigeration equipment, 
with 2000 shares par value $100 each 
authorized, commencing with $77,- 
500. Incorporators are Ernest L 
Tramposh, Helen M. Tramposh, 
Kansas City; Clair R. Jones, Inde 
pendence. 


St. Louis—White Line Applianc 
Co., 4140 Gravois, has been incorpo- 
rated to deal in appliances, equip 
ment and machinery, with 100 
shares n. p. v. stock authorized, to 
commence with $2000.  Incorpora- 
tors are August W. Jaudes, Gert- 
rude J. Jaudes, Frank L. Higgins, al! 
of St. Louis. 


MONTANA 


Glasgow—The Electric Service 
has been organized to take over the 
business.of the Hanson-Merson Co 
in the electrical field. Officers are 
James K. MecGibney, president 
Veter Wagenhals, vice-president 


NEBRASKA 


Orchard— A new electrical appliance 
store lias been opened here by Jol: 
arrett of Ft. Wayne, Ind. He ex- 
pects to add a repair shop for hot! 
radios and appliances. 


NEW HAMPSHIRE 


Somersworth—H. W. Skillings ha 
opened a new appliance store at 3' 
High St., featuring Crosley and 
RCA Victor radios Shelvador ri 
frigerators, Eureka vacuum clea: 
ers, ete. 


NEW YORK 


Buffalo—Teck Appliances, Inc., ha- 
opened its new store in Shea’s Teck 
rheater Building, Main and Edward 
Sts. Officers of the firm are Herb 
ert R. Carlson, president and general 
manager; Adam Mikulec, vice presi- 
dent and manager of electrical con- 
tracting; Anthony L. Mikulec, vice- 
president and treasurer; Julius D 
Braasch, vice-president and secre- 
tary. 
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LINE-UP 


| 
ie For FARMS, HOMES and Retail Stores 


ern- 


The Coolerator Freezer line really ‘‘cov- 
ers the freezer field’’— offers you the wid- 
est possible sales potential from 3 basic 
models. Gives you access to every pos- 
sible major freezer potential market. Tie 


eee 


up with Coolerator for the right name 
and the right models for the fastest mov- 
ing freezer business you’ve ever seen. 


See your Coolerator distributor today. 


FOR STORES: Big new cu. ft. 
rb Coolerator freezer increases frozen 
ra! food sales 100% by actual tests! A 
ri | fact that makes every food-selling store 
re- *"Coolerator” Reg. Manufacturers of Ice and Electric Refrigerators . . . 

j U. S. Pet. OF. | Home and Farm Freezers 
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Another dependable Coolerator product—trouble-free, precision construction, plus her- 
ss metically-sealed refrigerating units. Ask your Coolerator distributor for further details = 
on this profit-potential today. 
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NEW BUSINESSES | 


Buffalo—A business name has bee, 
filed for the J. & R. Radio & Appjj. 
ance Co., 619 Walden Ave., }, 
Richard H. Smith. 


Buffalo—A certificate of partnership 
has been filed for the Bryant Elec. 
tric Co., 305 Bryant and 129 Glep. 
wood. Partners are Herman \ 
and Herbert H. Mueller, 305 Bryan 


Buffalo—A business name has been 
filed for the RCA Radio Sales & 
Service Co., 615 Hopkins St., by Ir. 
win A. Stiller. 


The following are new appliance jp. 
corporations in New York State: 


Mt. Vernon—Border Refrigeration 
Service, Inc.; to deal in and service 
refrigerators, washing machines. 
etc.; capital $2,500 in $25 shares; in- 
corporators: Charles W. Klesse. 
1951 Edenwald Ave., Michael Cor- 
disco, 4123 Edson Ave., Bronx: 
Frank Pisano, 636 S. 8th Ave., Mt. 
Vernon. 


Little Falls — Provorse-Filipski 
Home & Auto Supply, Inc.; to deal 
in household and auto appliances: 
capital $25,000 in $100 shares; in- 
corporators: Howard Provorse, 
Ernest C. Proverse, 40 N. Helmer 
Ave., Katherine Filipski, 32} N. 
Helmer Ave., Dolgeville. 


New York City—Zenith Home Ap- 
pliances Corp.; to deal in electrical 
appliances; capital of 100 shares 
n. p. v. stock; incorporators: Ed- 
DRAWER TYPE FREEZER eo 4 a 2 ward L. Mayer, Bertha Mayer, 1440 
wide : cs 54th St.; Joseph Greenstone, 327 E. 

19th St., Brooklyn. 


Freez-All engineers, like all other New York City—Hindle Refrigera- 
: tion Service Co., Inc., Brooklyn; to 
refrigeration engineers, were told, bi deal in refrigerators; capital of 120 
an shares n. p. v. stock; incorporators: 
Drawers won't work . . . they of Charles P. Gelber, Abr. L. Evans, 
freeze.’ But they kept working ... But, Wm. Gantman, 11 Park Place. 
built dozens of experimental @ ; New York City—Safeway Appli- 
ance Corp.; electrical appliances; 
: models, put them in the field . . . eg: ; j capital 200 shares n. p. v. stock; 
finitel h ord Nothing incorporators: Martin Goldstein, 
gradually — definite y, there ae ido e. : ) Ruth Goldstein, Belle Levy, 253 W. 
emerged a home freezer with 89th St., New York City. 
drawers you can open with 1 Products, Inc.; to deal in electrical 


Freez-All was the orig- 
inal drawer type freezer. Copiers 
must try to catch Freez-All's three 
year lead. 


products and appliances; capital 
$100,000 in $100 shares; incorpora- 

tors: Nathan H. Grober, Abraham 
Grober, Marvin J. Grober, 1171 
Ocean Parkway, Brooklyn. 


hos 3 large storage drawers below 


PELCO BEVERAGE COOLERS 


@ CLEAN, DRY REFRIGERATION @ EXTRA LARGE DAILY CAPACITY | 
CHILLS BEVERAGES QUICKLY @ BUILT TO STAND HARD USAGE oF THE SLEEVE: 


Model 510E designed for long life against the hazards of rough handling; | Mrs. 
built to give the utmost in “trouble-free” performance. Pelco is ac- 


: Queen for a Day radio show, but Mrs. 
claimed everywhere by retailers of bottled beverages. Roberta Wiita, who won one on a pre- 


vious program, seems to be monopoliz- 
PORTABLE ELEVATOR MFG. CO., BLOOMINGTON, ILL., DEPT. 11 ing the machine while Jack Baily, the 
WRITE FOR LITERATURE program's master of ceremonies, makes 


like he knows all about it. 


EL 
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% OF PROTECTORS RATED AMPERES 


Comparison of dome-mounted and remote protector in a hermetic 
refrigerator showing effect on permitted maximum motor winding 
temperature caused by protector manufacturing tolerance. 


Dependable, trouble-free refrigerators 
customers buy and recommend the brand. 


mean more 


One way that you can keep your product “sold” is to 
request that the manufacturer of the units you sell incorpo- 
rates Klixon Dome-Mounted Protectors on all refrigerators. 

These simple inexpensive protectors, installed on the 
dome by the refrigerator manufacturer, prevent motors from 
burning out. They take into account all the factors... 
such as clogging of the condenser with dust and lint, low 
line *ge, poor location, hot room conditions, etc. .. . 
and cu: the power “off” should the motor become danger- 
ously hot. When the motor cools to a safe operating temper- 


SPENCER THERMOSTAT COMPANY 


yoliz- 
the 
akes 
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ature, the protector snaps the power “on” automatically. 

Klixon Protectors reduce service calls, minimize factory 
returns for repairs and replacements, reduce motor work 
in your service department, and keep goodwill which counts 
heavily when the customer is in the market for additional 
equipment. 

Your service department will be interested in the chart 
above which shows the advantage of Klixon Dome-Mounted 
protection over remote protection. Let them see the com- 
parison chart and on their advice ask your manufacturer to 
include Klixon Dome-Mounted Protectors on units you sell. 


1705 FOREST ST., ATTLEBORO, MASS. 
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_DOMBLE-CHECK 
P 


ttEN is this iron hot enough to use? No need 

for guesswork with American Beauty! Its two 
controls —one automatic, the other adjustable —tell 
when. 


Plug in... let the iron heat. The thermoscope dial 
automatically shows—in fabric graduations—the tem- 
perature of the working surface. 


Too hot for cotton goods or woolens? A slight move- 
ment of the control knob adjusts the thermostat... 
cuts down the heat. No “finger-testing.” When the 
temperature of the soleplate is right, the thermoscope 
tells. Then the thermostat keeps it right. 

Naturally, the makers of American Beauty Electric 
Irons wanted to build fast, accurate, dependable re- 
sponse into this ad justable-automatic unit. That's why 
they selected INCONEL® strip for contact springs. 
Inconel retains its spring properties at high temper-- 
tures. It can’t rust. It resists corrosion. It stands up 
under constant use... through countless make-and- 
break cycles. 

\s long as the iron itself lasts, Inconel contact 
-prings in American Beauty irons will be on the job 

.delivering the manufacturer's promise of per- 
formance... protecting your future sales of other 
long-lasting appliances. *Reg. U.S. Pat. Of 


THE INTERNATIONAL NICKEL COMPANY, INC. 
67 Wall Street, New York 5, N. Y. 
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OPEN FLOOR STORE: When Henry Chapman and Thomas A. Valle opened their 
new appliance and plumbing store in Salt Lake City they made sure that all equip. 
ment was movable so that different arrangements could be effected. Shown in the 
display room are, left to right, Arthur Reynolds, Utah Power and Light Co. sales 
training representative, Henry Chapman, George Chapman, and Thomas Valle. 


New York City—Lodester Electric 
Corp.; capital 200 shares n. p. v. 
stock; to deal in electrical appli- 
ances; incorporators: Esther Karl, 
Evelyn Lerner, Maxime Pincus, 350 
Fifth Ave., New York City. 


OHIO 


Toledo——With a capital of $25,000, 
the Edgewater Appliance Co. has 
been chartered in Toledo by Hyman 
S. Topper, Spitzer Bldg. J. W. 
Meffley and Helen Rothenbuler. 


Toledo—E. L. Appliance, Inc. has 
been chartered with capital of 250 
shares n. p. v. common stock. In- 
corporators are Harry E. Lipski, 
Wayne E. Shawaker and B. H. 


Schuetze. 


Akron—The C. W. Buss Electric 
Co. has been organized with a 
capital of 250 shares no par common 
tock Principals are listed as 
Charles W. Buss, Louis Wolcott 
and Chauncey Howell, 2nd, National 


Bank Bldg. 


OKLAHOMA 
Ada—FEarl Wheeler has opened a 


new refrigeration sales and service 
agency known as the Wheeler Sup- 
ply Co. at D7 S. Mississippi St., and 
has secured the Frigidaire agency. 


Shawnee—The Nelson Appliance 
Co. has opened for business at 122 
N sell St. with Mavtag, Estate, 
Philco and McAfiister lines. 


Oklahoma City—Max Blasingame 
recently announced the opening of 
his new store in Packingtown, which 
will feature appliances. The new 
store will be known as Simmons- 
Blasingame, Inc. 


PENNSYLVANIA 


Philadelphia—Graham Radio Elec- 
tric Store has opened at 5034-36 
Germantown Ave., featuring a com- 
plete line of radios and appliances. 
Charles P. Graham is manager. 


SOUTH DAKOTA 
Sisseton—Clifford DeWolfe, form- 
erly of Kellogg, Idaho, is opening an 
electrical business in Sisseton. 

TENNESSEE 
Germantown—The G. & M. Electric 


Co. has opened a store at Highway 
72-37 and Poplar Pike, and expects 
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to carry a complete line of appli- 
ances. H. G. Mayer in owner and 
i. T. Highland is manager. 


UTAH 
Rexburg--\Wells and Martel Grover. 


brothers and natives of Rexburg, 
have opened a new appliance store 
on E. Main St. The Rexburg Ele« 
tric Co. will carry the Crosley line 
and Lear radios, and will feature 
repairs. 


WASHINGTON 


Spokane Lloyd Sales and Service 
has opened at N. 2526 Division Ave., 
featuring heating and air condition- 
ing. 


Garfield—The G. & T. Appliance 
and Electric Shop has been opened 
here by Guy Williams of Tekoa, 
Wash. 


Salem— Broadway Appliance Co 
has opened, with temporary quart- 
ers at 1132 Broadway. Cecil Wool 
ery is manager 


Seattle—Burns and Carmichael have 
opened an electrical appliance store 
at 3030 E. 45th St. and 2355 10th N 
with a complete stock of electrical 
equipment 


WISCONSIN 


Madison—(rordon O’Brien and Wil- 
liam I. Casey have opened the Casey 
& O'Brien Appliance Mart, featur- 
ing Norge, Philco, Stromberg-Carl- 
son, Simplex and New Home pro 
ducts. Both men were formerly 
employed by the Singer Sewing 
Machine Co. 


Okauchee—Morris S. Hawley has 
opened a new radio and appliance 
sales and repair store. Known as 
the Okauchee Electronic Service, it 
features the Westinghouse, Zenith, 
Motorola and Philco lines. 


Lake Geneva——FE. R. Ferguson, 1004 
Tolman St., has opened a refrigera- 
tion shop for sales and service, and 
is specializing in the sale of freezers. 


Jefferson—Frohmader Refrigeration 
has opened at 420 Racine St., featur- 
ing Frigidaire sales and service as 
well as radio service. 


Milwaukee—-Radio Engineers, Inc.,: 


has been formed by J. H. Bilansky, 
Lillian L. Reith, Milton M. Cohn, 
to deal in and repair appliances, 
radios, etc. 350 shares of stock at 
$50 each have been authorized. 
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Dealers who sell Combustioneer make 
GREATER PROFITS in the stoler business 
because back of them are many years of pioneer 
experience in successfully building and mer- 
chandising coal burners. 

The Combustioneer stoker itself is the result 
of Three decades of continuous engineering. It 
has exclusive features which raise coal burning 
efficiency to a new, high level never before at- 
tained by any other stoker. 

For instance, Combustioneer’s amazing inven- 
tion—the Automatic Respirator—is the only 
stoker air control that detects by static pressure 
... then measures out... the precise amount of 
air required by the condition of the fire-bed for 
complete combustion at all times. 


Then to assure that air reaches and surrounds 
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AUTOMATIC COAL STOKERS 


FOR HOMES, APARTMENTS AND FACTORIES 


each particle of coal, Combustioneer has a “Pul- 
cating” Transmission. It feeds coal by “722 
—each impulse “pokes-up” the fire—keeping it 
“loose”, free-burning. Thus the fire-bed actually 
“BREATHES” guaranteeing complete combus- 
tion continuotsly. EXTRA beat energy is ex- 
tracted from every pound of coal! 

Furthermore, Combustioneer is so correctly 
engineered, and constructed of such rugged and 
durable materials, that “Dealer Profits” are not 
dissipated by free service demands after the sale 
... Hundreds of Combustioneer Stokers are 
operating efficiently after ten . . . twelve... 
even fifteen years of hard service. 

But that isn’t all. Combustioneer’s years 
of analyzing and solving dealer problems . . . 
of studying what sales promotion materials and 
selling techniques really MAKE PROFITS for 
DEALERS . . . has resulted in merchandising 
experience unparalleled in the industry. The 
sum total of this merchandising experience is 


1946 


but teto the bends of Combustioneer Dealers! 


Add to all this, Combustioneer’s hard-hitting 
local advertising to ferret out prospects and gen- 
erate sales . . . plus Combustioneer’s powerful 
national advertising ... and you have the answer 


to why Combustioneer Dealers make GREATER 
PROFITS in the Stoker business! ‘ 


Choice dealerships are still open in some areas. 
Write or wire today for complete details! 

THE STEEL PRODUCTS ENGINEERING CO. 
1253 W. Columbia Street + Springfield, Ohio 


Designers, Engineers and Manufacturers 
of Precision Products Equipment 
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Got Your Hotel 
Reservation 
for the Market? 


iw January International Home Furnishings 

Market at The Merchandise Mart broke all 
previous attendance records. The July Market 
(July 8th to 20th) will probably surpass all pre- 
vious Summer Markets. 


The Chicago Association of Commerce — 
the Greater Chicago Hotel Association — The 
Chicago Convention Bureau— everyone is coop- 
erating to provide accommodations for every pos- 
sible buyer. Other conventions or gatherings are 
being shooed away from your two market weeks. 


But the demand for rooms will be great and 
as your daytime host we urge you to have your 
hotel confirmations in hand before you drop the 
razor in the suitcase. 


The Merchandise Mart and its exhibitors 
are planning to make this a Market that will 
help you in your buying and merchandising. 
This will definitely be a Market you will not 
want to miss. 


But don’t run the chance of winding up on 
a bench in Grant Park. July nights are balmy 
in Chicago. But it might rain! 


THE MERCHANDISE MART 
Centered for and Distribution 
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TROUBLE TUTOR: On the stage Easy Washing Machine's service and parts man. 
ager, C. L. Atkinson, points out a service shortcut to the firm's first class on parts 
and servicing in the company auditorium. Attending the March series at the Syra. 
cuse plant were service men from as far away as Ohio, Indiana, and Michigan. Checi. FF 
ing the demonstration is James Hausser, service manager for the Cleveland Radio Co, 


DEALER DOINGS 


ALABAMA 


The Shirley and Helms Radio Shop, 
Fort Payne, has its building almost 
completed. The new quarters are being 
constructed of concrete block and 
brick and will be two-stories high, 
measuring 75 by 35 feet. A complete 
line of radios and electrical equipment 
will be merchandised. 


ARKANSAS 


The R. M. John Radio & Appliance 
Sales & Service Co., Little Rock, has 
announced its occupation of new quar- 
ters at 910 Main St. The firm was 
formerly located at 112 East 7th St. 

The City Electric Co., Blytheville, 
has established a branch electrical 
appliance store at Osceola, according 
to an announcement by C. V. Sebaugh, 
owner. 

Barnes Brothers, radio and elec- 
tronic service, has been reorganized 
by H. C. Barnes, the founder. New 
quarters have been opened at 707 
Center St., Little Rock, and a drive-in 
radio repair service is featured. Wil- 
liam N. Barnes is sales manager. 

The North Little Rock Tire and 
Supply Co. has moved into its new 
Goodyear store at 405 Main St. The 
firm carries G-E products. 

The Fagan Electric Co. of Little 
Rock has opened a branch plant in El 
Dorado at Cleveland Ave. and Oak St. 
Carl Dixon is the office and appliance 
manager. 


BRITISH COLUMBIA 


G. Steven and G. Campbell are now 
partners in the business of the Atom 
Electric & Radio Co., 2241 East 12th 
St., Vancouver. 


COLORADO 


An up-to-date service department 
has been opened by the Stites Home 
Appliance Store, 380 South Broadway, 
Denver. The firm features Philco and 
Emerson refrigerators, Admiral and 
Stewart-Warner radios. 


MAY |, 


CONNECTICUT 


The Hartford radio firm of Tomezak & 
and Moeller has announced the open- 


ing of a modern branch store in Man- 
chester. Front exterior of the new 
building is finished in black carrara 
glass. A 20-foot Neon sign carries the 
firm name. 
appliances are handled. The basement 
of the new outlet is used as a display 
room for laundry equipment and ap- 
pliances. Peter S. Tomczak of Weth- 
ersfield and Charles E. Moeller oi 
Manchester are partners in the busi- 
ness. Their original store, which they 
opened about a vear ago, was located 
in Hartford. 


FLORIDA 


The Rogers Electric Co. has occu- f 
pied its new building at 225 Alhambra ff 


Circle, Coral Gables. The firm 


founded by Ed Rogers in 1940 and & 


closed during the war, is an authorized 
dealer of Frigidaire, Maytag, Iron- 
rite, Emerson, G-E, Westinghouse 


McGraw Electric, Youngstown kitch- 


ens, Knapp-Monarch, and Proctor. 
A ten-year lease has been obtained 

on the corner section of the YMCA 

building, Florida Ave and Zack St, 


Tampa, by the Gourlie Music Co. The F 
store will be entirely remodeled. The 


firm is agent for a complete line of 
radios and appliances. 


GEORGIA 


The Southern Jewelry Co., Albany, 
recently added a line of electrical ap- 
pliances, according to a statement by 
J. L. Leach, the owner. 


The Fletcher Jewelry and Electric fF 


Co. is the new name for the Fletcher 
Jewelry Co., Covington, according to 
owney J. W. Fletcher. 
has been put in charge of a new service 


department for appliances and instal!a- ; 


tions. 
H. B. 


taken over the management of the 


Miller Plumbing and Electric Co., in P 
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$-T-R-E-T-C-H-E-S 


Here’s the answer to a crying need inand around 
every home, office and factory. It’s the new 
Kellogg Koiled Kord sensation —'‘EXTENDO”. 
It's a self-selling ‘‘natural’’ that’s matching the 
record-breaking success scored by the original 
Koiled Kord heater sets. 

“EXTENDO” is a power cord with scores of 
uses. It's the ideal replacement cord for floor 
lamps, radios, electric mixers, washing machines, 
fans, power tools. Two of them make the perfect 
vacuum cleaner cord. Women want it for the 
home—men for the home workshop and garage— 
mechanics for use in shops and plants. In fact, 
“EXTENDO" is the finest utility extension cord 
for almost any electrical device. 

“EXTENDO” will sell fast in your 


store. One glance and prospects 


K OILED 
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KELLOGG SWITCHBOARD & SUPPLY COMPANY 
6626 South Cicero Avenue, Chicago 38, Illinois 
leading Manufacturer of Telephone Systems, Radio Apparatus and Industrial Electrical Equipment 


Ro 


FEET 
CONTRACTS INSTANTLY TO 16 INCHES 


see that here's the cord that won't tangle, won't 
dangle, won't kink —that makes a bee-line from 
outlet to appliance — that will outlast ordinary 
cords many times, and save time, trouble and 
money in the long run. 

And as for profits—the sale of one ‘EXTENDO” 
cord gives you the same profit margin as several 
ordinary cords! Clean up with this sure cure for 
a multitude of cord troubles — send your jobber 
an order for ‘‘EXTENDO” cords today—use the 
code numbers shown below. Do it now! 


Order ‘Extendo’ Cords from Your Jobber Today 
No. 8001-6 with attachment plug and female connectors 

Retail List (Each) . . . Boy $2.95 
No. 8001-5 with plug only, Retail List (Each) . $2.75 
Prices Slightly Higher West of Rockies - Retail Prices Protected by Fair Trades Acts 


DIVISION 


THE MULTI-PURPOSE 
UTILITY EXTENSION CORD 
WITH USES GALORE! 


Hand 
Vacuums 


Apartment Was! 


All-around Extension Cord 


Trouble Ligh 
he 


Food Mixers 


Floor Lamps 
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YOU OPEN THIS DOOR— 
YOU CLOSE THAT SALE! 


FREEZ’R SHELF REFRIGERA 


TOR. Conditioned tem- 


peratures—humidities—in Strata Zones mean 


perfect food presery 


uncluttered shelves wit 


in Freez’r Locker —clinch 


HOME FREEZER. UPRIGHT! 
Takes less space —giv es more of 
value. Wall-to-wall, glass door 
shelves. Clear view —fast, accu- 
rate selection. It's something new 


in convenience — sales appeal! 


REFRIGERATOR COMPANY 
GREENVILLE, MICHIGAN 


170 


ation. Wall-to-wall, 
h Moist Chiller—built- 


sales when seen! 


KOOKALL ELECTRIC RANGE. 
- High, handy broiler — ban- 


quet size oven—fully auto- 


matic action. Sur prise 
feature—the UPS-A-DAISY 
-today’s mystery—to- 


morrow's milestone! 


DEALER DOINGS 


Dawson, and will operate the business 
under the name of Malone Plumbing 
and Electric Co. Mr. Malone an- 
nounced that the firm would handle a 
complete line of home appliances. 

The Cy Bell Co., 
and commercial electric appliances, 
have recently opened a new 
department at 130 North 
St., Gainesville. 


dealers in home 


service 
Bradford 


The Palmer Tire Co., which recently 
moved into its new $35,000 building in 
Macon, is adding a complete line of 
electrical home appliances. 
located at 


The firm, 
753-759 Broadway, occupies 
11,663 square feet of floor space. J. E. 
Palmer, Sr., is president. His son. 


Richard A. Palmer, is sales manager 


of some appliances have been receive 
and a repair department installe 


INDIANA 


Todd’s Home Appliance Sto 
moved into its new location at 327 
East Market St., Logansport, a }huil 
ing bought by the firm two years ag 
for a permanent home for the busines. 
Three brothers, Ralph, Allen a; 
Frank Todd own the business 

The Michiana Electric Co. has 
moved to larger quarters at 105 Eas 
Sample St., South Bend, to mak 
room for an expected influx of app! 
ances, 

The Broleen-Heckber Appliance ( 


South Bend, is now in its new 


RAPID ROBOT: The new Cory automatic co”-> brewer w: 


introdu--! at ‘he 


recent National Restaurant Association show in Chicago by Bill Lynch, Cory Glass 
Coffee Brewer Co's. commercial sales manager, who here demonstrates the magic 
Java maker to W. H. Savage, president of Stewart & Ashby Coffee Co.; Ken Craig 
assistant general manager of Cory; W. E. Waldschmidt, vice-president and genera 


manager of Stewart & Ashby; and J. W. Alsdorf, president of Cory, 
is described as creating endless fountains of coffee. 


The new brewer 
It draws the correct amount of 


water, brews it, fills serving decanters, turns itself off, and keeps the coffee hot. 


IDAHO 
\ new building will be erected on 
Eleventh Ave., Nampa, for occupancy 
by the Hoppins Electric Co., appliance 


dealers, according to owner Frank 
Hoppins. 
H. L. Rogers, formerly with the 


Rogers Music Co. of Salt Lake City, 
Utah, has purchased the Bickmore 
Hardware and Furniture Co., Downey, 
Idaho, and will carry Hotpoint appli- 
ances, Condie milkers, Meyers pumps, 
and Jed Whitehead water heaters. 
Conrad Sanders, who already oper- 
ates electric stores in Lund and Ban- 
croft, has recently opened a new store 
in Grace which will be known as the 
Sanders Furniture and Appliance Co. 
His parents, Mr. and Mrs. C. A. 
Sanders, will operate the outlet. 


ILLINOIS 


Ward's Electric Shop, Flora, owned 
and onerated by Mr. and Mrs. Lyle 
Ward, has been remodeled. Samples 


MAY 1, 


at 109 East Monroe St. and plans to 
add new merchandise and appliances 
as they become available. 

Ceatral Electric Appliance, 
Fort Wayne, is moving to 120 West 
Jefferson St. to solve demands for 
larger display space. Carl Bruns, 
owner, reports that the new location 
will have a 24 foot frontage and a 
foot depth with a total floor space of 
4,000 square feet. A model electric 
kitchen and laundry will be installed 
in the rear of the first floor. 

Mrs. Edith Catron has sold the 
Catron Furniture and Appliance Store, 
Bloomfield, to Theodore L. Wil- 
loughby, formerly employed in the 
electrical division of the Naval ammu- 
nition depot in Crane. 


IOWA 


The Smith Appliance Store has been 
purchased by Mr. and Mrs. Claite 
Miller. The Forest City firm wil! 
sell Norge and other brands of appli 
ances. 
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DEALER DOINGS 


KENTUCKY 


Holt Electric Appliance Co., 
Cadiz. has been moved into the Fuqua 


Furniture Co., recently acquired by 
H. \ Holt. The two stores will oper- 
ite as a single unit, a combination fur- 
niture and electrical appliance outlet. 


MINNESOTA 


Volkenant Appliance Co., 1619 Ply- 
Ave., Minneapolis, has com- 
leted plans for construction of a new 


mouth 


two-story and basement building at 
1119 West Broadway to cost about 
$40,000. The firm features Maytag, 


Bendix and Philco lines. 

The Midwest Electric Co., 211 Third 
St. Minneapolis, will erect a two-story 
salesroom and = warehouse building 

heduled to cost $80,000 at 724 Third 


St. South. 


MISSOURI 


Curry’s Furniture and Appliance 
Store has opened a new outlet at 7th 
and Franklin Streets, St. Louis, to 
deal in Zenith, Phileo, G-E, Majestic, 
RCA, Norge, Thor, Universal, Easy, 
Whirlpool, Duo-Therm, Sunbeam, 
Emerson, Temple, Apex, and Stewart- 
Warner lines. 


MONTANA 


Kops House, Great Falls, 
which recently announced the opening 


Piano 


of a new household electrical appliance 
department, has named George H. 
Bloom as manager of the department 


NEBRASKA 
Allied Appliance Co., Omaha, which 
features electric refrigerators, wash- 


rs, vacuum cleaners, and small appli 
ances, has announced the appointment 
of Morris Fisher as 
firm 


ot. 


e 


manager. The 
ts located at 205 South Fightcenth 


NEW YORK 


A. Davega, vice-president and adver- 
tising director of the Davega Stores 
Corp., has announced the appointment 
of Mortimer Hyman as manager of 
the advertising department. Mr. Hy- 
man, an artist of repute, was with 
Davega for several years prior to serv- 
ing in the armed forces during the war. 


C. A. Bayles, Inc., retail appliance 
concern in Buffalo, has purchased the 
Keller Building, 123-129 Franklin St. 
Chester A. Bayles, Jr., owner of the 
firm, which‘ until the purchase was a 
tenant of the building, said that the 
interior would be remodeled at a cost 


of $15,000. 


NORTH CAROLINA 


Plans for a new headquarters build- 
ing in Charlotte have been announced 
by Snook Brothers, Inc., appliance 
dealers in the two Carolinas. 


OHIO 


Management of the Wearley Motor 
Co., Toledo, has announced that the 
firm is again engaging in the retailing 
of electric appliances. Harley Day- 
nier is manager of the appliance de- 
partment. 


ELECTRICAL MERCHANDISING—MAY 


ME, 


| 


} 


Ww" selected half a hundred 
store fronts and interiors— 
representing practically all kinds 
of business, in all parts of the 
country—from among thousands 
that have been remodeled with 
Pittsburgh Glass and Pittco Store 
Front Metal. 


Photographs of these Pittsburgh 
fronts and interiors are repro- 
duced in this book. With many of 
the pictures there is a report from 
the proprietor, telling how re- 
| modeling his store with glass at- 


1, 1946 


“PITTSBURGH” 
STORE FRONTS and INTERIORS 


How 


LYE -APPEAL 


| 


tracted more customers — and 
boosted profits. 

New trends in store front design 
—which show the many and varied 
uses of Pittsburgh Products—are 
also illustrated in this book. These 
designs were created by world- 
famous architects. This book will 
show you how to do more busi- 
ness, make more money. Send in 
the convenient coupon for your 
free copy of “How Eye-Appeal 
—Inside and Out—Increases Re- 


tail Sales,” today. 


INSIDE and OUT 


imecreaszes retaiit sates 


The new book that shows 


how you can make more money 


Our customers helped to write 
this book for you. 


Get it and read what they say 
about their new Pittsburgh 
Fronts and Interiors. Here are a 
few samples: 


“Sales increased 19%” .. . 
“Our business has greatly increased”. . 


P in appearance 
and pulling power” .. . 


“The investment pays many times in 
returns” .. . 


Pittsburgh Plate Glass Company 
2180-6 Grant Building, Pittsburgh 19, Pa. 


| 
| 
1 Out 
| 
| 
| 
| 
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Name 


Please send me, without obligation, your new, 
illustrated booklet, “‘How Eye-Appeal—Inside and 
Increases Retail Sales.” 


stench for Zualily Glass and 
PITTSBURGH 
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Cincinnati 
sings soprano. 
(tenor, alto and bass too!) 


Every second year 18,000 Greater Cincinnatians join the harmonic 

progression toward historic Music Hall to hear the May Festival 
Choir, the only musical organization of its kind in the nation, sing 

with the Cincinnati Symphony Orchestra. The May Festival has 
grown from one hundred eighteen voices in 1873 to its 1946 size 

of 400... all as a result of an ambitious, music-loving citizenry. 
@ Wise advertisers know that the cultural enthusiasm and loyalty 

of Cincinnatians extend to all fields of activity, a logical outgrowth 
of stable income and steady employment. Careful advertisers who 

must get the maximum return from each advertising dollar select 


this remarkable market that is Cincinnati. 
Cincinnati's diversified cultural interests embrace all the arts as exem- 
plified, among other institutions, by twe ari museums, two univer- 
sities, seven colleges, a symphony orchestra, and a summer opera. 


HULBERT TAFT, President 
ond Editor-in-Chief 


ADVERTISING OFFICES: 
NEW YORK 17, NY 
60 East 42nd Street 
Albert H. Parker, Mgr 
CHICAGO 1, ILLINOIS 
333 North Michigan Ave. 


Flu WEST COAST REPRESENTATIVE 


Fred D. Burns, Mgr. 
435 North Michigan Ave. 
Owners ond operoters of Radic Stetion WKRC AND DAILY CIRCULATION = go e 
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—— 
Allied Oil Co., Inc., Cleveland, ha & el 
announced a new department to ¢ ull 
and service home storage cabinets irte 


frozen foods. The firm has bee Stree 
franchised by United Frozen Fo; 
Distributors, Inc., which plans to oper. 
ate through fuel oil firms in 100 cities 
throughout the country. Managemen 
of Allied’s frozen food and cabine 
division will be assumed by E. | 
Marquard. 


OKLAHOMA 


The Springer Electric Co., Tulsa, 
has undertaken to convert an old two- 
story frame residence into a moders 
appliance store at 206 East 15th St 
Mr. Springer, the owner, was formerly 
associated with the Dodge Electri 
Co. His son, J. C. Springer, recent! 
discharged from the armed forces, wil! 
join him as a junior partner. 
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FOUR YEAR JOB: Movie actress Bonita 
Granville is using one of the new Rey- 
nolds "400" pens guaranteed to write 
for four years without refilling. She has 
42 miles of ticker tape to test it on— 
and that should be enough. The new 
model pen has double the ink-life ex- 
pectancy of the firm's earlier model. 


The Ray F. Fischer Plumbing Co., 
Oklahoma City, one of the oldest 
plumbing and heating companies in 
the area, has announced the comple- 
tion of a new warehouse and revealed 
plans for the remodeling of the show- 
rooms. Displays are now featuring 
evaporative coolers, Youngstown 
kitchens, Eureka cleaners, and Cros- 
ley refrigerators. 


OREGON 


The Madrona Radio and Electric 
Shop, Portland, of which A. G. Gar- 
rett is proprietor, has purchased a two- 
story building on the corner of Broad- 
way and Williams Ave. The entire 
ground floor is devoted to appliances, 
records, and sales and radio service. 
The firm handles the complete Crosley 
line, Gibson ranges and refrigerators, 
and Stromberg-Carlson, Zenith and 
RCA radios. 

The Loran Fitch Appliance Co., 
Portland, is building its own store at 
225 N. E. Killingsworth Ave. The 
firm will deal in electrical appliances. 
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Feldin & Co., electrical appliance 
tailing concern, has opened in new 
iarters at East 18th and Morrison 
Streets, Portland. 


PENNSYLVANIA 


Bonny’s, Philadelphia hardware | 


store, has added an appliance depart- 
ment. The firm is located at 612 South 
Ninth St. 

With Herman Leon as manager, the 
Home Suppliers Co., 5819 Chestnut 
St., Philadelphia, has added an appli- 
ance division. 


RHODE ISLAND 


Superior Appliance Sales Co., 
Providence, has filed plans for a sales- 
room addition of 45 by 90 feet. The 
room will be added as a one-story 
addition and will be faced with struc- 
tural glass. 


SOUTH CAROLINA 


The Household Appliance Co., 
Union, retail appliance firm, will 
occupy new quarters in the Gault 
Building. The concern is operated 
by George A. and B. B. James, Jr. 

Burdette’s Radio Sales and Service 
has moved from 152 South Liberty St., 
Spartanburg, to 251 Magnolia St. The 
store is managed by Clyde Burdette. 


TENNESSEE 


The Schmitz Electric Co. Trenton, 
has moved to the northwest corner of 
Court Square. Present stock includes 
electric heaters, motors, coffee makers, 
hot plates, food mixers, egg cookers, 
flashlights, bed lamps, table lamps, 
water heaters, and other small appli- 
ances, 


SETTING FOR ELECTRICAL FIX- 
TURES: This is the J. V. Buckle Electric 
Company of Salt Lake City and John 
Buckle, here seen with the vase almost as 
large as himself, is a specialist in the re- 
tail selling of electrical fixtures and also 
conducts a wholesale business in elec- 
trical supplies. But during the war period 
he found it convenient to handle antiques 
and will continue this merchandise be- 
cause of its attraction to shoppers. He 


| 
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CONTAINED SOLDERING UNIT 


Model 19-S 
Retails at $18.95 


Measures the solder! 
Speeds the soldering! 


Houses the solder! 
Ejects the solder! 


Every shop—every plant where soldering is a repair 
or production line operation—is a prospect for the 
Eject-O-Matic. 


Eject-O-Matic—the only automatic-feed soldering iron 
—brings soldering up-to-date, makes it a streamlined 
operation, takes another delaying kink out of the 
production line. 


Eject-O-Matic is the ideal soldering tool for the elec- 
trical worker, home craftsman, radio ham. 


THESE UNIQUE FEATURES ASSURE QUICK ACCEPTANCE 


* Automatic-feed to Non-fouling Tip 
* Micrometer Control of Amount of Solder Ejected 
* Light Weight Anti-fatigue Balance 

* One-hand Operation—Facilitates Production 

* Safety, Utility Base—Can Be Mounted on Bench 


National Sales Representative: 
MARTIN CARLSTEIN & ASSOCIATES 
1150 Broadway, New York 1,N. Y. 


> 


\ 


FOR FURTHER INFORMATION ABOUT THE EJECT-O-MATIC, 


MAIL THIS COUPON 


says he is also going to install an electric MARTIN CARLSTEIN & ASSOCIATES 
range and refrigerator and serve light re- 
freshments to customers so that they will 1150 Broadway, New York 1, N. Y. State 
really enjoy a visit to his store. 
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Something brand-new to show your customers! 


SENSATIONAL 


than by an alarm tone? 


Well, so would lots of your customers. The ““Tune-A- 
Larm” rouses them pleasantly ... cheerfully . . 
If it doesn’t do it in 5 minutes—then they get the alarm! 

Here’s how this revolutionary new General Electric 
Alarm Clock works: simply plug vour bedside radio 


LOOK! Wouldn't you rather be waked up to music 


into “Tune-A-Larm’s” back, tune it to your favorite 


station, switch the switches! At rising time ““Tune-A- 


. surely. 


Meet two other new G-E sales-makers! 


The “Beam Alarm.” This ingenious 
new G-E Alarm clock is for those who 


don’t want to be awakened by any noise 


Sunply plug your bedside lamp cord into 
the clock. At wake-up time, the light 
comes on—and FLASHESON AND OFF! 
After 5 minutes of flashing, the alarm 
buzzes—just to make sure. (This clock 
was developed after working with societies 


for the hard of hearing 


General Electtic Clocks 


The Clocks Most People Want 
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The “Select-O-Switch.”” This is, strictly 
speaking, an electrical timer. You use this 
ingenious time-switch clock to control 
your radio and other electrical appliances 
operating ow ordinary house current. Will 
play your radio for any length time for 
which it is set—then turn it off. The same 
with other appliances for pre-selected in- 
tervals over a 12-hour period. It's a very 
useful device, the “Select-O-Switch.”’ 


GENERAL 


Larm “turns on your radio and you awaken to MUSIC! 


All our surveys indicate that the ““Tune-A-Larm” 
will bring some fine new music out of your cash register. 
It’s just what a lot of people have been waiting for! 
Music for your waking moments — imagine! 


In Production Now! 


These three new G-E clocks are 
being shipped as rapidly as pos- 
sible. Ask your wholesaler about 
“Tune-A-Larm” 
Alarm” .. 


They're new, they're good. Best 


Beam 
. “Select-O-Switch!” 


of all—they’re G-E! General 
Electric Company, Appliance & 
Merchandise Dept., Bridgeport, 
Connecticut. 


ELECTRIC 
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The K & S Appliance Co., 1225 E, 
McLemore St., Memphis, has opened 
a second store at 220 E. McLemore St, 
Lewis Kramer is manager of the new 
store. Both outlets feature Admiral 
products. 


TEXAS 


A complete electric appliance section 
will be added to the R. E. Cox & Co, 
store when it moves into its new home 
at 600 Main St. Fort Worth, early 
next fall. 

A new home for the United Appli- 
ance Co. has been completed at 704-706 
Crawford St., Houston. The build- 
ing has modern display rooms, offices 
and warehouse space totaling approxi- 
mately 11,000 square feet and was 
occupied early in April. 

Ground has been broken for the new 
building for Schell-Munday Co., appli- 
ance dealers in Amarillo. The brick, 
stucco and tile structure will be 127 
by 100 feet. One of the features will 
be a complete Westinghouse model 
kitchen where refrigerators, stoves, a 
home laundry radios, and other appli- 
ances will be demonstrated. Carl R. 
Schell and Lowell Munday are the 
owners. They have estimated the cost 
of the new structure at $100,000. 


UTAH 


The Mutual Mercantile & Hardware 
Co. of Helper has moved to larger 
quarters on Main St. to provide more 
room for the appliances which John 
Skerl, manager, expects to arrive soon. 

The Cy Lewis Appliance Co., Rich- 
mond, owned and operated by Cy 
Lewis, is constructing a warehouse, 
repair shop, and washer display house. 
Mr. Lewis, a former carpenter, is doing 
the work himself. He features Hot- 
point, Maytag, and Bendix Radio pro- 
ducts. Prior to going into business 
for himself he was a member of the 
sales force of the Utah Power & Light 
Co. 


WASHINGTON 


The Royal Electric Appliance Co., 
Olympia, has been sold by Earl Wilson 
to Fred T. Jones. The firm specializes 
in electric ranges and washing 
machines and the new owner has indi- 
cated that no changes in policy are 
intended. 


WISCONSIN 


The Home Makers Hardware & Ap- 
pliance Co., 123 West Mifflin St., 
Madison, has remodeled its basement 
appliance showroom. F. L. Balt- 
hazor is the owner of the concern. 
Connected with the appliance business 
is a radio repair service operated by 
John Fitzgerald. 

The Mell Hardware Store, 2309 
Atwood Ave., Madison, has opened an 
appliance department. L. C. Mell is 
the owner. 

Extensive remodeling of the Mit- 
tens’ Home Appliance Store, Marsh- 
field, has been completed. A repair 
shop is included at the rear of the 
store. An addition of about 90 feet is 
contemplated to increase the present 
22 by 70 foot area. . 

The Kent Tire and Electric Shop, 
Oconoto, is remodeling its store and 
expects to reopen sometime this spring. 
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Mid-America Exposition 
S To Feature Appliances 


Both manufacturers and distributors 
of electrical equipment and appliances 
have been invited to display at the 

| {rst annual Mid-America Exposition 

; 9 which is scheduled to run in Cleve- 
Es Public Auditorium May 23 to 
med ) June 2. Seven halls of floor space will 


ot be devoted to a massive, sales-making 
new exhibit of industrial and consumer 
‘ral products, which is described by its 
organizers as destined to become one 
of the greatest annual industrial expo- 

sitions in the country. 
ses | The Mid-America Exposition-Cleve 


land came into being when industrial 
Co. business, labor, and civic leaders of the 
region recognized the need for some- 
thing which would focus the attention 
of the buyers of the continent, both 
trade and public interests, on the re- 
gion, its post-war and future products, 
its people’s skill and enterprise. 


Suv, 


ices The electrical industry will use this a 
7 “Showroom of the Nation” to preview 
— and pre-sell its latest equipment and i 
} appliances to a large and expanding 
market for electrical merchandise. 
)pli- 
ick, 
127 
will 
odel 
2 Quinn Named to Manage 
ct Southern Cal. League 
the ; William J. Quinn has been appointed 
cost secretary-manager of the Southern 
) California Radio and Electrical Appli- 
) ance Association, replacing Gerald 
Weston, resigned. Mr. Quinn, long . 
§ asocinted with the motion picture in- Lamps, both Incandescent and Fluorescent can mean a lot to you, in terms of 
fare | dustry, was in charge of Victory House ? 
ger in Los Angeles during the war and 
sore recently undertook the development of volume and profit, if you handle them on the right basis. 
ohn the Radio and Electronics Service 
ae Association in that district. oan 
‘Cy [___, rhe association recently announced CHAMPION Lamps are manufactured and sold so that there'll be the most in it 
os plans for co-sponsorship of the “Con- 
use, struction Industries Exposition and 
me. Home Show of Southern California,” for you. They have the quality to assure satisfied customers and bring them back to 
oe which will be held each summer in ‘ 
~-d Las Asgehe Pen Packie: Antitertom. you for replacements. Costs are kept down all the way through so as to give you 
aod A sales and service training project . 
| has been planned and a personnel place- 
hd ment program is under way which will maximum profit margin. The simplest, most straightforward selling policy is main 
include the recruiting, apprenticeship, 
training and placement of qualified tained — wholesaler-to-retailer without red tape or restrictions of any sort. 
applicants and the establishing of mas- 
ter files on all such personnel in the 
Los Angeles area. In addition, peri- > 
on ) odic industry sales conferences are to In short, you get everything there is in it. Isn’t that what you're looking for in lamps: 
a be held, one of which is scheduled for 
os ' late spring. The organization already . 
. » numbers 179 charter members and a 
ndi- membership drive is now rolling which . ASK YOUR WHOLESALER FOR CHAMPION LAMPS 
sas / aims at a membership quota of 500. 
* 2 R. H. Cockfield, Los Angeles Depart- 
ment of Water and Power, is acting 
president. 
Ap- 
St., 
lent 
alt- 
Purchases 
New Toronto Factory 
= Harold W. Sweatt, president of 
309 Minneapolis-Honeywell Regulator Co. 
an has announced the purchase of a new 
l is plant at Leaside, on the outskirts of Lynn Massachusetts 
: Toronto, which will triple its Cana- 
Ait- dian manufacturing facilities. The re- ISION OF CONSOLIDATEO ELECTRIC LAMP 
sh- j cent deal is part of the company’s 
air : expansion plan which will involve 
the approximately $4,000,000 upon comple-” 
: 1s 5 tion and include additions to plants 
ent and machinery in Minneapolis, Chi- 
f cago and Philadelphia. Transfer of 
0p, operations from the company’s older 
and facilities at 117 Peter St., Toronto, 
ing. have been completed. 
ING 
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Chromalox 


Dealers Everywhere! Stock Chromalox 
Electric Range Units for replacements on 
any make or size Electric Range. 


_Housewives the country over prefer 
CHROMALOX Electric Range Units. That's 
because CHROMALOX Triangulars are Fast, 
Easy-to-Clean and Economical! 

You'll prefer them, too. CHROMALOX 
Units are profitable to sell and easy to 
service. They install without muss, fuss or 
bother; a screwdriver is your only tool... 
and CHROMALOX Adaptor Rings assure per- 
fect fit in all ranges. 

Get the facts on CHROMALOX Triangulars, 
the No. 1 unit in the replacement field. 
Write today. 


| e 
on new ranges an fo 
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Better Design... 
Made with Inconel 


Cutaway shows patented 
flatter, wider top. In- 
conel sheath is tough, 
rustproof, acidproof. 


| 
| 


NOW YOU SEE IT, NOW YOU DON'T: The Phantom Dial of the Bendix radio in 


this picture is coming in for a 
Hardware Co., distributors of Seattle, 


lot of attention from officials of the Schwabacher 
Wash. 


Dealers from the Northwest viewed 


the traveling Bendix show staged by district manager Russell Fryberg on March 19 
and 20. From left to right are Schwabacher officials C. E. Winkler, sales manager: 
Morton L. Schwabacher, president; Al Kendle, salesman; James P. Cummings, man- 
ager of major appliances; Chesley Brown, secretary and credit manager; and Mr. Fry- 
berg, northwest district manager, Bendix Radio Division, Bendix Aviation Corp. 


DISTRIBUTOR NEWS 


CALIFORNIA 


Carl K. Nickell has been appointed 
San Diego sales manager for the J. N. 
Ceazan Co., Los Angeles. Mr. 
Nickell previously held executive posts 
with the Midland Co., Inc., Indian- 
apolis, and the Anderson Stove Co., 
Anderson, Ind. Fred C. Feiten has 


K, NICKELL 


been named a field representative. 


Prior to service in the Navy he was 


FRED C. FEINTEN 


associated with the sales division of 
the American Tobacco Co. 
The L. K, Franklin Co., 1241 South 


MAY 


at 2806 West Seventh St. 


Hill St., Los Angeles, has been ap- 
pointed exclusive national distributor 
for the Greyhound light weight travel 
and household iron, made by the Mid- 
dleton and Meads Co., Ine. 

The Sacramento Electric and Sup- 
ply Co., Sacramento, has been named 
distributor of Meck radios, according 
to an anhouncement by John Meck, 
head of John Meck Industries. 

The Collins Refrigeration Co., 8383 
Sunset Blvd., Los Angeles, and 51 
Webster St., Oakland, has been ap- 
pointed Pacific Coast distributor of 
Arctic-Temp Sub-Zero Lockers made 
by the Arctic-Temp Mig. Co. 

The William P. Horn Co., western 
lactory representatives with headquar- 
ters in the Western Merchandise Mart. 
San Francisco, have announced the 
appointment of S. Allen Laitner as Los 
\ngeles branch manager with offices 
In Portland, 
Arnold Meizle is the new branch man- 
ager. Bernhard L. Stone has been 
added to the San Francisco staff. 


CONNECTICUT 


The H. S. Albert Co., Hartford, has 
been named distributor for Maytag 
products. H. S. Albert, president, has 
been discharged from the Army and 
has rejoined the company. 


GEORGIA 


A new home is under construction at 
295-301 Decatur St. Atlanta, for the 
Stein Steel and Supply Co. The $40,- 
000 quarters are going up at the site of 
the firm’s present home and will pro- 
vide additional space for the distribu- 
tion of electric and gas appliances, 
plumbing supplies, and hardware spe- 
cialties. A. L. Stein is president and 
Milton O. Stein is a junior partner. 


IDAHO 


The Hugh McNair Co., manufactur- 
ers representatives of Boise, have an- 
nounced their appointment as repre- 
sentatives for Roll-A-Reel of Cincin- 
nati, Ohio. 
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DISTRIBUTOR NEWS | 


ILLINOIS 


Walker-Jimieson, Inc., 311 South 


Western Ave., Chicago, has announced 
the appointment of Karl 
represent the company in eastern Iowa 
and western 
metropolitan Chicago area. 
lah recently completed three years of 
service for the Navy as an electronic 
engineer. 
ciated with 


3ewlah to 


Illinois outside of the 
Mr. Bew- 


Prior to that he was asso- 
Midwest Timmermann, 
lowa electronic distributors. 

R. Cooper, Jr., Inc., 836 South Canal 
St., Chicago, G-E distributors, re- 


cently announced the appointment of 
Commander Richard T. Cragg as mer- 


RICHARD T. CRAGG 


chandise manager. Prior to Naval 
service, Commander Cragg was adver- 
tising and sales promotion manager of 
Cooper, Inc. 

The Seebro Products Co., Chicago, 
has announced the opening of modern 
sales and display rooms at 5625 W. 
Fullerton Ave. The firm will stock 
lines of nationally advertised 
records, photographic equip- 
ment, electrical appliances, and hous¢ 
hold supplies. Seebro Products is a 
division of Seebro Manufacturers 
Supply Co. 


complet 


radios, 


INDIANA 
W. M. Lininger has been re-elected 


president of the South Bend Electric 
Co., 439 East Colfax Ave., South 


Easily demonstrated advantages 


GOVERNOR TAKES A GANDER: When 
dealer Claude H. Wolfe (center) ex- 
hibited a Bendix automatic home laundry 
at a recent fair in Orlando, Fla., Gover- 
nor Millard Oaldwell (left) and Clarence 
Gay (right,) clerk ofthe Orange county 
circuit court, stopped to have a look. 


of FIBERGLAS insulation 


FIBERGLAS 


DOOR SLAM 
TEST 


Have no fears about the insulation when you offer your 


customers home appliances “insulated with FIBERGLAS”, 


In fact, talk it up—make it a definite part of your selling 


story! Fiberglas can be an asset—both in closing sales now 


and in building customer good will for the future. 


Remember! Millions know Fiberglas—know it through 


its outstanding performance in home appliances, in in- 


dustry and in hundreds of extra-tough war jobs. Cash in 


on this acceptance. Let it help make sales and profits 


for you. 


Owens-Corning Fiberglas Corporation, Dept. 853, 


Toledo 1, Ohio. Branch offices in principal cities, 


In Canada, Fiberglas Canada Ltd., Oshawa, Ontario 


DID YOU KNOW... 


Fiberglas Thermal Insulation has long been 


used in commercial cooking equipment (such 
as this Blodgett Bake-Oven) and in rolling 
food-handling units for institutions and the 
Armed Forces. Fiberglas is specified for its 
efficiency, light weight and its ability to with- 


FIBERGLAS 
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stand shocks and vibration without settling. 


THERMAL INSULATION 
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SPRING WEATHER COSTS YOUR 
CUSTOMERS WASTED FUEL... UNLESS 
THEIR FURNACES HAVE 
(empervature 


WITH THE fp) HEAT REGULATOR SET 


: In the spring, when the mercury is ’way above the freezing mark 
one day — followed by a quick dive toward the frigid zone within a 
: few hours — automatically controlled heating in homes with coal- 


fired furnaces is especially appreciated. It provides comfort, plus a 
substantial saving in fuel. Only a minimum fire is maintained on 
warmer days, yet the sensitive thermostat instantly responds to 
a drop in room temperatures, quickly compensating for outside 
temperature changes. 

BUILD GOOD WILL among your customers who own hand-fired 
furnaces — by installing this efficient, always-dependable A-P 
AUTOMATIC HEAT REGULATOR SET. It STOPS chance- 
taking waste in furnace firing. 


Place A-P Limit Control on the 
furnace bonnet. It prevents fur- 
nace heat from overshooting 
room thermostat setting. Keep 
Limit Control adjusted to out- 
side weather for satisfactory 
sentineling of fire. 


Attach A-P Thermostat to inside 
woll, 4 feet above floor. it 
““floots’’ the fire and controls 
room temperature within 1° of 
the setting. Actuates damper con- 
trol. Beautiful ivory-tone finish 
harmonizes with home furnishings 


Finaily, install the A-P Damp- 
er Regulator and connect to 
Thermostat and Limit Con- 
trol. It requires no attention 
except oiling twice a year. 


COMPLETE INSTALLATION 
KIT contains pulleys, screws, 
conductor cable, staples, 
chain and transformer. 


SALES HELPS—Display Cards, PRODUCTION AND DELIV- 
colored Presentation Books, ERIES are now back to nor- 
Consumer Folders, Newspaper mal. Keep well stocked to 
Mats—tfurnished upon request. serve customers promptly. 


AW 


AUTOMATIC PRODUCS COMPANY 


2400C North Thirty-Second Street, Mil kee 12, Wi i 


DEPENDABLE (Coutrols 


FOR HEATING © AIR CONDITIONING © REFRIGERATION 
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DISTRIBUTOR NEWS 


Bend. Other re-elected officers in- 
clude J. R. Storey, secretary and 
treasurer; and H. W. Schoenduve, 
F. E. Kilander, and M. J. Dring, vice- 
presidents. 


MASSACHUSETTS 


Eastern Co., New England appli- 
ance distributors, and Hancock Stores, 
retail specialty distributors, have an- 
nounced a merger of companies. The 
new firm is called the Hancock Co. 
and has headquarters at 750 Com- 
monwealth Ave., Boston. Julius Bier 
is president. Hancock will distribute 
Kelvinator, RCA-Victor, Bendix, 
\merican Kitchen and Duchess wash- 
rs, and other products. 


MICHIGAN 


The Dorsan Co., Jackson, has its 
ywwner back. Don Sparks, who organ- 


DON SPARKS 


ized the firm, has returned from three 
years of service in the AAF, and will 
distribute products of the radio and 
appliance division of the Sparks- 
Withington Co. 


MISSOURI 


The new St. Louis Distributing Co., 
Inc., has leased office and display space 
at 4431 Manchester Ave., St. Louis, 
to handle electrical appliances and 
household equipment. E. Lowther, 
owner of the Midwest Mfg. Co., is 
president and treasurer. H. A. Schan- 
aker is vice-president and general 
manager. M. A. Ochsner, a lawyer, is 
secretary. The firm has also acquired 


warehouse space at the St. Lonis 
Terminal warehouse at Eighth and 
Clark Streets. 


NEBRASKA 


The Nebraska Radio Distributing 
Co., Lincoln, has been appointed a dis- 
tributor of John Meck radio products. 


NEW YORK 


A radio and electronics show was 
staged recently by the Radio Equip- 
ment Corp., Buffalo, to celebrate the 
occupancy of new quarters at 147-151 
Genesee St. The firm, which dis- 
tributes Emerson radios, had factory 
representatives present to explain the 
products to visitors. Nat Abelson, 
secretary; Warren Hardy, appliance 
manager; and Oscar Miller, indus- 
trial head, were hosts. 

Everett Foster, president of the 
Foster Supply Co., Buffalo, has solved 
his appliance warehouse problem. He 
announced recently that he will erect 
a number of Quonset huts on Sheridan 
Drive. He also plans the erection of a 
$25,000 one-story addition to a build- 
ing he owns at 3070 Delaware Ave. for 
display purposes. 

The G and B Sales Representatives 
& Co., New York City, has opened 
sales and display offices at 154 Nassau 
St. under the ownership of Joseph 
Geisser and Samuel Halperns, two 
Army veterans. The firm will dis- 
tribute appliances and lamps 

The Warren-Connolly Co., Inc., 
New York City distributing firm, has 
moved its general offices and sales 
rooms to 521 West 57th St. Service, 
parts, and receiving departments are 
located at 518 West 58th St. Th 
company plans an open house when it 
has shaken down to its new home. 


NORTH CAROLINA 


Mill Distributors, Inc., Charlotte, 
have added P. G. Griffin and R. H. 
Roscoe to the sales staff to contact 
Garod radio dealers in North Carolina 
and a portion of South Carolina. 

J. C. Erwin, vice-president of Alli- 
son-Erwin Co., 209 East Sth 
Charlotte, has announced the addition 
of H. E. Atkinson, T. F. McWhirter 
and George Cunningham to the sales 
staff of the major appliance depart- 
ment. The firm is a distributor for 


IT'S A FAR CRY from the original 15 by 20 foot office of the Northwest Sales Co., 
Portland, Oregon, to the brand new home with 10,000 square feet of floor space, 
which had its grand opening on March |. Harry W. Weinstein is owner of the dis- 
tributing concern. 


MAY I, 


RRITT @ LOGAN 7 
RGHITECT S. 
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WINGED DISTRIBUTION: The dealers in this picture got Crosley radio samples 


ahead of their competitors when Oscar Mannen, head of the Lehigh Distributors in 
Hazleton, Pa., leased a plane to deliver the cargo from Cincinnati to Hazleton. With 
understandable impatience, the dealers were at the field to get their samples. Mr. 


Mannen is at the extreme right. 


DISTRIBUTOR NEWS 


Horton, Quaker, Gibson, Zenith, and 
Youngstown. 


OHIO 


Lawrence Golden, who recently re- 
turned from Okinawa after 42 
months in the armed forces, has re- 
joined the Golden Appliance Co., 
Cleveland, as general manager. M. A. 
Golden, senior member of the firm, 
announced that young Mr. Golden 
would head up a new dealer service 
program. 

The Joseph B. Smith Co., Toledo, 
has announced that its new manager of 
city sales is James P. Printy, recently 
released after three and one-half years 
of Army service. Prior to the war 
Mr. Printy was associated with the 
purchasing department of the Libbey- 
Owens-Ford Glass Co. 

The Argo Distributing Co., with 
headquarters at 7 South Perry St., 
Dayton, has been formed to distribute 
Rock-Ola phonographs in 23 coun- 
ties. Officers of the company include 
president Ray Votaw and vice-presi- 
dent Harold Schear. 


OKLAHOMA 


The Hessmer Co., 10 Northeast 9th 
St., Oklahoma City, distributors for 
Fairbanks-Morse products, have added 
new lines including Miracle appliances, 
Everhot products, Meier exhaust 
fans, and Edgar T. Ward cooling sys- 
tems. The firm operates exclusively 
through Oklahoma dealers. 

Rector Brothers, 413 South Kenosha 
St., Tulsa, have been named distribu- 
tors in Oklahoma for the Bishop Food 
Freezer. Two of the brothers, Leo 
and Paul Rector, have returned to the 
firm from Army service. 


OREGON 


The Household Distributing Co., 
1233 Northwest 12th Ave., Portland, 
were hosts to some 250 dealers re- 
cently for a viewing of new Bendix 
radios. M. M. Curtis is president of 
the company. 


PENNSYLVANIA 


Raymond Rosen & Co. executives 
were hosts recently to ten young RCA- 
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Victor trainees. The ten, two from 
each branch of the armed forces, were 
selected for special extended training. 
They visited the Rosen headquarters 
at 32nd and Walnut Sts., Philadelphia, 
to learn the operations of a factory 
distributor. 

The Matthews Co. has been organ- 
ized in Philadelphia as a division of 
the Fisher & Brick Carpet 
distributing firm with 25 years of ex- 
perience. The new firm will dis- 
tribute appliances and radios. 

William Kremer, erstwhile appliance 
manager for the Philadelphia Elec- 
tric Co., has organized his own manu- 
facturers sales agency in Philadelphia, 


Co., a 


WILLIAM KREMER 


the William Kremer Co., Inc., located 
at the Architect's Building. Mr. 
Kremer’s sales staff will cover the 
Middle Atlantic States. 


WEST VIRGINIA 


The Van Zandt Supply Co., Hunt- 
ington, has announced the return of 
Lee T. Davis to the firm as salesman of 
kitchen and gas appliances. During 
the war years Mr. Davis was with the 
E. B. Badger Co. as construction engi- 
neer. 


WISCONSIN 


Sam V. Abramson and Clarence 
Sievert have been named general man- 
ager end sales manager, respectively, 
of the State Distributing Co., Mil- 
waukee. 
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Ready to serve America 


Toast that is perpetually perfect is now possible 
through a new and exclusive feature of the Cam- 
field ingenious control that 
automatically guards against voltage fluctuations 
and maintains constant “‘toast-right’ heat from 
the very start to assure perfect toasting every 
time, all of the time. 

Alone, this exciting fact has the New Camfield 
slated for top position in toaster sales. Add these 
equally important features for perfect toasting 
plus... 


@ AC or DC Current 

@ Color Regulator 

@ Automatic Shut-Off 

@ Oven-Type Construction 


@ Automatic Pop-Up 
@ Finger-Trip Release 
@ Cushioned Pop-Up 
@ Hinged Crumb Tray 


@ Lustrous Mirror-Chrome Finish 


CAMFIELD 


| “Au TOmpatic 


| CAMFIELD MANUFACTURING COMPANY 


TOASTER 


‘GRAND HAVEN, MICHIGAN 
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Circulation climbs and climbs. April print order o 
36,000. Electrical Merchandising circulation reaches th¢ 
Photo courtesy Ringling Bros. and Barnum & Bailey better outlets and in every survey stands first with th: 


dealers by a wide margin. Our News Issue now keeps ! 
industry fully abreast of new developments and tren: 


A McGRAW-HILL PUBLICATION 


330 


1 
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They always pick the elephants to “front” the parade. It’s a good rule © 
to follow in your program of dealer relations. ° 
Be impressive! Tell your story ... tell it often and big. Dealers are * 
crying for information. They and their salesmen need thorough schooling e 
jn your product, your policies, your sales program. And, like all of us, ® 
dealers are human, BIG things impress them! , 
Electrical Merchandising offers the place and the way to do this in- * 
structive selling. The most potent single educational force in the appliance 
‘ond radio industry, “Merch” is read eagerly these days for what it tells 
distributors about how to do it. 
A program of double-page spreads every month in the year in 
Electrical Merchandising will work wonders—if your message is right. 
We'll gladly assist you in this vitally important job. 


NG 


Note: Electrical Merchandising’s Classified Directory of Appliance and Radio 
Manufacturers re-appears in July Ist issue. Last published in 1941. Contains 
company names, addresses, and trade names. 


Put tu 


330 West 42nd Street New York 18 
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How to Keep 
* CUSTOMERS 


and Influence 
Sales! 


“Get on the PROFIT BEAM 


STEAM 


| 
i 
A 


Imitations are flattering, but there's 
only one ORIGINAL Electresteem .. . 
proven safest, most efficient and econom- 
ical. Sell Electresteem with confidence; 
your customers will use it with complete 
satisfaction! 

Ask your Jobber for Details 


ELECTRIC STEAM RADIATOR CORP. 


DETROIT 8, MICHIGAN 


7 Preferred by Over a Million Parents! 


&lectresteem 
A ELECTRIC SERVANT for BABY 


Handy, sanitary, durable. Uses standard 
appliance cord. Patented “Longlife” 
heating element. Four times as useful! 


BOILS egg or potato 
WARMS baby’s bottles 


; HEATS baby’s food 
VAPORIZES for colds 
AC 


A proven traffic-builder and sales booster! 
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Women WantA liances ance. Other age groups, who have, 
PP supposedly, the essentials of living, 
First, Survey Shows 


are reported by the survey as unani- 
American housewives plan to buy first. 


mous in their aim to buy appliances 
more appliances during the next two The survey revealed that twice 
years than furniture, rugs, automobiles, as many women are planning to buy 
radios, or new homes, according to a furniture and other home furnishings 
survey made by the Furniture Re- in 1946-47 as bought in either of the 
search Advisory Committee and pub- preceding two-year periods. 
lished in the National Furniture Re- The survey shows that in the 25 and 
view of the National Retail Furniture under group one out of two will pur- 
\ssociation. chase appliances; one out of two will 
purchase furniture: one out of three 
will purchase floor coverings ; and one 
out of four will purchase a radio, 
Thirty-six percent of American fami- 
lies plan to buy some item of furniture 
in the next two years, the survey said, 


Young married women under 25 
vears of age signified their intention 
of purchasing furniture before appli- 
natural enough intention 
when most people still think a bed to 
sleep in takes priority over an appli- 


ances—a 


MAJOR EXPENDITURES PLANNED BY FAMILIES DURING NEXT 
TWO YEARS* 


(From a Selected List} 
According to Age Groups 


Age- Groups 
Under 
25 25-29 30-39 40-49 
Total Years Years Years Years 


Appliances 39.1 475 44.2 37.3 33.3 
Furniture 36.0 51.4 39.9 35.3 25.9 
Rugs ond carpets : .-- 258 31.9 26.8 25.1 21.7 
Family radio or television set 22.8 24.5 24.3 22.9 20.8 
Automobile 29.5 30.6 33.6 31.8 24.0 
Build or buy new home 22.7 33.6 29.0 22.2 13.4 
Redecorate home con SER 5.1 10.5 14.0 15.7 
Remodel present home ; 8.1 44 5.5 95 10.1 
Travel in United States 6.6 5.7 6.4 6.6 7.2 
Build or buy vacation comp or home 2.9 24 2.8 3.3 2.8 
Travel abrood z 2.7 2.7 2.8 32 3.0 
Other expenditures 8 a 12 
Have no pions : 25.3 24.9 19.4 22.7 32.1 


"Some respondents mentioned more than one item, therefore percentoges foto! more than 100%. 


IMMEDIATE 
DELIVERY 


CUSTOMARY TRADE 
DISCOUNT 


Buyers who have seen the TIME-SAVER Pressure Cooker accord it top 
honors. The TIME-SAVER is an achievement in quality, combining, as it does, 
beauty of design, utility and mechanicol perfection. It is cast of a special 
quality, virgin aluminum alloy ond polished to a high degree of lustre. 
Sturdy in construction. A simple flick seals and locks the pan with ease 
and air-tight precision. 


3-in-1 Pressure Gauge 


Cooking tests disclose the superiority of the TIME-SAVER'S 3-way gauge. The 
gauge can be set for 5, 10 and 15 Ib. POSITIVE pressure — thus attaining 
cooking perfection and consumer satisfaction. 


Guaranteed 


Individually packed, 18 to 100 Ib. weight 
F.0.B. Factory. 


A Certificate of guarantee, assuring 
mechanical perfection, is enclosed 
with each cooker, as well as a new 
illustrated 24-page time-chart and 
instruction booklet. 


Newspaper Mats Available 


Manufactured by 


TRAUBEE PRODUCTS, Inc. 


924 BERGEN STREET, BROOKLYN 16, N. Y. 
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Sees Electronic Age 
Tomorrow's Homes 
ces H 
“Architects who fail to incorporate 
ice provisions for modern electronics in 
buy A the house of tomorrow will be build- 
ngs ; ing homes as much out of date as the 
the gas light and the kerosene stove,” 
: \illiam J. Halligan, president of the 
and : Hallicrafters Co., producers of high 
urs frequency radio equipment, declared 
will recently. 
ree 4 Mr. Halligan went on to emphasize 
one the full advantages that will accrue to 
dio, F home builders as a result of tremen- | 
mi- dous strides taken by electronics dur- | 
ure : ing the war. This is best exemplified, 
id pointed out, by the “electronic 
: heart” of the house, which will permit 
j extension of the benefits of electricity 
: to all rooms 
Amateur radio is due for a big boom, 
according to Mr. Halligan, and tele- 
vision is well on its way to perfection. 
Inter-communication systems will “as- 
sume the proportions almost of a 
necessity,” and home recording, at first 
i just a fad, will become more and more 
popular. 


Mr. Halligan concluded by stressing 
the necessity of making ample pro- 
vision for sound in the construction of 
the heme. 


Surplus Bulbs, Lamps 
_ Offered by War Assets Corp. 


Aporoximately 350,000 new electric 

Ye: { lamp bulbs and 524,320 new neon and 

argon glow lamps that have been de- 

clared surplus by the Army were 

offered to priority claimants, prefer- 

; ence buyers, certified veterans and 

dealers in a 15-day national disposal 

4 sale starting March 23, the War Assets 
Corp. announced. 

The surplus lamp bulbs originally 
cost the government $146,630. Of 
standard make, they range in size and 
type from 6-watt clear glass to 5,000- 
watt fioodlight bulbs. The surplus 
neon and argon glow lamps cost the 
government about $95,000. 

Sale of these items was conducted 


through regional offices of the WAC. 


' MEET SEYMOUR: Yes, sir, this is Sey- 
mour, feature character in a 20-minute 
sound movie produced by General Elec- 
tric's Lamp Department to demonstrate 

the advantages of adequate and proper 
5 store lighting. Seymour points out that 
97 percent of customer impressions are 
made through seeing and demonstrates 
the three services that modern lighting | 
performs. 


ING ELECTRICAL MERCHANDISING— 


Styled for the future... available today. 
Vaculator is nationally advertised to 
millions. Protected profits with National 
Fair-Trading. “‘Pyrex”’ branded glass is 
your assurance of highest quality... equip- 
ped with the Dutch clothless filter, the 
greatest sales feature in modern coffee 
makers... exclusive with Vaculator. 


No cloth « No paper 
Snaps in easily 
ie Cannot pop-up or fall out 
Fits all standard makes 


THADE mane 


PROFIT SALES BUILDERS 


6 HEAT=2 BURNER ELECTRIC TABLE STOVE DE LUXE 2 HEAT HOT PLATE 

Designed by Vaculator with many advanced features An electric coffee maker stove that incorporates 
... heavy duty construction ... full generous size... quality, design and performance. Top is chrome plated 
“hammered-effect” finish ... it’s “tops” in quality and ... base is black plastic with two-heat brew and warm 
performance. List price........ ... $15.75 Eee 
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SEE US AT THE HOUSE WARES SHOW e ATLANTIC CITY ¢ BOOTH 408 
NEW 
ot 
the 
wil Sparkling China 
Fee 
| 


~ RUBBER PARTS. 


QUIETER + ABSORB VIBRATION 
E and PROLONG. THE LIFE 


The trend is for rubber parts in 
all types of appliances and today 
millions upon millions of rubber 
parts are used in the appliance 


field. There are definite reasons 
for this tremendous switchover 
to rubber, for instance on moving 4 
parts they are quieter, absorb 
vibration, noise and shocks, | 
thereby prolonging the life of any 
piece of equipment. 


Johnson Rubber Co. has created 
and designed many rubber parts 
for home appliances such as their 
two hardness extruded non-wrink- 
able refrigerator door gaskets, 
two color extruded rubber parts 
for ironers, vacuum cleaners, etc. & 
and the Johnson rubber drain 
connector for washing machines. 


Our many years experience inthe §@ 
home appliance field has taught 
us how and when to put rubber @ 
parts to work, where they will do 4 
the job better, more economically @ 
and more efficiently. 4 


If you have a problem, drop us 
a line, our engineers would be 
more than glad to work with 
your engineers in its solution. 
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CAFEX PERCOLATOR BOWS: Planning advertising strategy for the promotion of 
the Cafex percolator, first item in the new line of the Hartford Products Corp., 
Chicago, are Charles H. Newman (left), vice-president in charge of the Chicago 
office, and Ray P. Culin, assistant to the vice-president. 


Hartford Products 
Opens in Chicago 


The Hartford Products Corp., 
manufacturers of a postwar line of 
household products, has established its 
national headquarters in Chicago at 


308 West Washington street. 1 


The company’s products, which carry 
the trade name Cafex, are now manu- 


facilities in Chicago in the near future. 
Production of the new Cafex perco- 
lator, the first item of the new line, 
was expected by May 1, and sales 
agents in the key areas have been ap- 
pointed. A national advertising cam- 
paign is being, planned. 


Officers 


The national office in Chicago will 
be in charge of Charles H. Newman, 


factured in Newark, N. J., but it is 


vice president, and Ray P. Von Culin, 
planned to establish manufacturing 


assistant to the vice president. Frank 


@Sparkling with “buy-appeal” — JUICE 
KING headlines home juicer design with the 
unique Single-Stroke Handle and these FIVE 
additional sales features: Juice-All Strainer * 
Interlocking Cup. Strainer and Base * Deep: 
Well Cup * Qpen Design * Steel Handle. 


For the finest in home juicer 


JUICE KING! 


feature 


NATIONAL DIE CASTING CO. 


Touhy Ave. at Lawndale Chicago 45, 
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ONE 


PRODUCT 
Wy 


LINE... 


TWO 


ROADS TO PROFITS! 


SALES TO FACTORIES 


Wherever baking, drying, preheating or 
dehydrating processes are carried on, 
there's a market for Wabash-Birdseye 
Infra-Red. These lamps permit amazing 
savings in time and production costs — 
are simple to install—cost little to main- 
tain. And Wabash- Birdseye ads in lead- 
ing industrial publications are actively 
promoting wider use of Infra-Red... 
to help you sell this wide-open market. 


ee 


SALES TO HOMES 


More and more people want the soothing 
relief that is provided by the deep, pene- 
trating heat of Wabash-Birdseye Infra- 
Red. Many use it to treat colds, sinus 
and other conditions for which heat is 
commonly prescribed. They find it sim- 
ple and safe to use... as effective as 
older heat treatment methods — but far 
more comfortable and pleasant. A home 
without Infra-Red is a prospect for you! 


Selling facts about Wabash-Birdseye Infra- 
Red Lamps: The special tungsten filament distrib- 
utes heat evenly in all directions. The “Superlok” 
base prevents bulb and base from separating, 
even at terrific temperatures. Service life is 
extra long. Stress these features for quick, 
profitable saies! 


WABASH CORPORATION 
345 Carroll Street, Brooklyn 31, N. Y. 
A Subsidiary of Sylvania Electric Products Inc. 


WABASH- 
BIRDSEYE 


FIRST IN INFRA-RED 


ELECTRICAL 
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E. Wolcott of Hartford, Conn. is 
president of the company. 

Charles H. Newman served as west- 
ern sales manager of the Silex Co. 
with headquarters in Chicago, and 
later as general sales manager, before 
joining the Navy. Ray P. Von Culin 
was associated with the DuPont com- 
pany in a supervisory production 
capcaity for ten years before enlisting 
in the Army Transport Service. 


Sunbeam Corp. Buys 
53.7 Acres for New Plant 


Progress and expansion have 
affected both the nature and the name 
of the Chicago Flexible Shaft Co. to 
such an extent that the company re- 
cently announced an official change of 
name to the Sunbeam Corp. and the 
purchase of 53.7 acres of land east of 
the present Chicago factory on Roose- 
velt Road. 

When the company was established 
more than 50 years ago the making 
of flexible shafting was its principal 
occupation, but since that time electri- 
cal appliances have come to represent 
the major portion of production in 
well known items such as the Sunbeam 
Mixmaster, Shavemaster, Ironmaster, 
and Coffeemaster. 

Building plans for the new site call 
for a plant that will provide at least 
twice the area of the present factory. 
Recently the company also obtained a 
subsidiary plant at Ogden Ave. 


Music Kills Pain 
For Dental Patients 


Patients of Dr. Harry Kaufman, 
San Diego dentist, may squirm under 
the pangs of the drill like patients any- 
where but they can regulate their con- 
vulsions to the rhythms of soothing 
music—and perhaps even forget the 
pains. 

The sedative effects of music are 
under test in Dr. Kaufman's office at 
5th and University Avenues. An auto- 
matic record player, an amplifier sys- 
tem, a loud speaker for the waiting 
room, and Brush-crystal ear phones 
for each of the two dentist chairs have 
been installed by Greyson Lovell, 
owner-manager of the Precision Radio 
Shop, 4008 University Avenue. Light, 
soothing classics are played continu- 
ously and, according ¢0 Mr. Lovell, are 
producing beneficial effects. 


ECA Moves Manufacturing 
and Sales to Brooklyn 


All manufacturing and sales opera- 
tions of Electronic Corp. of America 
have been moved to the company’s new 
plant at 170 53rd St., Brooklyn, N. Y. 
The firm requests that all correspond- 
ence be addressed to the new address. 


Eureka Opens Offices in 
Empire State Building 


The Eureka Williams Corp. has 
opened eastern sales and display offices 
in the Empire State Building, New 
York City, it was announced recently 
by George H. Wilkens, eastern sales 
manager of the firm’s Eureka division. 

The new offices occupy 15,000 square 
feet of floor space in the world’s tall- 
est building and will include conference 
and show rooms. In addition to Mr. 
Wilkens, the offices will be headquart- 
ers for Les Brown, New York district 
manager of the Williams division. 


1946 


COILED 


Resistance 


WIRE 


Carefully wound coils 
of Resistance Wire 8 
foot lengths for repair- 
ing Toasters—Hotplates 
—Electric Ranges, etc. 
—110-120 Volt also 220- 


240 Volt heavy duty. Each spool has full information as to the 
length required to produce the various wattages. 


Write for complete catalog 


Complete line of Replacement Coils for most Electric 
Ranges—special heating units—Flat Iron Elements and 
Cone Elements for space heaters. 


H.W. TUTTLE & COMPANY 


ADRIAN, MICH. 


In the graceful, flow- 
ing lines of its gleam- 
ing stainless steel top 
...in the sleek beauty 
of its lustrous, walnut- 
bronze cabinet... and 
even more in the de- 
pendable convenience 
of its easy-to-drink- 
from performance, 
this new Oasis ELEC- 
TRIC WATER COOLER 
is acrowning achieve- 
ment in EBCO’s two 
decades of water- 
cooler leadership! 


OASIS COOLER DIVISION 


The EBCO Manufacturing ad 


401 W. 


Colvabes 
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rever You 


for Offices 


for Drug Stores 


Look 
Teletalk Prospects 


for Meat Markets 


for Dentist Offices 


@ There's one thing about selling ‘Teletalk’’ 
intercommunication systems—you don’t lack 
prospects. Practically every business, large 
or small, can use this time saver to advantage. 
The group shown above is a reminder that 
you can talk to any one or all of them and 
recommend a ‘‘Teletalk’’ model that will meet 
their needs. 


Small business has taken a tip from big busi- 
ness and, as a result, ‘‘Teletalk’’ is daily be- 
coming more commonly used in groceries, 
drug stores, garages and in smaller businesses 


Licensed under U.S. Patents of Western Electric ( 


and Amer 


WEBSTER 


RACINE 


| 


Established 1909 


REG U.S PAT. OFFICE 


Find 


for Restaurants 


INTERCOMMUNICATION SYSTEMS 


Model shown is the No. 


groups, etc. 


consin, will bring full information. 


mnpany, incorporated, 


in Telephone and Telegraph Company 


ELECTRIC 


WISCONSIN 


Export Dept. 13 E. 40th Street, New York (16), N. Y. Cable Address “ARLAB" New York City 
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Quality Is a@ Responsibility and Fair 


MAY 


105, 


particularly suited for small 
offices, service organizations, 
retail stores or factory 


in general. Regardless of whether a business 
is large or small, everyone appreciates an op- 
portunity to save steps, avoid delays and save 
a costly waste of time. 


Why not call on this group and demonstrate 
how easy it is to operate? 


If you are not selling ‘Teletalk’’, now is the 
time to get started and make sure that you get 
your share of this profitable business. A letter 
to Webster Electric Company, Racine, Wis- 


Dealing an Obligation’’ 
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Canadian Washer Output 
Nears Pre-war Level 


Production of domestic washing 
machines in Canada during January 
totaled 8,942 units of all types, accord- 
ing to figures released by the Dominion 
Bureau of Statistics. This included 
7.722 electric washers. 468 gasoline, 
and 752 hand-operated models. The 
Bureau estimated that this figure was 
a close approximation of monthly pre- 
war totals. 

Production of washers was under 
strict government control during the 
war years with the result that the 
nual output declined from 128,262 
units in 1941 to 13,200 units in 1943~— 
the lowest level in years. With the 
relaxation of restrictions, however, 
production again advanced, rising to 
34,934 units in 1944 and 59,396 in 1945 

During the war output of electric 
types fell from 104,583 in 1941 to 5,373 
in 1943, but by the end of 1945 the total 
had risen again to 44,408. Imports in 
1945 of electric washers and parts were 
valued at $140,000 and imports 
types other than electric totaled $1,210) 
Exports of domestic washing machin 
and parts were appraised at $176,000 
compared with $33,000 in 1944 and 
$6,000 in 1943. 


Frozen Food Institute 
Holds 5th Convention 


Some 47 frozen food and frozen 
food cabinet manufacturers exhibited 
at the recent fifth annual convention 
of the Frozen Food Institute in the 
Park Ave. Armory, New York City, 
from March 27 to 31. 

A program of speeches and forums 
extending through the five day show- 
ing included George S. Wallace, presi- 
dent ci the Institute; Miss Margaret 
E. Bicknell, director of home eco- 
nomics for Deepfreeze. who spoke on 
the “Need for Consumer Education ;” 
and Dr. G. Hodges Bryant, chairman 
of the board of the Institute, who dis- 
cussed “Cooperation Within the Indus- 
try.” 

Public lectures in the exhibition hall 
covered all aspects of the freezing and 
preparation of frozen foods. 

Exhibitors included Gross Dis- 
tributors, Refrigeration Corp oi 
America, Federal Telephone and 
Radio Corp., Frez-O-Mat, and May- 
tag Atlantic Co., Inc. 


“REALLY, BOSS, | DON'T KNOW WHERE 
YOU GOT THE IDEA I'VE BEEN USING THE 
SUNLAMP". 
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| Lamp Stocks and 
ae Shipments for 1945 


A recent "Facts For Industry" release, based on government data included in Cen- 
sus Form M32B, reports 1945 shipments and stocks on hand of electric lamps as fol- 
lows—the fiaures representing the output of 26 manufacturers, virtually the entire 
electric lamp industry: 


re- Stocks at 
; No. of Total Shipments End of 
nder Companies Quantity Value 1945 
: (Thousands of Lamps & Values in Dollars) 
| the 18 877,651 119,302,417 169,483 
ever, Incandescent 150 watts & under 16 715,686 62,193,746 140,692 
g& to Incandescent, over 150 watts. . 14 83,058 32,078,931 14,984 
1945 Fluorescent, RF & Fo... 5 42,583 21,630,218 8,246 
ctric Germicidal 3 158 421,967 203 
5.373 Photoflash. . . Ripe 3 36,166 2,977,555 5,358 
total 
sin 14 334,438 21,776,959 69,295 
Automotive, glass sealed beam 3 12,244 5,229,834 1,557 
Other automotive... ... 7 141,872 7,728,802 28,927 
200 Miniature, other than automo- Sel i ing 
m i MISCELLANEOUS..... 3 38,646 4,187,371 3,255 ummer 
‘ Christmas tree®............ 3 28,639 939,159 1,620 
Electrical discharge’......... 3 10,007 3,248,212 1,635 Com fort 
' does not include fluorescent Christmas on RP—12 “‘black light’’ but does include . 
tabular, straigh:, and curved types. 
2 includes fluorescent Christmas tree. 
‘includes glow, sodium, RP—12 “‘black light,"’ photo-chemical, mercury, and 
3 sun lamps. Cinch 


Further data in the release indicates a total of 266,851,000 lamps in stock at the * bh 
beginning of 1945, a production of |,224,917,000 lamps within the year, and a total wit 


of 57,967,000 lamps exported to the Philippines and all other countries. 
LAU “NITEAIR” CIRCULATING FANS 


ums 


ow- 


...designed for a wide variety of practical applications 


poe / ... to provide Sleeping Comfort in Homes, Shopping Com- 
eco- aud SELLING FAST! fort in Stores, Working Comfort in Offices and Factories. 
on 
yn ;”” i Qa 
mn D) a oO | G EN UIN E When old Sol has made a “hot box” of every structure in the town 
“a R A D i U ae ... When a man would give "most anything for relief from soaring 
- temperatures and high humidity . . . there’s a ready market for 
hall SPO TTER BUTTON Lau “Niteair” Attic Exhaust Fans and a ready PROFIT for the 
= dealer or contractor selling them, Summer affords most receptive 
Dis- | market, but sales made in any season wherever it is desirable to 
of Auudreds ow Uses / control air, keep room temperatures constant, circulate fresh air 
( 
= in confined enclosures, remove 
: i Every home needs Radi-Glo — every customer's dust, smoke, fumes, and so on. pom Aric 
f a prospect! Put it on light switches, key holes, first gia aa ane 
aid hits, to find them in the dork. Use it os sofety Mass manufactured on assembly 
— marker to signal “watch out danger!" Easy to at- line methods in the new Lau — 
tach anywhere. Radi-Glo shines forever without ex- Fan plant (all parts except mo- ir ss 
posure to light — because it's GENUINE RADIUM! P P 
tors and belts made by Lau) at 
extremely low cost for competi- 
; COUNTER DISPLAY CARD tive selling—with splendid (nc | 
; SELLS IT ON SIG HT! profit opportunity for Lau — 
. 24 individually-carded buttons on a full-color dealers and contractors. Lau “Niteair” Fan forcibly ex- 
: attention-compelling 13" x 15" counter display. Cus- hausts hot, stuffy air... circu- 
: tomers see, read, buy — fast! It's tested and proven Write direct or contact your jobber for lates cool, refreshing night air 
i for quick turnover value at 25c. Each card _ full information, specifications, prices. through every room. Equally 
$3.60, sells for $6.00, puts $2.40 in your pocket. That's adaptable to any size, type of 
real profit for 13 inches of counter space! construction, or room arrange- 
ment of bouse. ~ 
aud NATIONALLY ADVERTISED! 
BLOWER 
: Saturday Evening Post and Better Homes and Gardens ads help 
i swell the demand. Millions of messages every month to sell all America 
H —to boost your sales and profits! COM PANY 
We; , OHIO, U.S. A. 
GET RADI-GLO from Your Jobber... or Write TODAY ! 
¥ ; WORLD’S LARGEST MANUFACTURER OF FURNACE BLOWERS 
HE ; 6927 Carnegie Ave. Cleveland 3, Ohio Engineers and fabricators of general Air Handling Equipmen 


Single Inlet and Double Inlet Blowers * Propeller Fans * Accessories 
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- Temperature 


Wherever accurate, dependable, automatic responsiveness 


to changes of temperature and or current within predeter- 


mined limits is demanded, give the job to Temp-Cop. 


This versatile thermostatic contactor employs the famous Micro 
Switch Snap-Action principle. It automatically operates when 
temperatures reach low or high limits . . . furnishes protection 


against excessive currents. Reverse action also is automatic. 


Temp-Cop, though small as your thumb, is durable, rugged, 
utterly dependable. Its bimetal elements are mounted on a 
rigid ceramic block, and are factory adjusted to fill specific 
application needs. Write today for details about Temp-Cop, 


and learn how you can benefit from its use. 


PARTNERSHIP MEETING: Typical of the 67 “partnership meetings” which Proctor 
Electric Co. recently conducted for distributor executives across the country is this 
one in the Hotel Lexington, New York. It was at meetings such as this that distributors 
expressed fear over the over-optimism of appliance dealers. Proctor executives im- 
plemented the company's new policy by taking distributors into their confidence with 
revelations of confidential production figures and all pertinent facts about the 
company's 1946 plans. 


Need for Concentrated Selling 
Is Theme of Proctor Meetings 


Distributors Condemn 
Dealers' Over-Optimism 


big — $140,000,000 worth — Proctor 
Electric Co. officials declared after a 
recent series of “partnership meetings” 
with distributors in 67 cities that the 
Because too many dealers are too selling factor is the crying need in 
sales-confident and because manufac- present day merchandising. 
turers estimate that 1946 production Selling as a major factor in post- 
oi small appliances alone will be too war reconversion and economic growth 


| 


| 
} 
ESS | | =) 


TEMP-COP, used as a thermo- 
stat on room heaters, prevents 
operation of circulating fan un- 
tilheater reaches desired point. 


In frozen food lockers, the 
TEMP-COP closes an alarm 
circuit if temperature rises 
above the predetermined point. 


e First Industrial Corporatic 


 MICR 


TRADE 


Mounted on a hot water stor- 
age heater, the TEMP-COP acts 
as a thermostat to keep tem- 
perature uniform at all times. 


MSswITCH 


| A DIVISION OF FIRST INDUSTRIAL CORPORATION 


FREEPORT, ILLINOIS, U.S.A. 


Sales Offices in Principa! Cities 
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COLD QUARTZ ULTRAVIOLET 
THERAPY LAMP 


1; GENUINE QUARTZ TUBE 
95%, ‘ultraviolet output*—no heat 
2. BUILT-IN AUTOMATIC TIMER 
Controls duration of treatment 
3. 5-YEAR GUARANTEE ON 
QUARTZ TUBE 
Will not burn out, discolor or 
weaken in ultraviolet ray intensity 
4. FREELY FLEXIBLE 
Adjustable to treat any part of 
body 
5. COMPACT, PORTABLE 
Weighs only 20 pounds 
6. BRUSHED CHROME FINISH 
Will not stain or rust 
7. A.C. OR D.C. CURRENT 
Uses only 40 watts 
HANDSOME CARRYING CASE 
Each lamp comes with case and 
safety goggles 


PRICED TO 
RETAIL AT 


Sun-k ine. 


For Further 
Information | 


Writeto —> 


Sun-Kraft Bldg, 215 w. SUPERIOR STREET—CHICAGO 10, U.S. A. 
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BROILERS 


Number One Name 


Colonial Model 


Amasterpiece in cast 
aluminum (with the 
new HANDIRACK) 


— | 
FIVE OTHER F 


Visit our Exhibit 


The Housewares Show 


ORIGINALISTS 
in KITCHENEERING 
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was stressed by the company in a 
crusade for a rebirth of the art of sell- 
ing The hundreds of distributors who 
attended the meetings with the Proctor 
headquarters staff, regional sales man- 
agers and district managers reported 
that dealers are relaxing their selling 
efforts and are over-confident; con- 
sumers are avoiding unknown, unad- 
vertised merchandise and are waiting 
for familiar recognized brands of 
appliances; and reputable distributors 
are keeping away from off-brand and 
new, untried appliances. 


Research Figures Cited 


Industry research figures were cited 
at the meetings to prove the need for 
concerted, well-planned, concentrated 
selling action on the part of the manu- 
facturer, distributor and dealer. In 
1941 production by small appliance 
manufacturers, the Proctor people say, 
reached a high of $35,000,000. Esti- 
mated 1946 production by these same 
manufacturers is expected to be $70,- 
000,000. But, estimated production by 
the aforementioned manufacturers, 
plus all the newcomers in the field, is 
expected to be the staggering sum of 
$140,000,000 for the small appliance 
field alone. Proctor officials expressed 
a fear that this vast production could 
well spell catastrophe for the manu- 
facturer, distributor and dealer and be 
responsible for upsetting the economic 
structure of the country if the industry 
continued to produce without consid- 
ering the problem of moving this vast 
potential. 

It was because of this problem, 
Proctor officials say, that the company 
held local distributor executive meet- 
ings in the eastern central and western 
sales regions under the direction of 
the regional sales managers, Oswald 
MacCarthy, Walter Trittipo and 
Charles P. Culbert. Headquarters 
officials including general sales man- 
ager Robert M. Oliver, and his assist- 
ants, H. S. Perkins and T. P. James, 
were on hand to clarify questions about 
the company’s policy, recently ex- 
pressed as an intention to take distrib- 
utors into confidence with regard to 
production, new products, advertising 
and promotional aids. 


Distributors Concerned 


Distributors present at the meetings 
admitted to considerable concern about 
the current optimism of dealers which 
evidences itself in a relaxation of sell- 
ing effort and a confidence that merch- 
andise will just “walk out of the store.” 
Pent-up consumer demand, Proctor 
officials say, is just so much bunk. 

Judging from Proctor reports, the 
distributors’ reactions to dealers’ con- 
fidencg is an increased wariness and 
caution. Merchandise scarcities are 
causing distributors to choose outlets 
with more than usual care. They have 
expressed a concern over the unpre- 
cedented growth of retail outlets and 
are cautioning veterans to team up 
with experienced retailers before going 
into business for themselves. 


Nat'l Elec. Products 
to Change Address 


On and after May 1 the general 
offices of the National Electric Prod- 
ucts Corp. will occupy the entire top 
floor of the Chamber of Commerce 
Building, 411 Seventh Ave., Pitts- 
burgh, Pa. The move is made neces- 
sary by the purchase by the Veterans 
Administration of the present Fulton 
Building quarters, home of the firm 
for the past 40 years. 
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SIMPLEX 
DISTRIBUTORS 


Auto Equipment Co. 
14th & Lawrence St 
Denver, Colorado 


Buttalo, New “York 


Birmingham Battery Co. 


2300 Avenue 
Birmingham, Alabama 


Louls O. Bowman Co 
9th to 10th Cary 
Richmond, Virginia 


Braid Electric Co. 
Ith Ave. S. 
Nashville, Tenn. 


Central Rubber & Supply Co 
118-120 8. Meridian 5t 
Indianapolis, Indiana 


Chapman & Wilhelm Co. 
. Box 1194 
Chariotte 1, N. Carolina 


Charleston Flectrical Supply 
9 nawha Bouleva 
leston, W. Vi 


Corp. 
Tenn. 
at to Coast Stores 


Coa 
29-43 S.E. Main St. 
Minneapolis, Minn. 


M. Conley Co. 
Canton, Ohio 


P. F. Crenshaw, Jr. Co., Inc. 
32 West Iowa Avenue 
Memphis, Tennessee 

Crouch Co. 

608 Texas S 

El Paso, Tex 

Appliance Distributor’s Inc. 
115 South Seventh Street 
Louisville 2, Kentucky 


Eawin Flato Co 
401 Lawrence St. 


. 0. Box 81 
Corpus Christi, Texas 
Edwin Fiato Ge. 

P. O. Box_11 
Houston, Texas 
Edwin 
San Antonio, 


Gas Engine & Elec. Co., Inc. 


280-282 Meeting Street 
Charleston, S. Carolina 


A. B. Gray Company 
2002 8. Calhoun 
Fort Wayne, Indiana 


37 Water Stree 
Pittsburgh, 


808-814 North Market St. 
Milwaukee, Wiscon sin 


Hall Hardware Co. 
618 North Third ae 
Minneapolis, Minn. 


Equipment Co., Inc. 
41 ac N. W. 
Atlanta, Geo 


Hulman and Company 
Terre Haute, Indiana 


Jenkins Wholesale Div. 
1217 Walnut Street 
Kansas City, Missouri 


Wichita, 


Jenkins Wholesale Div. 
27 East Reno 
Oklahoma City 2, Okla. 


Lou Johnson Company 
422 N. W. 8th Avenue 
Portland 9, Oregon 


The Kane Com 
2621-29th E. Ninth su 
Cleveland 15, Ohio 


The Kane Comp 
Toledo, Ohio 


The Kane Company 
168 East Long Street 
Columbus, Ohio 


AMERICAN IRONING MACHINE COMPANY, Algonquin, 


Kemp Equipment Co 
30-57 Mt. Hope Ave 


Rochester 7, New York 


The Harry Knodel Dist. Co. 
1002 Gilbert Avenue 
Cincinnati, 2, Ohio 


The Harry poeta Dist. Co 
Dayton, Ohi 


Geo. H. Lehleitner & Co 
4640 8. Carrollton Ave 
New Orleans 19, Louisiana 


Lincoln Sales © 
307 St. Paul 
Baltimore, Maryland 


Mayflower Sales Co 
815 North llth St 
St. Louis 1, Missouri 


L. J Co. 
801 Beacon 
Boston, Massachusetts 


Y.. MeDonald Co 
110 Fourth Str 
Sioux City, 


Merkel Brothers Hdwe. Co 
Quincy, LIllinois 


Leo J. Meyberg Co., Inc. 
1375 Mission St. 
San Francisco 1, Calif. 


J. Inc. 
2027 Ss. Fi St 
Los Angeles” 7 7. “California 


Milhender Distributing Company 
387 Charles Stree 
Providence 4, Rhode Island 


Momsen Ryan Co. 
Phoenix, Arizo 


French Nestor Company 
Union Terminal Bide. 
Station G, Jacksonville, Fla. 


Neyhart's, Inc. 
41 W. Third 
Williamsport, Pa. 


Northern Air Conditioning Cor. 
21-23 Central Aven 
Newark 2, New Jersey 


Northern Hdwe. & Supply Co. 
Menominee, Michigan 


Northern Wholesale Hardware Co., 
ne 


805 N. W. Glisan Street 
Portland 5, Oregon 


Ohio Valley Hdwe. & Roofing Co. 


Evansville, Indiana 


Phileo Wholesalers, Inc. 
919 Congress Street 
Portland 4, Maine 


Radio Distributing Co. 
100 Selden Avenue 
Detroit, Michigan 


Radio Co. 
964 Cherry 
Grand Rapids, Michigan 


Brothers Co., Inc. 
ii Sou Oth St 
s 


Mi 


Reinhard Brothers Co., Inc. 
Aberdeen, South Dakota 


Reinhard Brothers Co., Inc. 
argo, North Dakota and 
Minot, North Dakota 


Rye Auto Supply Co. 

113 Washington St. 

North Little Rock, Arkansas 
Salt Lake Hdwe. Co. 

105 North Third St. W. 
Salt Lake City 9, Utah 


Salt Lake Hdwe. Co. 
Boise, Idaho 


this new 
SLIDE 
FILM... 


ASK THE NEAREST. 
TOR 


Co 
203 First Av 
attle, 


Sidles Company 
Omaha, Nebraska 


Sidies Company 
Des Moines, Iowa 


Sieg ome Co. 
312 East Fifth 
Davent 


H. Spinney Co 
62 Hampden Street 
Springfield, Mas 


H. Spinney Co 


95 Broz 
Menands Albany) New York 


B. H. Spinney Co 
1133 W. Genessee St. 
Syracuse, New York 


Spo 47 e Paper & Stationery Ce. 
Ss 52 Jefferson S 
Wash 


Summers Hdwe. & Supply Co. 
Johnson City, Tenne 


Taylor Distributing 
2716 Montana 
Billings, Monta 


Texas Wholesalers 
2105 Commerce St. 
Dallas, Texas 


Thurman & Boone Co., Inc. 
405 S. Jefferson 

Roanoke, Virginia 

Trilling & Montague 
Walnut St., at 24th 
Philadelphia, Pa. 


Appliances 
11 Jackson Ave, 
Knoxville 16, Tenn. 


Warren-Connolly Co., Inc. 
521 West 57th Street 
New York 23 


Washington Wholesalers 
1733 Fourteenth St., N. 
Washington dD. 


Worthington Co. 
Cc 


802- 32 St. Clair Ave. N. W. 
Cleveland, Ohio 


CANADIAN 
DISTRIBUTORS 
Allied Electrical Supplies, Lad, 
Street 


468-470 McGill 
Montreal, Quebec, Canada 


The H. Ashdown Hardware Co., 


Deparcmenst No. 97 
157 Bannatyne Ave. 
Winnipeg, Manitoba, Canada 


The J. H. Ashdown Hardware 


First ‘Avenue, North 
Saskatoon, Canada 


The J. H. Ashdown Hardware Co., 


Ltd. 
Regina, Canada 


The J. H. Ashdown Hardware Co., 


Calgary, Canada 


The J. H. Ashdown Hardware Co., 


Edmonton, Canada 


Associated Distributors 
430 Columbia Street 
New W 


ter, B. C., Canada 


Ellis & Howard, Limited 
110 Ontario Street, South 
Kitchener, Ontario, Can: 


Ellis & Howard, Limited 
45-47 Simcoe Street 
Toronto, Ontario, Canada 
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A progressive dealer's interest in the sale of an 
appliance doesn't end with the immediate trans- 
action. The forward looking merchant can't 
help but want to build a following of friendly, 
satisfied customers. 


You are taking a long step towards that objec- 
tive when you sell Dominion appliances. They 
are attractive, well designed, carefully built. 


The DOMINION line is a ‘‘friend-making” line. 


Our output is coming along steadily though still 
far short of what we could sell. We, too, have a 
stake in increased production and are doing our 
very best to build it up rapidly and to distribute 
fairly that which is produced. 


Dominion ‘‘Friendmakers”’ 
Fiat Irons, Toasters, Waf- 
fle Irons, Sandwich 
Toasters and Grid-A- 
Bouts, Table Stoves, Heat- 
ers, Poppers, Curling 
Irons, Hair Driers, Mixers, 
Heating Pads, Infra-Red 
Lamps, Fans. 


DOMINION ELECTRICAL MFG., INC. 
MANSFIELD, OHIO 


TRADG MARK 
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DOLL HOUSE KITCHEN: Beauty in 
three dimensions is emphasized by this 
model Min-A- Kitchen which enables 
salesmen to show prospect how their 
kitchens will look when Youngstown 
steel units are installed. One wall of 
the model is detachable and may be 
moved to form any size room. 


New Literature 
and Sales Helps 


Carrier Corp. 


Carrier Corp., Syracuse, N. Y., has 
just issued a 40-page catalog in color 
titled “Air Conditioning for Multi- 
Room Buildings”. Advantages of air 
conditioning for hotels, hospitals, 
office and apartment buildings are 
told, and the five Carrier systems ex- 
plained in photographs and charts. 
Copies may be obtained by sending a 
request on a business letterhead to 
Leslie M. Beale, director of advertis- 
ing and sales promotion, Carrier 
Corp., Syracuse, N. Y. 


Champion Lamp Works Division, 
Consolidated Electric Lamp Co. 


The Champion Lamp Works have 
brought out a new maintenance manual 
covering fluorescent and incandescent 
lamps. The purpose is to present the 
advantages and principles of good 
lighting practice; to point out the 
factors of good illumination; to help 
make the most of the electric lamps 
and lighting installations already in 
use, with suggestions regarding their 


care, maintenance and operation in 
order that they will give both the 
best and longest possible service. 
Copies may be obtained from the 


Champion Lamp Works, Lynn, Mass. 


The Cleveland Heater Co. 


“The Home Appliance Market” was 
designed as a time-saver to both pros- 
pective home appliance salesmen and 
their employers. Distributed among 
prospective salesmen and sales stu- 
dents, it is claimed to be an aid in 
bringing qualified applicants to appli- 
ance dealers, and in evaluating such 
applicants. Published by the Cleveland 
Heater Co. the book sells at cost—ten 
cents per copy—in lots of 100 or more. 
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=| LUMINOUS 


% Molded of new. improved luminous 
plastic that emits blue-white glow 
thru hours of darkness. 

% Glows 7 to 8 hours with ogly min- 
utes of exposure to light. 

% Absorbs both artificial and daylight. 

% Practical, unbreakable and wash. 
able. 

% Quick turnover—full profits. 

*% Colorful sales display—tree to each 
dealer. 

% Retails 25c single gang: 42c double 
gang. Attractively packaged 
dividually) with quality screws. 

Order from your jobber 


Nelda ation 


4656 West Huron Street, Chicago 44, Illinois 


Manufacturers of the famous Gifts Knives, 
Games, sav.ngs Banks, Protecto-o-shields, 
Switchplates, efc. 


Canadian Distributors: 


Kahn, Bald & Laddon, Ltd., 69 York St., Toronto 


AFTER THE LAST 
RECORD HAS PLAYED 


WEBSTER 


Automatic Record Change: 
An outstanding convenience for 
the owner of Webster 56 is the 
outomatic shutoff. The machine 
automatically stops after the last 


record has been played . . this is 
another reason why Webster 56 
performs so simply and smoothly, 
assuring fullest record enjoyment. 
Makers of finer radio phono- 
graph combinations have ac- 
cepted it for use in their instru- 
ments. 


Velocity trip changes more kinds 
of standard records than the usual 


changer 

Fool-proof operation pickup arm 
can be moved without damage while 
machine is in change cycle 

Protects finest records, but it will 
change many old. badly worn — yet 
cherished — records 


Feather-touch pickup 
Fast change cycle. 


The Choice of Music Lovers Everywhere 


5610 BLOOMINGDALE AVE. 
CHICAGO 39, ILLINOIS 


32 years of Continuous Successful Manufacturing 
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Gencral Electric Co. 


A new 32-page catalog on G-E cart- 


i ridge and plug fuses has just been 
publisiied by General Electric’s Appli- 


ance and Merchandise Department, 
Bridgeport, Conn. This catalog con- 
tains full specifications on all fuses in 
the General Electric line and much 
other fuse information. The operation 
of fuses, technical description of short 
circuits, normal overloads, abnormal 
overloads, time-current characteristics 
of fuses and high interrupting capacity, 
are some of the subjects covered. 


The Insuline Corp. of America 


The Insuline Corp. of America has 
announced the publication of a catalog 
detailing the 1946 line of antennas 
and antenna accessories. Well-known 
as manufacturers of quality electronic 
products, auto antennas, and a com- 
plete line of radio parts, they present 
five new models in this catalog. It is 
available upon request from the In- 
suline Corp. of America, 36-02 35th 
Ave., Long Island City, N. Y. 


Mitchell Manufacturing Co. 


The Mitchell Manufacturing Co. of 
Chicago has issued Catalog No. 285 
covering a complete line of commercial 
fluorescent luminaires for offices, 
stores, schools, and public buildings. 
The catalog contains a detailed de- 
scription, photographic illustrations, 
and a light calculation table for each 
model. Full mounting and servicing 
data are included. Copies may be ob- 
tained by writing to the company at 
2525 Clybourn Ave., Chicago 14, IIli- 


not 
nols. 


National Electric Products Corp. 


Industrial, commercial and residen- 
tial surface wiring systems manufac- 
tured by National Electric Products 
Corp., Pittsburgh, are illustrated and 
described in a new 46 page catalog. 
It was prepared especially for elec- 


trical jobbers and contractors. 


HEY, LOOK AT THE RADIO! So suc- 
cessful was this magazine ad, reports the 
Sparks-Withington Co., that the com- 
pany has been flooded by requests for 
reprints for pin-up purposes. Michael, 
the illustrator who drew the lovely, is 
flattered by the attention, but N. H. Ter- 
williger, Sparton sales promotion mana- 
ger, maintains that the beauty of the 
radio deserves its share of credit for the 
popularity of the campaign. 
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THIS ONE apPLiANCE DOES THE WORK 


AND EARNS THE PROFITS OF TWO 


Material shortages still are hold- 
ing back production of Surf 
SEASON-AIR. But this revolu- 
tionary room-conditioning appli- 
ance—with its all-year-’round 
sales appeal— is worth waiting for. 
So keep after your jobber—the 
way he keeps after us—and make 
sure your store will be among the 
first to feature Surf SEASON - 
AIR when full-scale production 
gets under way later this year. 


1946 


Our thanks to all of you for 
the tremendous interest you’ve 
shown in a product so new that 
only a few of you have seen it. 
Hundreds of enthusiastic letters 
every week make it clear that 
SEASON-AIR is the biggest 
news in room-conditioning appli- 
ances since the first electric fan. 
G-M Laboratories Inc., 4292 
North Knox Avenue, Chicago 
41, Illinois. 


BEAUTY...Handsome crackle 
finish @ Chrome heater grill © 
Modern-design fan blades 
© Separate fan guard. 


STABILITY.. .Sturdy, all-metal 
construction @ 7'/2-in. base @ Fi- 
nest materials and workmanship. 


UTILITY...For summer, power- 
ful 10-inch fan with air displace- 
ment of 500 cu. ft. per minute © 
For winter, 1320-watt forced air 
heater. 

SILENCE...Incredibly quiet— 
nearest thing to noiseless you've 
ever seen in a motor-driven 
appliance. 

ECONOMY...Heater and fan 
COMBINED for one low price. 
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LOOKING AHEAD 
WITH McDONALD 


When a dealer sells and installs a McDonald Pump, he 
is certain he has MADE A FRIEND. That's all important 
in the busy days chead. Farm folks 

will be looking for equipment of known 

dependability. The name “McDONALD” 

has been firmly established as quality 

manufacturers of Pumps for more than 

90 years. 


A. Y. McDONALD MFG. CO. 


DUBUQUE—IOWA 


DEEP WELL 


Series 400 and 600 compact, 

skillfully engineered units fea- 
turing complete ac- 
cessibility, positive 
lubrication, 


SHALLOW 
WELL 


Series 420. Sim- 
ple, accessible, 
dependable — a 
leader in the 
Water System 
field. 


WATER 


AUTOMA TIC SYSTEMS 


NEW LITERATURE 
AND SALES HELPS 


CASH IN on tHe 


= DEMAND FOR 


“HARDER 
HOME LOCKERS» 


COMPARE HARDER-Freez with any other home or farm 
freezer, and you'll see why it’s so easy to sell. Large capacity—up 
to 18 cubic feet. Convenient. Appealing design. Nationally adver- 
tised. Amazing low price. Experienced manufacturer. Dealerships 
available. Write today! 


UPRIGHT AND CHEST MODELS AVAILABLE 


- 
TYLER FIXTURE CORP., Dept. EM-5S, Niles, 


Rush data on Harder-Freez Home Locker line and deal- 
| ership agreement. 

NAME 

ADDRESS 


TYLER FIXTURE CORPORATION, NILES, MICHIGAN 
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National Adequate Wiring Bureau 


A new home economics educational 
series has just been announced by the 
National Adequate Wiring Bureau in 
“What's New in Home Economics”, 
for classes in home decoration, kitchen 
planning, laundry planning and home 
planning. A familiar homemaking 
problem is illustrated in each of four 
quiz sheets, and the solution developed 
through a series of “Yes” and “No” 
questions. A separate teacher’s sup- 
plement, including discussion guide 
and pertinent data, comes with each 
quiz. A sample kit is free and if 
additional quantities may be ordered 
at cost from The National Adequate 
Wiring Bureau, 155 East 44th Street, 
New York 17, N. Y. 


National Electrical 
Manufacturers Association 


The importance of publicity to the 
smaller company, as well as to the 
“giants” of the industry, is outlined by 
James W. Corey, president of the Re- 
liance Electric and Engineering Co., of 
Cleveland, Ohio, in the third of a 
series of booklets on public relations 
problems being published by the Elec- 
trical Manufacturers Public Informa- 
tion Center. The first was “The Role 
of Management in Public Relations” 
by Whipple Jacobs, president of the 
Belden Mfg. Co., Chicago, IIl., and 
the second, “A Program for Commun- 
ity Relations” by Walter Geist, presi- 
dent of the Allis-Chalmers Mfg. Co., 
Milwaukee, Wis. Other papers will 
cover “Government Relations”, “The 
Employee as a Factor in Public Rela- 
tions”, “Stockholder Relations” and 
related public relations subjects. 
Copies may be obtained from Leonard 
Lathrop, manager, Electrical Manu- 
facturers Public Information Center, 
155 E. 44th St., New York 17, N. Y. 


ANIMATED AND ILLUMINATED is 
this five and one-half foot display for 
the Universal Coffeematic, "the pot that 
never boils." Particular attention is 
drawn to the automatic dial feature 
which is emphasized by animation, ac- 
companied by the glow of the Redi-Lite 
which indicates the coffee is ready for 
serving. The display lettering is illumi- 
nated by flasher lighting. 
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Here's What Your 
Customers Want! 


gem 
dandy 


ELELT RIL 
CHURN 


It Relieves 
Farm Drudgery! 


Dealers say Gem Dandy is « 


' sales volume sensation because 


Gem Dandy Electric Churn ban- 
ishes one of the chief drudgeries 
of farm wives. Investigate Gem 
Dandy yourself and you'll want 
to stock it. You'll find Gem Dandy 
far superior, yet popular priced 
Gem Dandy has slow-speed long 
life motor; aluminum base, shait 
and dasher. Easy to operate, easy 
to clean, produces 15% more but 
ter in 15 minutes. Churn supports 
and electric cord are covered with 
long-lasting, sanitary Neoprene. 
Fits any crock or jar up to 5 gal. 
size. Operating cost about 10 
cents per month. Nationally ad- 
vertised in farm papers. 

Retail Prices 


STANDARD DELUXE 
MODEL MODEL 


$14.32 $17.32 


For Immediate Delivery 
ASK YOUR JOBBER 
Or Write to 


Alabama Manufacturing Co. 


1801 First Ave. N. Birmingham, Als. 
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FOOD SHOW PRIZES: Approximately 200 electrical appliances of all types are 
among the prizes which will be given away at a food show in Rainbow Gardens, 
Erie, Pa., on May 22 and 23. Anyone who spends 50 cents or more at Erie's Home 
Owned Food Stores gets a chance at the prizes, collected with difficulty and enter- 
prise by James S. Glair (extreme right), sales manager of Arthur E. Schultz Co. who 
is being congratulated by Fred D. McCauley, executive secretary of Home Owned 
Food Stores. On the extreme left Robert C. Schultz gives the bill of sale for the 
ur appliances to Robert A. Haller, Jacob Haller Co., food show chairman. The show 

is expected to influence a trading area of 240,000 people. General Electric products 
nt! predominate among the appliances. 


The firm reports that since V-J Day 
Union Products to Spend it has sold tens of thousands of electric 
$35,000 for 1946 Ads broilers, electric stoves and electric 
heaters. Toasters and electric irons 
The Union Products Manufacturing will be introduced in the line in the 
Co. of New York has announced sales _ forthcoming advertising campaign. 
promotion plans for the remainder of Officers of Union Products are Mau- 
1946 which include the expenditure of | rice D. Astor, William Heller and 
$35,000 in trade magazines, news- Samuel R. Horlick. Jerome J. Siegel 
papers, direct mail and dealer aids to is sales manager and Jay M. Rieger is 
promote its Astor line of electrical purchasing agent. Company offices are 
appliances. at 35 Park Place, New York City. 


PROVIDES “TOUCH OF THE BUTTON” CONTROL 


for “SIDE-ARM” GAS WATER HEATERS 


Hot water at the touch of a button—in bathroom, 
=e) kitchen or laundry—from her present side arm gas 
tp water heater. That's what SAV-U-TIME offers the 
M_| housewife. Liberal profit for you. 

\ SAV-U-TIME is quickly installed on manually operated 
y gas water heaters. A touch of the button, turns it on— 


]- Providing hot water when wanted—without running down | 
and up stairs. Saves time—saves gas. 


IMMEDIATE DELIVERY— 


You can get SAV-U-TIME right 
now. Make sales and collect 
oO aa your profits now. 


= DEALERSHIPS AVAILABLE 
—Be the SAV-U-TIME dealer | Quality and moderate prices have, over 
6 Ph! 5 the years, made Signal a leader in the 
: in your community and get in Y "i 
on this profitable market. Na- fan and ventilator field. 


tional advertising, direct mail 


and point of sale displays help 
you sell SAV-U-TIME. WRITE M 
NOW. 

MENOMINEE, MICHIGAN 


SAV-U-TIME SALES COMPANY q 


Co. | 6OMAMHATIAN Offices in Principal Cities 
Ale. ROCHESTER 2, N. Y. 
ING 


ELECTRICAL MERCHANDISING—MAY 1, 1946 PAGE 193 


[220 
iced 
rene. \ \ | 
t 10 | Shh 
ad- | J 
| 


IF YOU WANT 


ales Help 


... NOT JUST 
CONVERSATION 


A full line of installed 


H 0 M E 

EQUIPMENT 
For a sound business future 
investigate Wayne Home Equip- 
ment and the Wayne Whole- 
saler-Dealer Partnership Plan. 
Basic, installed home units of 
better quality backed by a 
sound sales program of mer- 
chandising helps complete in 
every detail. 


Write for FULL DETAILS 
of the PLAN 


Wayne's profit-making Partnership Plan 
helps you build a lasting business on 
a basis of higher NET PROFITS through 
consistent sales help. Write today for 
interesting details of the Plan. 


WINTER AIR 
CONDITIONERS 


DEEP WELL JET 


SYSTEMS A FEW CHOICE FULL-LINE 
DEALERSHIPS ARE STILL OPEN! 


SOF. LUX WATER 
SOFTENERS 


You Can't Afford 
to Miss the 


NEW 
1946 


STANDARD 
MANUAL 


The only complete 
TRADE-IN MANUAL & DEALER GUIDE 
on household refrigerators 


Indispensable reference for distributors, dealers and service operators 


ETAILED specifications and actual photo- 
graphic reproductions of over 1000 of the 


256 pages solid with photographs, specifications, 
trade-in values, approved 1946 list prices, statis- 


key refrigerator models manufactured since 1928 tical marketing data, and other useful informa- 
including the new 1946 models. Arranged and tion on household refrigerators. 

exe - auick cof ce. More > 
indexed for quick reference. More than 2000 Protect your profits— Be prepared with sound 
authoritative trade-in values shown — appraisals trade-in estimates. Order this compact pocket 
impartially established by experts 


size (5 x 7) complete reference manual today! 


Bookbound in durable washable green cloth Only $5 a copy 


MAIL THIS COUPON NOW! 


WRITE FOR QUANTITY DISCOUNTS ON 100 O8 MORE COPIES 


STANDARD REFRIGERATOR TRADE-IN MANUAL CO 
503 West 43rd Street, New York 18, N.Y 
er opies of the TRADE-IN MANUAL at $5.00 each 
| NAME ~- 
| STREET ADDRESS 
| ary ZONE STATE 
Check or Money Order Enclosed Send 
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APPLIANCES—AND HOW! Schuster's, department store, pretty much stole the 
show at the recent 22nd Annual Home Show in Milwaukee. Schuster's, which has 
three stores in Milwaukee, loaded an entire stage with a variety of electrical appli- 
ances. Visitors passed among a labyrinth of display stands bearing more appliances 
than most of us have seen for lo, these five years. This picture shows only a third 


of the exhibit. 


DEPARTMENT STORES 


Edelmuth to Direct 
Gimbel's Appliances 

David L. Edelmuth, former vice- 
president of the Grand Home Appli- 
ance Corp., major appliance director of 
the Associated Merchandising Corp., 


and vice-president of the Brewing 
Corp. of America, has joined Gimbel 
Brothers to direct the coordination of 


D. L. EDELMUTH 


merchandising activities of major ap- 
pliances, radios and other hard lines 
in the firm’s four stores. He first be- 
came active in the appliance business 
during eight and one-half years as 
major appliance buyer for Blooming- 
dale’s. He is an ex-chairman of the 
major appliance division of the Na- 
tional Retail Dry Goods Association. 


Daum Sales Manager 
at Weingarten Store 


New sales manager of the major ap- 
pliance division of the Weingarten 
Home Center, Houston, Texas, is 
David Daum, according to an an- 
nouncement by Irving Freeman, man- 
ager. The Home Center is the first 
of a series of home furnishings sections 
in the supermarket chain 


MAY 1, 


Lazarus Spends $325,000 
for Appliance Annex 


The F. and R. Lazarus & Co. 
Columbus, Ohio, has completed its 
$325,000 annex, a separate housewares 
and major appliance store across the 
street from the main store. Initial step 
in the creation of the new annex was 
the purchase of the Columbus Audi- 
torium, the stage of which now serves 
as a focal point for the display of 
model kitchens. The auditorium has a 
gross area of 34,000 square feet on 
each floor. The addition of a second 
floor at the old balcony level was one 
of the few major changes. A large 
room north of the stage is occupied by 
a home service department. The room 
also contains a small stage for cooking, 
sewing and laundering demonstrations. 
Other shops include a home comfort 
center, a laundry center, a cleaning 
center, electrical housewares, and a 
refrigeration center. The basement of 
the annex houses the delivery and 
service departments and storage space 
for major appliances. 


Horne Buying 
Post for Fezell 


George H. Fezell has been appointed 
buyer and department manager for 
radios, records and phonographs at the 
Joseph Horne Co. department store in 
Pittsburgh. Glenn Ferrell, who held 
the position temporarily during the 
war, returns to his permanent duties 
as buver of major appliances. 


Glass Block Store 
Appoints Cutler 
Joseph Cutler has been appointed 


divisional merchandise manager of ap- 
pliances and auto accessories for the 


Glass Block Store, Duluth, Minn., a’ 


subsidiary of the William T. Knott 
Co. Mr. Cutler was, prior to Army 
service, with the Montgomery Fair 
Store, Montgomery, Ala. 
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NO TEDIOUS 


HAND TURNING 
That's what SELLS the new 


Bar ?B-O. 


MEAT TURNER 


KASSON , 


It has all these highlights: 


Revolves three times a minute; 
are cooked evenly. 


meats 
Operates on house current (j10 Volts 
AC) 


Equipped with 50 feet of cord. 
Sturdy, all-metal—won't tip over. 
Adjustable height and width. 


Extra, short set of uprights included for 
use in indoor fireplaces. 


Holders for drip pan permit bastings 
with natural juices. 


BARBECUE FANS have always wanted a 
power driven meat turner . . . For the first 
time in history here it is on a production 
basis Sell KASSON ELECTRIC BAR-B-Q 
to eliminate the drugery of hand turning. 
List Price $39.50 F.O.B. New York. 


IMMEDIATE DELIVERY 


DISTRIBUTORS, DEALERS: Write or 
wire today for literature and discounts 


on this fast selling, tested product. 


GENERAL DIE AND STAMPING COMPANY 
267 Mott St. Dept. EM N. Y. 12, N. Y. 


Slingabouts 


Eliminate Complaints 
Cut Costs 


Guord production line finishes ogoinst dam- 
age in handling. Eliminate troublesome com- 
plaints. Deliver appliances in perfect condi- 
tion, free from mars, dents, stains or scratches. 
The thickly padded, flannel lined canvas jack- 
et of sturdy Webb Slingabouts provide this 
perfect protection. Convenient handhold 
slings insure movement on ond off trucks, up 
stairs, through narrow doors and halls. Save 
time, labor and litter of uncrating on custom- 
ers premises. Webb Slingabouts are used 
over and over again cutting delivery costs. 
You can't afford to be without safe, sure 
Slingabout protection. Webb 
cn oreo 
now. Use this cou- 


WEBB MANUFACTURING COMPANY 
| 2918 N. Fourth St., Philadelphia 33, Pa. 1 
| send Slingabout prices for | 
| ‘Manufacturer Model No. 
| Check Appliance | 
| Refrigerator Range Freezer 
| 


City State 
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DEPARTMENT 
STORES 


Harnish Manages 
Davis Appliances 

The B. Davis Furniture Co., Chey- 
enne, Wyo., has announced the appoint- 
ment of L. E. Harnish as manager of 
its appliance department, currently 
being expanded. 


Hermann Promoted 
by Dallas Store 


K. E. Hermann, who started as a 
salesman in the appliance department 


K. E. HERMANN 


of the W. A. Green Co., Dallas, 
fexas, department store, has been pro- 
moted to manager and buyer of the 
department. Green, which celebrates 
its 50th anniversary this May, carries 
the Thor washer and_ kelvinator, 
Westinghouse, and Norge refrigerators 
and ranges. 


Gerwood to Run 
Tollin Appliances 


Ha:ry Gerwood has been appointed 
manager of the recently modernized 
appliance department of  Tollin’s, 
Philadelphia. Mr. Gerwood, who will 
merchandise and buy all appliances for 
the firm, was released from the Army 
in October and was recently employed 
by the Scranton Dry Goods Co., Scran- 
ton, Pa. The section which he will 
manage is not yet open because of the 
prevailing shortage of merchandise, 
but when active will incorporate some 
4,000 square feet of floor space. 


Rash Adds Appliance 
Merchandising to Duties 


Jules Rash, present buyer of lamps, 
drapezies, linens and blankets at Frank 
and Seder’s Philadelphia department 
stores, has added the duties of mer- 
chandising manager of appliances, rugs, 
toys, and upstairs house furnishings. 


Timko Division Manager 
for Affiliated Retailers 


John L. Wood, executive vice-presi- 
dent or Affiliated Retailers, Inc., has 
annowniced the appointment of Ervin 
Timk» as division manager for both 


major and small appliances. Mr. 
Timk»), recently released from the 
Army, succeeds V. P. Peterson, who 


has resigned to return to Montgomery 
Ward. 


1946 


AT THE TURN OF A SWITCH 


R- FAN 


il ADE MARK REG. U. S. PAT. OFF. 
Quietly fills the room with 
cool, healthful filtered air — 
free from much injurious pollen 
and other irritating impurities. 


| 


@ Filt-R-Fan is more than a cooling 
unit. It's an air Alter. It's propeller type 
fan draws in the fresh outside air and 
delivers it into the room through three 
spun-glass filters . . . for more com- 


Adjustable 


¢ Easily Installed 


fortable and healthful living. Filt-R-Fan 
has an all-steel cabinet of modern 
design, finished in baked-on white 
enamel ... an attractive addition to 
any home or office. 


Simple Safe 


Write today for complete details. 


MEIER ELECTRIC & MACHINE CO. 
3523 East Washington Street - Indianapolis 7, Indiana 


QUICFREZ Model No. 


Storage. 


1245 12.5 Cu. 
Separate Freezing Compartment and Divided 


Ft. with 


SINCE 1939 


With a long experience background in the building of 


Farm Locker Plants (Farm and Home Freezers), 
SANITARY's specialized skill and know-how in this field 


insure utmost customer satisfaction. 


SANITARY REFRIGERATOR CO. 


Fond du Lac, Wis. 


Refrigerator Manufacturers for Over 40 Years 
Sarn Locker Plants Since 1939 
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For Sale! 


S AND WE MEAN IT! 


Dayton Water Softeners are now 
available for immediate shipment. 

They are typically Dayton through- 
out—easy to install and regenerate, 
economical in actual household use 

and galvanized inside and out for 

extra long life. As always, DayTon 
Water Softeners are again a highly 
marketable and profitable product. 
Ask your DAYTON representative or 
write for catalog. 


SUPPLY gy 


DAYTON PUMP & MFG. CO. * DAYTON, OHIO 
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DEPARTMENT STORES 


Brune 
Appli 
Associated Industries Clemons Bros. Sold, Jacl 
Appoints Chaimson To Enlarge Appliances pliano 
Buck M. Goldman, manager of Improvements resulting from the a 
Associated Industries, Detroit, has an- recent acquisition of the controlling Bas va 
nounced the appointment of Edward interest in the Clemons Brothers Co., spec 
Chaimson as buyer of appliances. Mr. Inc., Chattanooga, Tenn., by Earl W. 
Chaimson was formerly buyer of ap- Winger, will include the enlargement Kem} 
pliances for Benjamin Appliances and of the electrical appliance department to H 
at one time ran his own wholesale and the adding of new lines. Subse- 
firm. quent to the change of control, Ralph Pat 
Clemons was elected vice-president and milit 
Fred H. Webb was named secretary- Brot! 
Moore Again at treasurer. Joe Hogue continues as appli: 
Fakes & Co. general manager. 
Carter Moore, former Fakes & Co. 
employee who was employed during S & L Stores Hold 
the war by Lockheed Aviation, has re- Post-War Convention = 
turned to the Dallas department store : * 
in his old position merchandise The Salkin and Linoff Department 
manager of major and small appliances. Stores held their first convention in osiet 
four years from March 4-7 at the home | So 
offices of the company at 400 Ist Ave., Yr 
New Department Store Minneapolis. During the individual P 
Planned for Houston departmental clinic discussions, Milton 
ci M. Silverman, who joined the firm as | Stei 
A two-story combination department general merchandise manager on Feb. 
store and office building to cost about 1, explained the extensive plans for Buy: 
$125,000 is planned by C. R. Carney, expansions of present merchandise qT 
owner of the Carney Brothers Furni- lines. The addition of new items and Dep: 
ture Co., Houston, Texas, for erection increased selections of present stocks P P 
on recently purchased property at for the housewares and appliance : oe 
6642 Harrisburg St. The lower floor departments are planned, according to be ‘ 
of the 150 foot-deep building will be A. Al Michel, buyer. Firm spokesmen y 
devoted to household appliances, along said that there will be total of 36 | 
with other household goods, such as stores in the chain by the end of the ens 
furniture and floor coverings. year. 


EE EVERY- 
ONE IS 
RUSHING 


NAN 


AT THE 
ATLANTIC CITY 


SHOW! 
MAY 12th — 17th 


CHECK THE SURPRISES AWAITING YOU! 


Nationally famous electric 
stoves—in colors! 

Extension and appliance 
cord sets with patented strain 
relief plugs! 

Rotary lawn sprinklers with 
few peers in the country for 
construction. Brass tubing. 


New self-cleaning high pressure 
chrome brass showerhead! 
Solid brass, heavy patten hose 
nozzles with complete shut-off! 

And an array of other unusual, 
popular priced items—all with 
the famous “Regent” label! 
Don't miss it! 


AHO ON 


ASSOCIATED INDUSTRIES 561 sth Ave. N.Y. 
Sales Agents 
YY 
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DEPARTMENT STORES 


Brunette Named Reubens Buffalo Store Builds 

Appliance Manager Appliance Department 

Jack Brunette has been appointed ap- An autonomous appliance depart- 

pliance manager of the Reubens Co. ment will be installed in the 2400 

furniture store in Nashville, Tenn. He square foot area being remodeled by 
: will also supervise kitchen cabinets and the Kobler & Miller Home Furnish- 
. special installations. ings Store, Buffalo, N. Y. when work 


Kemper Returns 
to Hutzler Bros. 


Paul Kemper, recently released from 
military service, has rejoined Hutzler 
Brothers, Baltimore, as buyer of major 
appliances. 


Gerwood Heads 
Tollin's Appliances 


Tollin’s department store, West 
Philadelphia, has announced the ap- 
nointment of Harry Gerwood, a war 
veteran, as head of its modernized ap- 
pliance department. 


Steinberg Appliance 
Buyer for Hecht's 


The New York store of Hecht’s 
Department Store has announced the 
appointment of Sidney Steinberg, vet- 
eran of several years with the firm, as 
buyer of major appliances and radios. 


is completed about May 10. The de- 
partment will handle all types of 
appliances and will have its own man- 
ager and sales force. Unique design, 
color and lighting are planned. Re- 
frigerators will be displayed under a 
dropped ceiling along one wall and 
will be subjected to indirect lighting. 
Ribboa glass stairways will connect 
the two floors of the department. 


Spiegel Buys 54 
Midwestern Stores 


Spiegel, Inc., Chicago, IIl., possessor 
of over 100 retail stores, has announced 
the purchase of the J & R Motor Sup- 
ply Co. chain of 54 stores in the Mid- 
west from Isadore Jacobson, Carl 
Ragnitt and James J. Simon. M. J. 
Spiegel, Jr., president of the purchas- 
ing firm, announced that Motor Sup- 
ply’s former owners will continue to 
direct its operations. Merchandise 
lines handled by the new subsidiary 
include electrical supplies, automotive 
and radio equipment, paints, bicycles, 
fishing tackle, and sports equipment. 


ORIGINAL 


NO BUZZ - NO BLAST -" NO BOTHER 


A TRIUMPH IN 


Millions of hot customers will 
seek escape from summer 
heat—and VORNADOFAN 
is available in 15 superb 
models to meet this demand! 
Seven times more circulation 
—33°%, longer range of effec- 
tive cooling—more effective 
than three ordinary "fans." 


MODEL 12-D1 
“DEBONAIR" 


Beautiful—amazing in action 
—flip the switch—VOR- 
NADOFAN'S performance 
will astonish your customers. 
It's a seller! 


DEALERS 


SEE YOUR DISTRIBUTOR 
OR WRITE DIRECT 


MODEL 12-R1 
“ROOMETTE’ 


DIVISION 


O. A. SUTTON’ CORP. 


WICHITA, KAN. 


STRUCTURAL 


OF TEMPERED MASONITE PRESDWOOD 


DEPARTMENT 


Made of strong tempered 
Masonite presdwood, Struc- 
tural Bends are a practical, 
inexpensive material for creat- 
ing streamlined,dramatic mer- 
chandise settings. Whole de- 
partments can be modernized 

. new window backgrounds 
installed... outstanding effects 
created at little cost. There 
are seventeen basic shapes 
available in 8’ and 12’ lengths. 
Flexible . . . easy to cut. 
construct... finish and install 

. durable... 
practical to hundreds of dif- 


modern... 


Modern P Post Treatment features small 
appliances.Trock Appliance Store, Chicago 
Harry Meyers, Display Mgr. 


ferent treatments. In stock. 


WRITE FOR FREE CATALOG + PLAN YOUR NEEDS + PLACE ORDER NOW 


Designed and Distributed Exclusively by 


W. L. STENSGAARD AND ASSOCIATES, INC. / 


_ Create a Modern APPLIANCE) 


330 NORTH JUSTINE STREET + CHICAGO 7, ILLINOIS 
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ALL AMERICA WANTS THIS NEW 


DIRECT READING 


ELECTRIC CLOCK 


ONE YEAR 
GUARANTEE 
as to accuracy and me- 
chanical perfection. 
Powered by se/f-starting, synchronous type, 60 cycle- 
110 volt motor. Operates on AC current. 
Tastefully designed modern case is of molded 
Catalin, size 8” x 5” x 2%”’..Comes in ivory, walnut, 
and mottled burgundy. Half-inch, easily-read, 
black numerals on silver background are framed 
in nickel chrome opening. Motor is sealed against 
+ tampering, dust and moisture. 
LIST PRICE During the war, Winslow made precision mechan- 


isms for aerial time fuses. Now the same manu- 
“ ” . 

DEALERS! You can make facturing “know how” goes into this handsome, 

accurate new clock. 


WINSLOW MANUFACTURING COMPANY 
Makers of precision timing devices 
STAMFORD, CONN. 


friends and make money 
with the Winslow. Write us 
for full information. 


The New Sensational 
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{JUST IN TIME for SUMMER 


PROFITS 


1250 CFM 


ORDER 
NOW 
for summer 
profits 


FREE 
Send now for 
Catalog EM12. 
Fully describes 
this cooler. 


Fan type, 


for you with 


ATTRACTIVE NEW DESIGNS! 
POINT OF SALE DISPLAYS! 
NATIONAL ADVERTISING! 
DEALER AIDS! 

COMPLETE LINE! 


Visit Space No. 327 
The Housewares Show 
Atlantic City, M 


Everything to Build a 
Bigger Chime Business 


12-17 


COOLER 


Dynamic V-design gives free, direct 


fan suction of air through pads 


3-point suspension for rigid, fast in- 


stallation—cuts costs 


Removable sides for quick pad- 
changes odorless SNO-FLUF 
aspen pads 


Baked enamel crinkled finish; 
resistant 22-gauge steel cabinet 


Overall dimensions: 24” high, 24” 


wide, 28” deep. 


EVA PORA TIVE 


rust- 


Sees Need for 250,000 
New Appliance Salesmen 


Approximately 250,000 new  sales- 
men will be needed in the retail field 
of the electrical appliance industry, it 
was estimated by Robert C. Hill, di- 
rector of the appliance division, Na- 
tional Electrical Wholesalers Associa- 
tion, im a recent speech before a group 
of appliance distributors from the 
Tampa, Fla., area. 

Virtually all these new salesmen will 
need schooling and training, Mr. Hill 
said. “New products are coming on 
the market, and old as well as new 
salesmen must be instructed in their 
uses and functions,” he continued. 

The meeting revolved around indus- 
try problems, particularly as they af- 
fect distributors. Under discussion 
were such topics as OPA price absorp- 
tion difficulties, proper screening and 
hiring of new employees and upgrading 
of present employees through aptitude 
tests. 

Mr. Hill concluded by reminding his 
audience that maximum production 
will not be reached until fall, when the 
industry will be able to start coping 
with the vast market available 


Appliance Servicing 
Offered at College 


A full 12-month course in air condi- 
tioning, refrigeration and electrical ap- 
pliances is now in full operation at 
Northeastern State College, Tallequah, 
Oklahoma, under the general supervi- 
sion of M. E. Franklin, professor of 
industrial education, and B. B. 
Bridges, practical mechanic with many 
years of experience in the field. 

The course is set up on a basis of 
six hours a day for five days each 
week and includes practical experience 
in a special shop with more than $4,000 
worth of new and used equipment, in 
addition to practical training in serv- 
icing refrigerators, electrical appli- 
ances, and electric water coolers. 

A complete course of study and 
practice includes 720 hours of re- 
frigeration study and shop practice; 90 
hours of occupational English; 144 
hours of blueprint reading and 
mechanical drawing; 135 hours of 
occupational mathematics ; 90 hours of 
related shop practice; and 45 hours 
of related science. 


Rival Gives Press A 
Peek at Kitchen Devices 


That non-electrical kitchen special- 
ties can be distinguished, as well as the 
electrical variety, was pointed out by 
the Rival Manufacturing Co. of Kansas 
City, Mo. in a Chicago preview 
March 29. Making products that tie 
in closely with American family habits, 


Rival first brought out a “Juice-O- 
Mat” for frisking oranges of their 
nectar. This has been on the market 


since 1935, and today nearly 2 million 
are in use, the manufacturer says. A 
machine for crushing ice cubes into 
drinkable sizes followed, as did the 
“Broil-O-Mat,” an electrical item, de- 
vised to be a three-meal appliance in- 
stead of a breakfast helper. The “Can- 
O-Mat” completes the line and is a 
machine for opening cans in slick fash- 
ion. 

Foster L. Talge is president of Rival. 
H. J. Talge is chairman of the board. 
3ernard F. Sears is sales manager, 
and Walter C. Nye is Chicago dis- 
trict manager, with offices in the 
Merchandise Mart. 


MAY 1, 


— LANTERN 


THE METAL WaRe 


‘Hives NY 


No. 900 
Focal-Ray 
Lantern 


fora 
SPOTLIGHT- 
FLOODLIGHT- 


DIRECTIONAL 


BEAM 


A powerful spot — a wide 
flood at a turn of the lens 
head. And a flexible direc- 
tional beam through the pivot 
base. Just the lantern for 
sportsmen, motorists, all out- 
door people. 


Circulars and Price Lists on request. 


CORPORATION 


WISCONSIN 


TWO Riven 


WANTED! 


Items of electrical, hard- 
ware furniture, house- 
wares and related mer- 
chandise — by nationally 
known distributor with ca- 
pably staffed organization 
covering more than 20,- 
000 outlets. 


Contracts for entire fac- 
tory outputs will be given 
consideration. 


RA-898, Electrical Merchandising 
520 North Michigan Ave., Chicago 11, Il! 


Victory did not end the paper 
shortage. Need for waste paper is 
as great as ever. 


Why? Because supplies must 
still be shipped in paper to our 
occupation forces and liberated 
countries. For the Pacific area 
these take double and triple 
wrapping to withstand long sea 
voyages and tropical climates. 


That’s why you should designate 
one place as your Salvage Corner. 
Collect all your waste paper there 
before you bundle and turn it in. 
If you’re in doubt about how to 
get it picked up, call your local 
newspaper or Salvage Committee. 
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UNDISPLAYED RATE: 


$1 25 per line per insertion. Minimum charge $5.00. (First line in smal! black face 
type.) Fractions of a line count as line. Discount of 10% if full payment is made 
in udvance for 4 consecutive insertions of undisplayed ads 


WHERE To Buy 


Parts, Services & Accessories 


DISPLAYED RATE 


$14.00 per inch per insertion. Contract rate on request. (An advertising inch ts 
measured vertically %” on one column. There are 4 colurnns—48 inches to a page.) 


Vacuum Cleaner Armatures 


Our low price includes COMMUTATORS when required. Our large 
stock of new and rebuilt vacuum cleaner armatures permits shipment 
same day order is received, Exchange basis on all popular makes. 
Armatures, fields and bearings installed at nominal fee. 


VACUUM CLEANER BAGS and BELTS 


eee .. $5.95 per hundred 
Belts for Hoover iaditees (4 wih. $8.95 per hundred 
No belt trouble when you use our high ends Sangeet belts. Bags for all 
popular makes. Fine cloth. Beautifully tailored. Only $9.50 a dozen. 


PENN APPLIANCE DISTRIBUTORS | sexo ror our 
126 S. 2nd Street @ Harrisburg, Penna. CATALOG 
Quality Material — PROMPT SERVICE yas 


REPAIR YOUR ELECTRIC APPLIANCES 


wit NEW NICHROCITE 


AMAZING 
urnec or Sroken 


Electric Heating Ele- 


ments Repaired 
stantly .. 
Simply overlap 
ends, apply 


Nichrocite 
paste and turn 
on the current 
— 8 perfect 


Handy for Home or 

Industrial Use 
weld results. Used by big utility companies and 
repair shops. Just the thing for that broken or 
burned out heating element in your electric iron, 
stove, toaster or heater. Does the job in a jiffy. 
Trial order, $1; 4 ozs. $2.50; 1 Ib. $8.00. 


Armstrong Electric Co., Box 861-EM, Minneapolis 


WASHING MACHINE PARTS 
“Any Part For Any Washer” 
Distributor for THE GROVE 

Combination Milling Machine 


designed for duplicating wringer 
rolls and general repair shafts 
in washing machine service 


e CUTS OFF SHAFTS 
RUBBER UPHOLSTERED os e TANGS SHAFTS 
HAND © SQUARES SHAFTS 
SAFEGUARD ‘) } e CHAMFERS ENDS 
we For immediate delivery at your 


Use ORANGEVILLE 
TRUCKS for han- 
dling refrigerators, ranges, radios, kitchen cabi- 
nets, ete. Only truck with patented quick change 
ratchet nose. Completely rubber upholstered 
throughout. Several convenient sizes. Descriptive 
circular and prices on request. 


ORANGEVILLE MFG. CO. 
lete line of Floor Trucks 
Orangeville (Col, Co.) Penna. 


Goodyear wringer roli jobber 
or write for illustrated folder to 


R. & S. PARTS COMPANY 


National Distributor 
2120 N. 12th St., Milwaukee, 5, Wis. 


WASHING MACHINE REPLACEMENT PARTS & SUPPLIES 


BOSS - LAUNDRY QUEEN - WOODROW 
and “33” OTHER MAKES 
Agitators—V-Belts—Wood Bearings 
Approved G. E. Motor Cords 
Fibre Grease—Transmission Oils 
High Post Change-Over 
for EASY and G. E. Washers 
We have - 90 - PARTS JOBBERS to serve you 


"a nationwide service” 
ADDRESS ON REQUEST 


MANUFACTURING CO. 


3650 EAST 93rd STREET 
\CREVELANS 5S, 


<=) 


4 


No more worryin: about the mokes ona 

models they fit BECAUSE every bag is 

marked wifh moke and model number. 

The transporent bags keep the belts 

fresh and clean. The price problem is 

solved because the price is protaeaey 
R NO 


GUARANTEED 


VACUUM CLEANER 


inted on each bag. ‘Stan ~ 
belt cards consisting of 96 
belts will fit 130 makes and models. 
YOUR COST, $10.08 net, plus postage. 
Retails for $24.00. 
“~~. 


new catalogue listing 4531 items 


The JESSE COMPANY 


Your inquiries to advertisers 
will have special value . . . 


—for you—the advertiser—and the publisher, 
{f vou mention this publication. Advertisers 
hichly this eridence of the vublication 
you read Satisfied advertisers enable the pub- 
isher to secure more advertisers and—more 
Sdvertisers mean more information om more 
Droducts or better service-—more value—to 


PREMIER - ROYAL - G. £. - EUREKA 
VACUUM CLEANERS 
Write for complete details 
BROCKWELL ELECTRIC CO. 


106 E. 9TH ST., CHESTER, PA 


Genuine PARTS Exclusively 
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Our 132-page 
FREE Catalogof FREE 
Washing Machine & Vacuum Cleaner Parts. 
Save mon by ordering all your supplies 
from one source. 
tguality, Service, Low Prices 


MIDWEST APPLIANCE PARTS CO. 
2720-22 W. Division St. Chicago 22. II! 


“For any and all makes” 


Most complete stock in N. W. 
Prompt Service 


WASHING MACHINE PARTS | 
| 
| 


Minnesota Appliance Parts Co, 
197 W. 7th St. St. Paul 2, Minn 


SOON OFF THE PRESS 


OUR NEW 1946 WASHER PARTS 
CATALOG AND MANUAL 


Reserve your copy NOW! The news 
that this catalog will soon be ready is 
getting around. Orders are coming in 
so fast this edition will soon be gone. 
The shortage of suitable paper limited 
this printing and it will be a long time 
before this huge 614 page book can 
PAGES be reprinted. Planned to sell at $5.00. 


It is especially priced to advance pur- 
1. Complete machine drawings, showing chasers at only $2.50. 


detailed construction and assembly. FILL IN COUPON NOW... MAIL TODAY 
MONEY BACK, OF COURSE, IF NOT COMPLETELY SATISFIED 


2. Photos of machines and parts for 


quick identification. ] Reserve my copy of the new 1946 Peorso! Washer | 


3. Pictures of tools, explanation of their use | Ports Catalog and Manuol EM 46 ot the special | 
and manual of tips on repairing. advance price only $2.50. 


es < ( ) Cash or ( ) Money Order Enclosed — You poy 
4. Literally thousands of parts listed of over | the postage ( ) Ship C.O.0 | will poy the postage 
60 manufacturers. 


| Nome 


5. “Who made it” section; trade names and | address | 


their manufacturer. 


PEARSOL APPLIANCE CORPORATION 
CLEANER PARTS, SUPPLIES AND r001s|' ‘ WASHER PARTS, SUPPLIES AND TOOLS 
2034 EUCLID AVE + CLEVELAND 15, OHIO > 2122 EUCLID AVE + CLEVELAND 15, OHIO 
PEARSOL APPLIANCE COMPANY*ArriiaTes 2010 COMMERCE STREET, DALLAS 1, TEXAS 


ELECTRIC SWEEPER SERVICE COMPANY 
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LETTERS 


Mr. Hoskins Reminisces 


To the Editor: 

Your series of stories on how vari- 
ous appliances got their start makes 
me hark back over the more than half 
century that I was a business asso- 
ciate with an engineering firm that 
saw a lot of the early electrical develop- 
ments. 

I remember when a young man by 
the name of Marsh came in to see a 
classmate of our chief chemist, Dr. 
Paul, and said he had heard we had a 
gasoline furnace that would give a 
high temperature and that he had been 
experimenting with high melting point 
metals with the thought that a thermo- 
pile could be made that would not melt 
down at any temperature given off 
by a gas flame. 

We had a small gas engine rated at 
12 hp. We bought a plating dynamo 
that had a capacity of 20 volts, 200 
amp. Marsh devised a carbon type of 
electric furnace. We were then ready 
to start the melting of a charge of 10 
grammes of chromium, and 90 
grammes of nickel. All this caused a 
good many headaches, especially to 
one of our helpers when a belt slipped 
off the engine pulley and hit him a 
nasty crack on the head. 

We had visions of producing elec- 
tricity without dynamos (by means of 
a thermopile) but we needed more 
strips of alloy to make a test. 

I lived in Evanston at the time and 
I learned that the Northern Illinois 
Electric Company had available at its 
Church St. plant a day circuit of alter- 
nating current. Frank Baker was 
president of the company and I got 
his permission to build a shed on their 
property to take current from their 
lines. Our load was not heavy but 
we had no way of regulating it closely. 
This raised a row at the station. Once 
the engineer came bursting into our 
shanty and asked, “What the hell is 
coming cff here? We had a surge 
that almost threw the belt off the 
pulley!” This was in 1905 and the 
electric furnace was in a very primi- 
tive state. 


Roast Beef 


Young Mr. Berry, son of Berry, the 
varnish maker, asked us to make an 
electric turnace big enough to take 
a roast o: beef. We did, and Berry 
asked me to dinner at his house at 
Grosse Pointe, to eat the first piece 
of beef cooked in an electric furnace. 
It took about four hours to cook at 
about 4,000 watts, but it was delicious. 
This was in 1909, 


Arc Lights 


In 1876 the City of Boston put on a 
celebration. The Brush arc light was 
to be the big feature. The newspapers 
had wonderful stories about this mar- 
velous light. It was said that you 
could read a newspaper 10 to 20 miles 
away. Came the day and on Boston 
Common they set up a small boiler and 
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engine hooked up to a dynamo. In 
the bandstand under the light, was 
Patrick Gilmore and his band. The arc 
light began to sputter and a light de- 
veloped that was pretty good but hardly 
up to the predictions. The started off 
with a snappy march but alas, the 
dynamo snuffed out and left the band 
in darkness. I was in the crowd, a 
schoolboy 13 years old. 


Permanent Phonograph Record 


A Mr. Dennison of Elgin, IIl. 
brought a problem. He wanted to gold 
plate a wax phonograph record. At 
this time all records were wax cylin- 
ders and were not durable. Mr. Den- 
nison had been employed by Thomas 
A. Edison in Menlo Park. Edison 
had a master record of Angelina Patti’s 
voice, which was always kept in the 
vault. Dennison wanted us to show 
him how to electroplate a thin film of 
gold on wax. We made experiments 
and showed him how. Soon after 
Dennison came in and told me he had 
been notified that he was interfering 
with Edison. Both he and Edison had 
had the same thought at the same time. 
Dennison realized that he had better 
make a deal with Edison, which he did 
and the patent was issued in Edison’s 
name. Later Dennison built a machine 
that would produce six records at one 
time instead of one. 


E. H. Hoskins, 


807 S. Spaulding, Chicago. 


IF YOU EVER MEET Bill Valentin of 


American Central Mfg. Co., ask him 
about Al Capone. 
Bill is a Cleveland boy, but has 


spent the most exciting years of his 
life in Philadelphia, where he had two 
or three newspapers shot out from 
under him, and once had an exciting 
brush with Mr. Al Capone, famous 
gangster, who was taken with a rod in 
his pants pocket just as he was emerg- 
ing from the theater. 

Before Bill became advertising man- 
ager of the American Central Manu- 
facturing Co., he rubbed noses with 
many of the country’s famous people, 
and you may very likely forget to 
talk to him about kitchen cabinets if 
you get talking to him about his news- 
paper days. 


“THAT ATTACHMENT | PUT ON TO SURPRISE 
“eo CERTAINLY IS PAYING FOR 
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Philadelphia 


Knowing the Answers L. E. Moffatt 


Synthetic Fabrics and the Home Laundry .... By Laurence Wray 
How the Good Housekeeping Institute test the washability of rayons 
and other synthetic fabrics. 

An Independent Starts a Chain... By Lansdell Anderson 


An interview with E. V. Newkirk, president of Good House Stores. 
Philadelphia. 


Salesmen Learn Repairs . . . And Servicemen Sell By Grier Lowry 


A Distributor Takes His Own Medicine 


McGregor of Memphis who has been preaching modernization de- 
cides to slick up his own place. 


Modern Home Equipment Co., 
on that idea. 
"Radio Dead? ... See Al Robertson”... ... 
Al Robertson allocates 10% of his income to his eheaiitiin at it 
pays off. 
Selling New Faces for Old Stores 


Graybar, St. Louis, can help a dealer modernize his place as well as 
sell him merchandise. 


_. By A. B. Windham 


Pensacola, Fla., built their business 


Evolution of the Vacuum Cleaner........... By Tom F. Blackburn 
Fifth of a series. 


Store With a Problem ................ 


Pacific Appliance Stores, Los Angeles, attracts deluxe trade through 
car-stopping displays and advertising. 


The Case of the Missing “Mammy” ........................5. 
Why the South has been backward in buying appliances. 


Home Freezer Sales in the South 
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The Appliance Dealer Has Obligations, Too .....By Glen T. Blake 98 
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Production 


ains Highest Since Day 


Sewing Machine Output Doubles over February; 
Refrigerators Rise 42%; 1,000,000 Radios Shipped— 
33% Gain. CPA Gloomy Over Coal Strike Effects. 


A badly buffeted American industry 
emerged from the March round of the 
reconversion battle with the tempo- 
rary triumph of its biggest gains since 
\-] Day. Behind it lay the G-E, G-M, 
and steel strikes. Before it was the 
looming threat of the soft coal walk- 
out which would, according to CPA 
administrator John D. Small’s March 
report, issued April 25, swing a heavy 
body blow at production. 

Leading the March resurgence were 
construction activities, civilian employ- 
ment, consumer incomes, and retail 
trade, all of which showed substan- 
tial gains. Construction activity alone 
forged ahead, despite continuing mate- 
tial shortages, from $524 million in 
February to $612 million in March, 
the largest rise ever recorded. Civilian 
employment moved up for the first time 
since the end of the war: 1,300,000 
more people went to work; 500,000 
more people are employed today than 

» March of 1945. 


A Record Production... 


During the first quarter of 1946, 
according to the Office of War 
Mobilization and Reconversion, the 
national production of civilian goods 
was worth $154 billion, a record rate 
which compares favorably with $122 
billion for the corresponding quarter 
t 1945. Only a small part of this 
increase, CPA says, is attributable to 
a rise in prices. The rise of produc- 
tion, the agency adds, is not easily 
apparent to the guy who buys, the 
msumer, one reason being that he 
has so eagerly snapped up the avail- 
able supplies of goods that distributors 
could not build up their inventories. 


Which Included Appliances . . . 


Riding high on the wave of March 
production were appliances. Domestic 
sewing machines led the list with 
28,000 shipments, more than twice the 
13,000 February total. March ship- 
ments were still only 43 percent of 
the average pre-war monthly rate of 
6/,000 units, however. Shortages of 
lumber, motors and electrical equip- 
ment continued to be hampering fac- 
tors in the sewing machine picture. 


Next in percentage increase were 
domestic mechanical refrigerators with 
a shipment rise of 42 percent, a total 
of 89,000 units shipped during March 
as compared to 63,000 in February, 
but still considerably fewer than the 
peak post-war shipment of 123,000 
units in January. Work stoppages, 
steel shortages, and difficulties in ob- 
taining motors and condensers have 
clogged production. A critical short- 
age of tin-mill back plate resulting 
from the steel strike is retarding con- 


denser production to a point where 
many refrigerator manufacturers are 
holding the door against the shutdown 
wolf. 


Like Redies ead Welles... 


March shipments of domestic radios 
increased to approximately 1 million 
sets, a 33 percent rise over February’s 
750,000 units. The sharp upswing 
carries shipments to 91 percent of the 
pre-war base period rate of 1.1 mil- 
lion units a month. CPA cuts short 


In This Issue 


Mew Pesifions oo 
League Activities ........... .28 
Distributor News ......... ioe 
Department Stores ......... 
New Businesses ......... eee 
New Products: 


any exuberance, however, by pointing 
out that 87 percent of the March ship- 
ments consisted of table models. Only 
4 percent were consoles and 9 percent 
were automobile radios. During the 
base period 63 percent of shipments 
were table models, 13 percent were 
consoles, and 20 percent were auto 
radios, the agency said. The current 
low level of console shipments is at- 
tributed by Mr. Small’s department 
to a shortage of cabinets which in turn 

(Continued on next page) 
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is blamed upon the lumber situation. 
March shipments of domestic laun- 
dry equipment totale! about 117,000 
washing machines and ironers, accord- 
ing to preliminary reports received by 
the CPA. February shipments de- 
clined, as predicted in Mr. Small’s 
previous report, to 90,000 from Janu- 
ary’s 171,000 units. March 
production, although 30 percent 
greater than for February, represented 
74 percent of the average monthly rate 
of 158,000 units during the 1940-41 
base period. The production highway 
was still gutted by the effects of the 
steel strike and the shortages of tubs, 
enameling steel, motors, parts 
and malleable iron castings. 
Estimated February shipments of 
electric ranges 16,000 wnits or 
35 percent of the pre-war base period 
rate of 47,000 units. It is anticipated 
by CPA that final March figures will 
reflect a stepped up production because 


level of 


brass 


were 


of increased steel component. ship- 
ments. 
Irons, Clocks and Cleaners, . 


Approximately 308,000 electric irons 
were shipped during the month of Feb- 
ruary, 
ary ( 
shipments of 


1 9 percent increase over Janu- 
282.000) but still below December 
348,000 irons 


shipments were 8&3 


February 
percent of the 
380,000 - units 


monthly average ol 


shipped in the pre-war base 


period 
Despite strikes in the plants of several 
major iron producers, increased pro- 


duction by other manufacturers 
pushed up the February totals 

Fewer workers could blame clock 
shortages for tardiness during Febru- 
ary An estimated 1.1 million alarm 
clocks were shipped during that month 


approximately 98 percent of the aver- 


age monthly rate of shipments during 
the pre-war base period January 
shipments had amounted to 451,000 
clocks Of the ta hipmerts for 
Februa 900,000 clocks were spring 
wound and ¢ uining 200,000 were 
electri 

Vacu ca swept up a 17 eT 
cent increase over January and Febru 
ary shipments. Ma total was 150,- 
000 units, compared to an approximate 
120,000 units for each of the two pre- 
ceding months. This was within 3 
percent of the base period rate of 
156,000 units a month Producers 


still were 


reporting diffi ilty in ob- 
taining 


switches, bag clceth, electric 
sheet steel, belts, gaskets, and cord. 


Wes Cause for Hope 


1 rises were Cause 


The general Marc! 


for hope to many American business 


men. There had been an increase. 
Previous strikes and  reconversion 
difficulties had given production a 


rough handling, but industry was still 
fighting. Now there 
between rounds, 


Was a short rest 
until, as Mr. Small 
predicted, the blows of the coal strike 
began in April¢to paralyze output, 
particularly that of steel 


and chemicals 


WHOLESALER HONORED: The eighth recipient of the James H. McGraw Award 
Wholesaler's Medal is Herbert Metz (left), assistant manager of the Graybar Electric 
Co's, Metropolitan District, who here receives the medal from S. B. Williams, editor of 


Electrical World. 


Presentation was made at the recent N.E.W.A. convention in 


Chicago. 


McGraw Award Wholesaler’s 
Medal. Presented to Metz 


Graybar Manager Cited 
for Post-war Planning 


An active effort to determine and 
solve the post-war problems and needs 
ot the electrical wholesaling industry, 


plus the promotion ol a program 


employ technically trained war vet 
erans, made Herbert Metz, current 
assistant manager of the Metropolita: 


Electric Co., 
the Jan es H 
Wholesaler’s Medal 
National 


District of the Grayba 
the eighth recipient of 
McGraw \ward 

Mr. Metz, director of the 
Electrical Wholesalers \ssociation 
Postwar Planning Committee, 
presented with the 1945 medal and the 
accompanying purse by S. B. Williams, 
editor of Electrical World, on April 23 
at the 37th annual N.E.W.A 


Was 


conven- 
tion in Chicago. 

\ posthumous honorable mention 
was made to Willard Hall in recog- 
nition of his constructive post-war 


sales planning of electrical wholesalers 
through the origination of a basis for 


considering potential appliance sales 
that excludes conjecture and guess 
work 


The James H. McGraw awards were 
established in 1925 by Mr. McGraw, 
founder of McGraw-Hill Publishing 
the advancement of the 
trical industry. 


Co., for elec- 


The citation of Mr. Metz was read 
at the presentation ceremonies 
read in part as follows: 


and 


As chairman of the Post-war Planning 
Committee of the National Electrical 
Wholesalers Association, Herbert Metz 
generally gave of his time and energy 
to the creation and fulfillment of a pro- 
gram which has been acclaimed by the 
members of his industry for its stimulus 
to sound thinking and planning not only 
by electrical wholesalers but by their sup- 
pliers as well. 

The record will show also that Mr. 
Metz, now assistant manager of the Met- 
ropolitan District of the Graybar Elec- 
tric Company, has been a tireless con- 
tributor to electrical industry efforts. All 
the while he was directing the whole- 
salers' Post-war Planning Committee, he 
was also chairman of the Adequate Wir- 
ing Bureau, an activity which, as a result 
of the leadership it enjoyed, has emerged 
from the difficult war years stronger in 
interest and support than ever before. 

Instead of attempting to duplicate the 
work of other postwar planning organiza- 
tions, Mr. Metz, by personally arranging 
an unusual series of forums on a variety 
of topics affecting the electrical whole- 
saling business, was able to bring to bear 
on the electrical wholesalers’ post-war 
problems the consideration of outstand- 
ing authorities in several fields. The data 
and views thus developed have assisted 


electrical wholesalers greatly in their cn. 
ative thinking and planning both 4, 
business and for employment. 
Sensing the growing need of electric, 
wholesalers for employees equipped 
handle the increasing volume of ole. 
tronic and other electrical adaptatic,, 
not long out of the research laboratoy, 
Mr. Metz and his committee conceivss 
a program for the employment of tect, 
nically trained returning service men, 4j 
the same time the appliance market ws 
giving evidence of post-war volume bs. 
yond all previous concept, to plan {y 


he 1,00 
ectrical 


which wisely required a forecast baseq atten 
on sound economic analysis. To fill 1” 
need the committee gave to the app}. pT! 22-2 
ance distributors for the first time a bas, me Declan 
for considering potential electrical sala, 4 
that excludes conjecture and guess wor, Who 
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OPA Grants 8 Percent § (cit or: 
advert 
Refrigerator Increase 
The OPA pulled its finger out 
the price-rise dike on April 18 lon - 1 
tional 


enough to permit an eight percent ceil- 
ing price increase to manufacturer 
of household mechanical refrigerators 
an action which is expected to result 
in a four cents on the dollar increase 
at the retail level. 


iation’s 
nmittee 


EWA c 
hink C 


The manufacturers’ increase became We ar 
effective on April 18 and the retailfoblems 
price increase will go into effect ajuk colle 
soon as dealers receive refrigerators sively | 
invoiced to them at the adjusted prices Mensively 

Prior to this increase reta: acDonal 
of refrigerators were at their averageytion ar 


March, 1942, level, although as a reggs to re 


sult of an adjustment of retail pricesger’s th 
allowed last fall by OPA many models promot 
have been three percent below March, reased 
1942, prices. The April increase raisesg§4" answ 
these models to slightly above > chief 


+ 


other models forggt 3S 
action pproductic 


1942 level, while 
which prices were raised by the 


last fall will be raised further. at you 
The eight percent increase ¢ ure ge 
the refrigerator manufacturers ms... 
first industry-wide increase granted the tha 
industry since the end of the war. Thefpt that 
adjustment reflects all labor and mate- lustry 
rial cost increases allowable thai 
the new wage-price policy, ()PA said hd cited 
rn out 

Consumers Pay dios a 
Distributors and dealers are allowell” pad 
to pass on the exact amount of the = 


manufacturers’ increase, so that the 
consumers will pay the current dollar- 
and-cent ceiling price plus the dollar , 
amount of the manufacturers’ price 
increase. 

As a result of the reconversion ad 
justments granted last October, over 
all dollar margins realized by dis 
tributors were reduced below March 
1942, levels, and this reduction is thei 
most that can be required under pret ip 
ent distributor absorption standard 
the agency declared. 
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holesalers Meet in Chicago 
or 37th Annual Convention 
Unity Urged by MacDonald; 


Wholesalers’ Creed Endorsed 


of tect, 
men. A 


arket 
lume be he 1,000 members of the National 


plan fy, gmectrical Wholesalers Association 
st base PO attended the 37th Annual Con- 
o fill 4;,qption in Chicago’s Hotel Stevens, 
he api. 22-25, unanimously agreed to 
e a bas, Declaration of Electrical Interde- 
ical sal,qgmdence and the Tenets of the Elec- 
ess wor, cal Wholesaler, thereby launching a 
‘Bblic relations and promotion pro- 
hm aimed to increase the acceptance 
electrical products and establish the 
red of electrical wholesalers in terms 

services rendered. 
‘We are confronted by competition 
ent well organized and aggressive sales 
| advertising campajgns that have 
€ eady been started by the gas house 
r out offne: the oil and coal industries,” said 
18 lon J. MacDonald, chairman of the 
ational Electrical Manufacturers As- 


cent ceil- 
facturers eiation’s general sales promotion 
gerators emmittee and keynote speaker at the 

increase 


hink Collectively—Act Offensively” 


» became’ We are having forced on us the 
retgifpoblems of getting our industry to 
-fFect asfmink collectively, to stop thinking de- 
igeratorsqmsively within the industry, to think 
‘d prices ensively outside the industry.” Mr. 
speech pleaded for coop- 
tion and unity, exhorted wholesal- 


averag 

is are[ms to refrain from cutting one an- 
il pricesgmer’s throats and to band together 
y model Promote “the common objective of 
Marchifereased use of electricity.” 

se raisesa/n answer to unspoken critcisms that 
nae. 4 chief need of the industry at pres- 
ydels forft is production, he declared that 
he action production is one long-pull problem 
or. at you don’t have to worry about. 
erantel[ou're going to get electrical produc- 
rs is then... and it’s going to come in 
anted thegster than you can sell it.” He pointed 
var. Thegpt that as a result of the war the 


mate-pcustry is tooled up to produce far 


underpore than it ever did before the war 

ai (Pd cited the radio industry—ready to 

mt out between 20 and 30 million 

dios a year as compared to 13 mil- 

‘owpafn sets for the best pre-war year— 

‘of an example. 

that the 
nt dollar- 
he dollar 
rs’ price 
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PLIANCE DIVISION LEADER:E. 8, 
graham presided over the meetings of 
WA's Appliance Division during the 
nvention proceedings and conducted a 
eview of the EEI-NEWA Basic Sales 


aining Course. 


lember AB 


“We can build the markets,” Mr. 
MacDonald said, “but the highway of 
demand for Electrical Living must be 
made wide enough to handle this flood 
of production traffic. ... I believe that 
the Declaration of Electrical Interde- 
pendence points to the solution of our 
industry problem. If each one of us 
in every branch of the industry puts 
it to work now, we’ll begin to build an 
almost endless highway of demand.” 

The Declaration program was pre- 
sented as a special feature on the open- 
ing day of the convention. President 
John L. Busey, General Electric Sup- 
ply Corp., presided and signed the 
Declaration for the members after it 
was read by a costumed “Town 
Crier.” 


Tenets—""Who We Are” 


Originally promulgated for the Na 
tional Electrical Manufacturers Asso- 
ciation, the Declaration was adapted 
to NEWA. The reading of the adap- 
tation was introduced by Herbert 
Metz, chairman of the association's 
planning committee, who pointed out 
that the electrical industry has “actu- 
ally built, distributed, and installed 
interdependence in America from al- 
most everything that has been back 
breaking and morale-breaking.” Mr. 
Metz also described the Tenets of the 
Electrical Wholesaler as one answer 
to the “common sense of good public 
relations.” He declared that, “It is 
time we stood up to be counted, time 
to tell exactly who we are and what 
we do,” and emphasized the need for 
much greater and more sustained sales 
effort by electrical wholesalers as an 
important and indispensable part of 
mass production. 

The Tenets, a statement of the 
wholesaler’s function and service, were 
read by secretary Alfred Byers from 


the “viewing screen” of a large simu- 


lated television set. 

Other features of the convention in- 
cluded an address by Mr. Busey call- 
ing for support of the Crawford Bill, 


RESOLVED: NEWA president John L. 
Busey affixes his signature to the De- 
claration of Electrical Interdependence 
approved by the 1,000 members who at- 
tended the Association's 37th Annual 
Convention. 
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HONOR GAVEL: President Busey, left, presents former NEWA president D. Lyle 
Fife with a gavel in recognition of his services as Association head from 1942 to 
1944. Smiling appreciatively is Arthur H. Motley, president of Parade Publications, 


Inc., and a quest speaker. 


‘liminating OPA price squeezes. He 
expressed the hope that all government 
controls over the electrical industry 
would be dropped in the near future. 
He warned against the pyramiding 
of orders and urged a careful scrutiny 
of retailer credits because of the vol- 
ume of new businesses. 


Distributors as “Want Creators” 


Arthur H. Motley, president of 
Parade Publications, Inc., who was 
guest speaker at the dinner on April 
24, told the distributors that if they 
want to see a required national volume 
of 120 to 140 billion dollars of business 
they must raise their sights. “We need 
to sell 50 percent more goods and serv- 
ices and find from eight to ten million 
more jobs than pre-war,” he said, add- 
ing that “the problem is entirely one 
of selling. .. . We must create wants. 
Distributors are the ‘want creators’ of 
America.” In what he characterized 
as the “battle for distribution,” he de- 
scribed a four-point program based on 
recruiting oi more sales personnel, 
better selection, training and indoctri- 
nation, referring to the NEWA Sci- 
entific Personnel Selection Program 
as an important means of developing 
greater productivity and greater effi- 
ciency throughout the field of electrical 
distribution. 


KEYNOTE SPEAKER: An urgent plea 
for industrial cooperation was delivered 
by N. J. MacDonald, chairman of the 
National Electrical Maoufacturers Asso- 
ciation sales promotion committee, who 
made the keynote speech. 


Details of the hiring program were 
outlined by Morris Pickus, president 
of the Personnel Institute, Chicago. 
A preview of the Edison Electric In- 
stitute-NEWA Basic Sales Training 
Course was conducted by E. B. In- 
graham, chairman of the association's 
appliance division, and Robert C. Hill, 
director of the appliance division. 

Meetings of the apparatus and sup- 
plies division and the appliance divi- 
sion were presided over by Warren I. 
Bickford and Mr. Ingraham,. respec- 
tively. 


Not Words, But Action 


Charles G. Pyle, managing director, 
reported on Association work during 
the past year. In a preconvention in- 
terview Mr. Pyle had stated that “we 
believe that this is an auspicious time 
to define our responsibility in the de- 
velopment of the Electrical Age, in 
relation to others in our own industry 
and in helping create and maintain 
national prosperity.” He underlined 
the sentiment of the convention by 
saying that the Association would sup- 
port the Declaration and promised that 
the Tenets, as exemplary of the indus- 
try’s complete program in operation, 
would not be “filed away in the ar- 
chives.” 


“TELEVISING™ THE TENETS: From an 
8-foot simulated television set, Alfred 
Byers, secretary of the Association, reads 
the Tenets of the Electrical Wholesaler 
to the a bled bers. The Tenets 
were unanimously endorsed. 


PAGE ‘3 


avid 
| 
4 
All comm P 
n Operatio® 
r three 
at par 
New York 
4 


SMOOTHING THE WAY: When the G-E strike ended these officials immediately 
started planning for a resumption of the manufacture of flat irons in the Ontario, 
Calif., works and a further expansion of facilities. Left to right are: W. H. Tange- 
man, Ontario works manager; R. M. Alvord, G-E commercial vice-president; Leland 
S. Davidson, president Ontario Chamber of Commerce; and William Batchelor, 
assistant works manager. They plan the addition of another 30,000 square feet of 
floor space to the present 150,000 square feet. 


PUBLIC WORKOUT: Bendix washers go through their paces in this recent demon- 
stration in the window of Meier & Frank's department store, Portland, Ore. The 
washings drew crowds for four consecutive days. Miss Frances Alexander, Bendix 
home service director for Harper-Megee, Inc., area distributor, was mistress of 
ceremonies. 


EXECUTIVE TRIO: Officers of the Oxford Radio Corp., a wholly-owned subsidiary 
recently formed by Noma Electric Corp., from the Oxford Tartak Radio Corp., pose 
happily for their picture. Left to right, John A. Proctor, president; Robert Adams, 
vice-president and general manager; and David E. Davis, secretary and assistant 
treasurer. The new company will continue the manufacture of radio speakers and 
will increase production quotas. 
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Order for 250,000 Cleaners from 
Britain Riles U.S. Producers 


Blame Government, 
Ask Import Blocks 


Advertisement by a British firm of 
a U. S. order for 250,000 vacuum 
cleaners, while the American industry 
lies hamstrung by OPA regulations 
has stirred up a row in the cleaner 
industry which has reached clear up 
to Secretary of State James F. 
Byrnes. 

Flaunted in the Chicago Herald- 
American recently was a reproduction 
of a tank cleaner ad which ran in the 
London Daily Mail, January 16, 1946. 
It was placed by the Vactric, Ltd., 
Chapel Hall, Airdrie, Scotland. 

“The advertisement deals with a 
gadget as distinctly American as ham 
and eggs,” says the Chicago Herald- 
American, “and it should make clear 
even to the dumbest politician what 
is happening to American trade and 
the prestige of American products not 
only in world markets, but here in the 
United States.” 


Protest to Congress 


Immediately Robert E. Kramer, 
vice president in charge of sales, 
Health-Mor, Inc., 203 N. Wabash Ave., 
Chicago, got into action with 539 mem- 
bers of Congress protesting the at- 
tempts of American politicians to as- 
sist the introduction of foreign mer- 
chandise in the American market in 
direct competition with American 
products. 

“These 250,000 vacuum cleaners rep- 
resent one-eighth of the United States 
record sales in the biggest year the 
industry ever had,” declared Mr. 
Kramer. “Since 1941 our organiza- 
tion and other American manufacturers 
have been selling the public on the 
vital necessity of waiting for home 
appliances until after the war. Al- 
though the war ended seven months 
ago we still have practically nothing 
save excuses to offer the American 
public, largely due to Washington 
created shortages. An industry that is 
equipped and ready to produce 2,500,- 
000 vacuum cleaners in 1946, with a 
retail value of $139 million, stands 
hamstrung with partially shut down 
plants and skeleton crews.” 

Mr. Kramer suggested that a bill 
be proposed that will immediately stop 
the importation of any article of com- 
merce for which there is ample produc- 
tive capacity in this country, during 
a period that said productive capacity 
is held inoperative involuntarily. 


Secretary of State Dodges 


Reply from Secretary of State 
James F. Byrnes was evasive on the 
subject, pointing out that another 
British trade journal stated that “fur- 
ther orders anticipated to bring the 
total delivery to 250,000.” Mr. Byrnes 
admitted that the 250,000 figure would 
be far in excess of pre-war yearly im- 
ports, which in 1937-38-39 amounted 
to approximately 6,500, 1,900 and 2,000 
units respectively, valued at $96,000, 
$30,000 and $20,000 respectively. He 
went on to say that with import duti- 
able of 35 percent ad valorem, a foreign 
cleaner would have difficulty gaining 
a significant proportion of the domestic 
market. The U. S., said Mr. Byrnes, 
exported in 1937-38- 39 approximately 
28,000, 30,000 and 21,000 vacuum 
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VACUUM CLEANERS PROMPTLY 


"Electrical & Cift Department” has 
able to secure a lumied 


penence. 

| end of oper: 
tion, VACTRIC helps you NO’ 

cleaning problems in the wdeal wa 


ch a= have had to wait so lo: 


One of the ads used by a New York fi 
to sell vacuum cleaners ordered by U. 
from Great Britain manufacturers. 


cleaners valued at $529,000, $5590 
and $384,000, respectively. From th 
point Mr. Byrnes went off on a ta 
gent seeking to justify the $4 bill 
loan to British, skipping the po 
made by Mr. Kramer that this cou 
only happen in a country whet 
domestic production was at a stam 
still. 


Who Placed the Orders? 


Dick Simmonds of Birtman Ele 
tric declared that there is a ruli 
in Britain that every firm manuia 
turing must export half of its outp: 
It would be very logical for a man 
facturer to get a memo order fr 
the United States, which would perm 
him to go ahead with his domestic pr 
duction. Then, if the export ord 
was cancelled it wouldn’t be his fau! 

No member of the Vacuum Clean 
Association talked to knew just 
placed any 250,000 cleaner order 
Britain. Only a large syndicate seem 
a chance to cash in quickly with me 
chandise-hungry merchants would | 
in a position to swing such a deal 
was pointed out. 
that such order as existed originatq 
in San Francisco. 
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31% Increase 
For Home Loans 


Home ownership loan operations! 
1945 were the largest since 1 
A. D. Theobald, of the United Stat 
Savings and Loan League, 
recently in Chicago. The 1945 to 
of $1,912,678,000 in loans made by % 
ings and loan associations was 4 
percent over the preceding yea‘ 
Loans in the last quarter of 1945 w 
60 percent above the same period 
1944. Savers’ and investors’ funds 
the associations had a net gain 0 
withdrawals of $1,040,605,000, an 4 
crease of 19 percent over 1944 
last quarter figures indicated a mow 
ing loan demand for home buy! 
buildings and repairing, Mr. Theo) 
felt. 
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acuum Cleaner Manufacturers Sit 


or Official Picture at Cleveland Meeting 


” York fipHOTOGRAPHED FOR THE FIRST TIME IN SEVERAL YEARS, here is the official family of the Vacuum Cleaner Manufacturers’ 


od by U. Bassociation as the camera recorded their recent get-together in Cleveland. 


urers. Front row, left to right—Walter Dietz, Electrolux Corp., New York City; Phillip Geier, P. A. Geier Co., Cleveland; A. E. Kramer, 
ealth-Mor, Inc., Chicago; A. H. Zirke, P. A. Geier Co., Cleveland; Bret C. Neece, Landers, Frary & Clark, New Britain, Conn., 
president, VCMA; A. E. Atkinson, General Electric Co., Bridgeport, Conn.; Thomas F. Kelly, The Hoover Co., North Canton, Ohio. 
 eczoyqpresident, VCMA; A. E. Norris, Regina Corp., Rahway, N. J., VCMA vice-president; C. G. Frantz, Apex Electrical Mfg. Co., Cleveland, 


‘Dhio. 


CMA secretary-treasurer; A. L. Atkinson, General Electric Co., Bridgeport, Conn.; Thomas F. Kelly, The Hoover Co., North Canton, 


$4 billi Second row, left to right—Richard J. Simmons, Birtman Electric Co., Chicago, VCMA executive committee; Henry W. Burritt, 


ureka-Williams Corp., Detroit; R. E. Dobson, Westinghouse Electric Corp., Mansfield, Ohio; W. E. Slabaugh, Jr., Westinghouse, 


Predicts 500,000 
Electric Water Systems 


If adequate materials are available 
during the balance of 1946, the clec- 
tric farm pump and water system 
industry will produce 500,000 units, 
the goal set for the first post-war year, 
C. D. Leiter, chairman of the plan- 
ning committee, National Association 
of Domestic and Farm Pumping 
Equipment and Allied Products Manu- 
facturers, told the farm sales meet- 
ing of the Edison Electric Institute 
on April 2. 

Speaking at the Edgewater Beach 
Hotel, Chicago, Mr. Leiter, sales man- 
ager of the F. E. Myers and Brothers 
Co., said that the potential market fo- 
electric pump and water systems is 
between 6,500,000 and 7,000,000 units. 

“Within a comparatively short 
period,” he said, “rural electrification 
will have saturated the upper two- 
thirds of the farms in the United 
States, or substantially all but sub- 
sistence farms.” 

“That means that more than 4,500,- 
000 farms will have electricity. Since 
less than one-third of the present elec- 
trified farms have running water, 
there is an almost immediate potential 
for 3,500,000 farm water systems.” 
He added that there are 2,722,000 rural 
non-farm homes also without running 
water. 

1946 production, he said, should ful- 
fill its scheduled quota despite the fact 
that the industry has been held up by 
strikes and the shortage of motors, 
tanks and other components. 

In summarizing the activities of the 
planning committee he stated that the 
present major activity is dealer train- 
ing, to which end a 120-page dealer 
and student manual is now rolling 
off the presses. 


ns = ansfield; R. B. Wilson, General Electric Premier Division, Cleveland; W. W. Steele, Hoover; Mart Manley, Electrolux; J. H. Nuffer, 
ir-Way Electric Appliance Corp., Toledo, VCMA executive committee. 
” “BE Rear row, left to right—J. B. Buckley, GE Premier Div., Cleveland; George T. Stevens, Eureka-Williams, VCMA executive commit- 
4 SMBS: Howard Turner, Eureka-Williams; J. J. Downs, Clements Mfg. Co., Chicago; George H. Scott, Scott & Fetzer Co., Cleveland; 
larence Holl, Hoover; M. J. McLeod, Geier; A. C. Scott, Apex. 
rs? 
— - HERE'S HOW IT WAS—and Thomas F. Kelly, manager of the dealer relations divi- 
of ne sion of the Hoover Co., holds his co-workers in the Vacuum Cleaner Manufacturers’ 
_TAnUlsl Association spellbound with the latest news from Washington. The intent listeners are 
ms = George T. Stevens (center), vice-president of the Eureka-Williams Corp., and Mart 
Ba at Manley, vice-president of the Electrolux Corp. Mr. Kelly's exposition took place at the 
der frotl recent Cleveland meeting of the VCMA, for which he is head of the national affairs 
committee. 
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“IT SAYS HERE," points out Arthur H. Zirke, president of the P. A. Geier Co., 
Cleveland, and chairman of the Vacuum Cleaner Manufacturers’ Association public 
relations committee, as he proves a point to George H. Scott, president of Scott & 
Fetzer Co., Cleveland, while W. E. Slabaugh, Jr., manager of the vacuum cleaner 
Section of Westinghouse Electric Corp., the committee's third member, acts as 
moderator, 
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Sylvania Contest 
Winners Announced 


Cash prizes totaling $1100 were 
handed out late last month to the four 
top-ranking contestants in the second 
annual Sylvania Electric Products Co. 
commercial fluorescent fixture design 
contest, and 18 other prizes of $50 each 
were received by honorable mention 
winners. 

Robert H. Bishop, director of sales 
of the company, made a cash presenta- 
tion in the Skyway Suite at the Hotel 
Stevens, Chicago, to Clarence J. Berry 
of the Consolidated Gas, Electric Light 


and Power Co. of Baltimore, who won 
the first prize of $500 for an unusual 
fixture employing four long slim type 
lamps. Second prize winner E. M. 
Prims of the Public Service Co. of 
Northern Illinois received $300 and 
third and fourth prizes of $200 
and $100 went to Carter Lewis of the 
St. Louis Union Electric Co. of 
Missouri and H. Stuart Thomas of 
the Mississippi Power and Light Co. 
Greenville, respectively. 

Stuart Goodwillie, manager of cen- 
tral station sales for Sylvania pre- 
sented the four top winners with in- 
scribed plaques. 
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IT'S AN ELECTRONIC WORLD: Or so think these G-E executives who forecast a 
bright future for radio and television sales at a recent meeting in St. Paul: Left to 
right are: L. G. Mample, General Electric Supply Co. district manager at St. Paul; 
Arthur A. Brandt, G-E Electronics Dept. general sales manager; A. Toepel, GESCO 
district radio sales mgr., L. B. Seibert, GESCO district appliance sales mgr. 


Northern States Power Announces 
Comprehensive Dealer Help Program 


To Wire Ranges, Heaters 
Gratis; Free Servicing 


Free wiring on electric ranges and 
water heaters where the installation 
does not replace the company’s service 
for gas ranges and water heaters; free 
labor services on all operating parts 
on all approved ranges and water 
heaters for the first year; 
allowance on ranges, 
home treezers, dish 


udlvertising 
water heaters 
washers and 
clothes dryers; sales training classes 
tor appliance dealers and a _ new 
finance plan make the dealer 
motion program recently announced by 
Northern States Power Company of 


sales pro 


Minneapolis the most comprehensive 
program ever projected by its dealer 
relations department 


Installs Extra Wiring 


Under the plan, the company will 


provide the necessary additional wiring 


in single or 2-family dwellings tor ele 
tric ranges sold by participating deal 
ers if the purchaser agrees to use the 
range for two years at the installed 
address; subsequent installations will 
carry a cost of $10. Ranges must 


have three cooking services on the plat- 
form; automatic temperature control; 


a total connected load of not less than 


5 kilowatts; meet accepted standards 
of safety and quality and be wired for 
115/230 volts, 3 wire service. The 


company reserves the right to decline 


installations where cost is excessive 


Heaters Installed Free 


All electric water heaters sold by 
participating dealers and installed in 
new homes will be wired gratis by the 
company \ flat allowance of $7.50 


will be granted for plumbing, provided 
the equipment is installed in aecord- 
ance with company requirements. The 
minimum size must be 50-gal. capacity 
or greater with a ratio of 20 watts 
per gallon. 


Pay Ad Allowances 


To encourage advertising by dealers 
participating in the program, the com- 
pany will pay the following advertis- 
ing allowances: 


ranges $5: water 
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heaters, $5; home fretzers, $2; clothes 
dryers, $1.50 and dishwashers, $1.50. 
In addition, Northern States Power 
Company will run at least one appli- 
ance advertisement in each daily paper 
monthly. 

Under the new program, appliance 
dealers. will be asked to make the 
following contribution: 


(1) In towns of 5,000 or more, 
maintain a minimum merchandise dis- 
play consisting of three electric ranges, 
1 electric water heater, 3 electric re- 
frigerators, 1 home freezer, 2 washers, 
1 ironer, 1 clothes dryer and 1 dish- 
washer. 

(2) In towns of less than 5,000, 
maintain a minimum merchandising 
display of 2 electric ranges, 1 electric 
water heater, 2 electric refrigerators, 
1 home freezer, 1 washer and 1 ironer. 

(3) Submit monthly sales report to 
the dealer sales promotion department 
on the above listed appliances; supply 
needed replacement parts to the com- 
pany on all range and water heater 
service requirements during the guar 
antee period, and not install any elec 
tric ranges or water heaters for which 
the company is expected to make the 
installation, without proper authoriza 
tion 


Two New Canadian 
Firms Organized 


The Royal City Electric Ltd. has 
been incorporated at Victoria with 
$100,000 authorized capitalization. The 
firm will engage in the wholesale elec- 
trical business in New Westminster 
with registered offices at 540 Columbia 
St. 

The Montreal Trade & Import Co., 
Ltd., 94 Ontario St. East, Montreal, 
has re-entered the export and import 
business. The firm was recently reor- 
ganized and is seeking to represent 
American appliance manufacturers in 
Canada and the British Empire. Prin- 
cipal control is held by A. Brission of 
Mongeau, Robert, Ltd.; H. Bradley, 
of Andrew Baile, Ltd.; and Stephen J. 
3urke, manager of the new company. 


RCA Buys Navy Tube 
Plant for $4 Million 


The United States Navy was made 
$4,362,500 richer on April 23 by the 
Radio Corp. of America’s purchase of 
its huge electron and television tube 
manufacturing plant in Lancaster, Pa. 
Announcement of the purchase was 
made by Frank M. Folsom, executive 
vice-president of the RCA Victor di- 
vision of the company, who declared 
that an investment of an additional 
$2,000,000 would be made to expand 
and further modernize the facilities 
for the production of cathode ray tubes, 
already the largest in existence. 

The plant contains 396,000 square 
feet of floor space and stands on a 
tract of 99 acres. Number of present 
personnel is about 1,000. 


Future Plans 


In disclosing future plans, L. W. 
Teegarden, vice-president in charge of 
the tube department, stated that the 
plant will be devoted to the manufac- 
ture of the same general types of tubes 
for use in radio broadcasting and other 
forms of communications, in electronic 
power and control applications in 
commerce and industry, as well as in 
television. 

“We expect the market for kinescope 
picture tubes will eventually exceed 
our wartime production of all types of 
cathode ray tubes,” Mr. Teegarden 
said. “We anticipate a demand for 
large power tubes, both for high fre- 
quency heating in industry and for use 
in the communications field. .. ” 

RCA built and operated the plant for 
the Navy during the war. 


OPA Order Affects Electric 
Units, Screw Machine Items 


Manufacturers of fractional horse- 
power electric motors and of integral 
horsepower motors and generators may 
sell them on an adjustable pricing 
basis, according to an OPA order 
issued April 16. All motors, gener- 
ators, rotary convertors, rynamotors, 
AC and DC, are covered by the 
actions. One action covers motors 
smaller than one horsepower (1700- 
1750 r.p.m.) and the other covers those 
of one horsepower (1700-1750 r.p.m.) 
or larger. These motors and gener- 
ators may be sold at present ceiling 
prices through an agreement with the 
purchaser that he will pay the differ- 
ence between current ceiling prices and 
any higher prices that may be fixed 
later by OPA. 

Increase factors have been granted 
to manufacturers of screw machine 
products which are used in a wide 
variety of products, including house- 
hold appliances, in an OPA action 
which became effective on April 19. 
Screw machine products were given a 
13.6 percent increase over their March, 
1942, prices. At the same time, serv- 
ices performed on screw machine pro- 
ducts were granted a 10 percent in- 
crease over March, 1942, prices. 


New Radio Firm 
Launched in Nebraska 


Milan M. Kinsey and A. D. Kinsey 
have organized the Kinsey Radio Engi- 
neering Co., Inc., in Omaha, Neb., to 
manufacture and sell radios and other 
electronic equipment. The new corpo- 
ration is capitalized at $25,000. 
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Restofski Heads 
Better Light Bureau 


Harry Restofski, sales promotig, 
manager of West Penn Power Cop 
pany, Pittsburgh, Pa., has been electy 
chairman of the National Better Ligiy, 
Better Sight Bureau. Mr. Restofy; 
succeeds H. P. J. Steinmetz, yic. 
president, Public Service Electric , 
Gas Company, Newark, N. J., wy 
has been bureau chairman for the pay 
four years. 

He joined West Penn Power (;, 
in 1914 and has been with the cop. 


_ pany ever since. 


After several years in meter and sy}. 
station work, he became successiy: 
assistant to the vice-president ; 
charge of the Power Department, gep. 
eral safety director, assistant to th 
president, assistant general manager oj 
the company’s appliance merchandjs. 
ing subsidiary, training director ané 
personnel director. 

He assumed his present position oj 
sales promotion manager in 19% 
and is now responsible for the com. 
pany’s residential, commercial 
rural sales activities. 


Committee Activities 


Mr. Restofski has been active in 
electrical industry committees, serving 
for the past year as vice-chairman 
the Edison Electric Institute’s Com- 
mercial Division General Committe 
and chairman of its Residential Sec. 
tion. He has also been chairman 
the Better Light-Better Sight Bureau’: 
Home Lighting Education Committe 
since its organization in 1943. 

At present, Mr. Restofski is vice- 
president and a member of the board 
of directors of the Electric League o 
Western Pennsylvania, a director ¢ 
the Pittsburgh Section, Illuminating 
Engineering Society, and chairman of 
that organization's education commit- 
tee. 

Mr. Steinmetz, whom Mr. Restoisk 
succeeds, has been associated with 
Public Service Electric & Gas Com- 
pany for over 25 years, and is at 
present vice-president in charge oi 
sales. He is also a past chairman of 
the EEI Comercial Division Genera! 
Committee. 


| ewR 


Progra 


The ne 
n the tho 
radio and 
nas been 
zation th 
Inc. 2% 
Indianapc 
gugurate 


ice on Ju 
The I 
periodical 
Folders, | 
tures an 
The fold 
to 12 pag 
plications 
will cont 
and suit 
the resis 
detailed | 
company 
to users 
quent int 
receivers 
Cost for 
is set at 
Howat! 
has 
with the 
Indianap 
he has b 
opment 
parts div 


G-E 
Coin 


Now 
radio fc 
fourth 
Electric 
operatec 
hasn’t a 
of elimi 

The 
facture: 
specialt 
Electro 
Matic 
them in 
When 
8,000 he 
be built 
in 


The 


appear: 


ONE OF SIX: The prizes being offered 
in the current Wildroot radio contest in- 
clude six G-E radio-phonographs like the 
one here flanked by band leader Woody 
Herman and his vocalist, Lynne Stevens. 
The biggest winner of all gets a G-E self 
charging portable radio, the services of 
Mr. Herman and his excellent band re¢ 
for one evening, and $1,000 in cash 
Consolation prizes are Herman record 
albums like the one Miss Stevens is hold 
ing. 
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New Radio Service Data 
Program Starts June 15 


The need for radio servicing data 
on the thousands of products of the 212 
radio and phonograph manufacturers 
has been anticipated by a new organi- 
vation, the Howard W. Sams & Co., 
Inc, 2924 East Washington St. 
Indianapolis, which proposes to in- 
augurate its Radio Encyclopedia Serv- 
ice on June 15. 

The Encyclopedia will be issued 
periodically in the form of PhotoFact 
Folders, each folder covering, via pic- 
tures and text, one receiver model. 
The folders will vary in size from 4 
to 12 pages, depending upon the com- 
plications involved in the receiver and 
will contain identified lists of parts 
and suitable replacements as well as 
the resistance analyses. The Sams 
detailed engineering data and voltage 
company intends to send the folders 
to users in batches of 30 to 50 at fre- 
quent intervals and as rapidly as new 
receivers are placed on the market. 
Cost for a complete folio of 30 to 50 
is set at $1.50. 

Howard W. Sams, head of the firm, 
has been associated for many years 
with the P. R. Mallory & ‘Co., Inc., 
Indianapolis. For the past 15 years 
he has been connected with the devel- 
opment of the Mallory-Yaxley radio 
parts division of that company 


G-E Manufactures 
Coin Operated Radios 


Now hotel guests can listen to a 
radio for two hours for 25 cents, the 
fourth part of a dollar—but General 
Electric Co., which is making the coin 
operated radios for use in hotel rooms, 
hasn't announced any sure-shot method 
of eliminating the commercials 

The new radios are being manu- 
factured in Syracuse, N. Y., by the 
specialty division of the company’s 
Electronics Department for Radio- 
Matic of America, Inc., who will install 
them in hotels throughout the country. 
When peak production is reached, over 
8,000 hotel-room receivers a month will 
be built at the division’s Wolf St. plant 
in Syracuse. 
| The Radio-Matic sets are similar in 
appearance to late-model table radio 


receivers, the major difference con- 
sisting of a coin mechanism on the top 
of the set where the 25 cent nieces are 
inserted. 

Although the new radios don't elim- 
inate the commercials, the guest can 
still turn the radio off and on until he 
gets his full two hours’ worth of 
entertainment. 


Beer Distributors to 
Enter Home Heating Field 


Stockholders of the City Ice and 
Fuel Co., which already deals in beer, 
were told at a recent meeting in Cleve- 
land that the firm plans to enter the 
field of home heating through a new 
division company, Home-Maker’s 
Products, Inc. 

William J. Sinek, Chicago, who was 
re-elected president, said that the com- 
pany serves cities in Canada and 
Mexico and in 26 states in a territory 
extending from St. Albans, Vt., to 
Miami, Fla., and from Boston west to 
Phoenix, Ariz. The firm plans to pro- 
duce an annual one million barrels of 


beer, 


DISING 


Leisure Finds a Working Girl 


Picture story of the month 


THE BENEFITS OF TIME SAVED are well known to Miss Elizabeth Woody of Gen- 
eral Electric's Consumers Institute. Time saved through the proper use of electrical 
appliances, she knows, is invested time—producing leisure for such favorite activities 
as reading. But such was not the case for Miss Rita Kalinowski, 20 year-old Chicago 
girl who works all day in a factory and in the evenings helps with the family laundry. 
The added work; she found, sapped both her spare time and her spare energy, but, 
like thousands of other American gir's, she was determined to look her best, even 
if it meant extra hours over an ironing board. 


THEN THE DAY CAME when a friend lent her a portable ironer, a Horton. Start- 
ing cold, she learned how to run it in less than five minutes and discovered that she 
could do all the family flat work in one evening, and do it sitting down. 


RESULT—LEISURE: Now Rita knows the story of time saving in the same way 
that Elizabeth Woody knows it and she invests her time so that she can both iron her 
clothes and enjoy her leisure hours. 
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Wisconsin Farmers 
Up Energy Use 


The Wisconsin farmer’s expanding 
use of electricity was evidenced at the 
recent farm electrification short course 
at the University of Wisconsin. Of 
178,000 farms in Wisconsin more than 
134,000 are now electrified, with 30,000 
more farmers impatiently waiting for 
the power line to come down their 
roads. That electricity and electrical 
farm devices are necessities as well as 
luxuries was borne out by the experi- 
ences related by many farmers attend- 
ing the short course. J. S. Seep, of 
Cazenovia in Richland County, told 
how in 1937 he first used 500 kw. for 
lighting his farm home, later adding a 
radio, a pump motor for a pressure 
system, power for the milking 
machines, an electric brooder and a 
power clipper for 24 cows. In 1945 his 
consumption had been upped to 2,500 
kw.-hr. Now he is in the market for 
an electric range and water system for 
the farm. 


Consumption Increase 


Among farm power developments 
was a demonstration of an endless belt 
conveyor with wood paddles for clean- 
ing a dairy barn in 9 minutes—a push- 
button taking care of one of a dairy 
farm’s biggest problems. 

Tests have indicated that farmers 
can double their use of electricity and 
make it pay. The average power con- 
sumption on Wisconsin farms is now 
1,733 kw.-hr. a year. Some 3.800 
patrons of a private Milwaukee utility 
now average 4,100 kw.-hr. a year. 

While a super-electrical farm can be 
created with electric eyes, and auto- 
matic controls that would do just about 
everything on the farm, still it is con- 
ceded that some power devices do not 
now justify their cost, according to 
F. W. Duffee, chairman of the agri- 
cultural engineering department. He 
feels that unless a device pays and is 
practical it has no place in farming. 

That the impractical soon becomes 
practical on the farm is the feeling of 
J. G. Halpin, chief of the poultry de- 
partment at the university. He went 
on to say when he first tested the 
theory of using light in the poultry 
house to stretch the feeding and work- 
ing hours of hens at Michigan State 
College he was surprised to find the 
pullets were laying more eggs in the 
lighted poultry house in a week than 
those of comparable quality were in 
a month in the unlighted house. Cor- 
rect lighting, it was found, not only in- 
creases egg production but has a 
marked effect on health of hens and 
chicks, and special lights even improve 
the nutritional value of eggs. 


Utility Expansion 
to Cost $10,500,000 


The Georgia Power Co. has re- 
vealed through president W. E. Mit- 
chell that during 1946 it will expend 
over $10,500,000 in a construction pro- 
gram which will bring electric service 
to an additional 15,000 customers. 
Electric transmission and distribution 
facilities are to be increased and will 
include the erection of 650 miles of 
new rural lines to serve 3,300 farm 
customers. 

Past surveys have shown, according 
to the utility, that in rural districts 
where lines have been extended nearly 
all new homes served acquired refrig- 
erators, radios, electric irons, and other 
appliances, in that order. 
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A FULL-COLOR STUDY: Three Sparton district merchandisers met recently with 
members of the sales department of the Sparks-Withington Co., Jackson, Mich., to 
go over the new sales, advertising and sales promotion plans. Shown viewing proofs 
of forthcoming full-color ads are William J. Burkhardt, district merchandiser for 
Mass., Conn., and R. |.; N. H. Terwilliger, advertising and sales promotion manager; 
E. C. Bonia, sales manager; J. B. Wheeler, Jr., N. E. zone manager; Frank Anderson, 
district merchandiser for Maine, N. H. and Vermont and Clarke C. Wilmot, account 
executive of Brooks, Smith, French and Dorrance, Inc. 


GIBSON SERVICE SCHOOL: Factory and distributor sales and service representa- 
tives of the Gibson Refrigerator Co. pose for their pictures before the opening of 
the April service school held at the H. R. Basford Co., San Francisco. First row, left 
to right: Loyal S. Jones, Spokane Paper & Stationery Co.; W. H. Watson, Seattle 
Hardware Co.; V. C. Vissiere, Preston Cherry, and William Pocock, H. R. Basford 
Co. Second row: John H. Stone, J. T. Templeton, and Raymond Pyle, H. R. Basford 
Co.; D. H. Capelli, Graybar Electric Co.; Kent Weaver, Jr., and L. C. Meuter, Bas- 
ford. Third row: E. F. Edsall and F. E. Basler, Gibson; M. L. Jones, Jackson Distribut- 
ing Co.; Frank Johnesse, Electrical Distributing Inc.; Robert D. Harris, Basford; 
Thomas Tuckett, Jackson Distributing Co. Standing at rear: Ray Clark, school director. 


AN ALL-ELECTRIC KITCHEN which appears to contain all the material facilities 
of a housewife's dream of luxury living is part of the new kitchen center recently 
opened to the public by the Rochester Gas & Electric Corp., Rochester, N. Y. The 
center houses three different types of kitchens and a laundry, all designed for modern 


—_ The kitchens all utilize the “Rochester” ventilation plan to whisk away cooking 
odors. 
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OPA to Speed Radio 
Price Adjustments 


Radio production bottlenecks are 
due for a wholesale smashing if 
cooperative methods worked out re- 
cently between OPA officials and the 
RMA-OPA Liaison Committee are 
transformed into action. 

The cooperation of both the OPA 
and CPA with RMA and the radio 
industry was promised at a two-day 
intensive conference of government 
officials and industry leaders in Wash- 
ington late in April. 

Prompt action on price adjustments 
for set manufacturers, with the issu- 
ance of a formal order scheduled for 
early in May, was promised by OPA 
following a review of wage and mate- 
rial cost increases since the issuance 
of the basic set “increase factors” last 
November. OPA officials also stated 
that a long-delayed order raising tube 
prices, both to manufacturers and dis- 
tributors, is scheduled for early re- 
lease. 

OPA officials agreed to expedite 
their procedures for adjusting price 
ceilings, particularly on individual 
hardship petitions and on industry- 
wide applications for adjustments of 
ceilings to allow for wage rate and 
material cost increases as authorized 
by the President’s wage-price policy. 


To Check Distribution 


Representatives of CPA assured the 
RMA’ committee that reports of 
unequal distribution of basic materials 
in short supply will be investigated. 
Industrialists have complained that 
lumber, copper wire and steel sheets 
have been deliberately withheld and 
the opinion was frequently expressed 
during the two-day session that price 
differentials and the fact that sup- 
pliers are now operating in a seller’s 
market were responsible for discrimi- 
nations against radio parts manufac- 
turers. 

J. J. Nance, vice-president of Zenith 
Radio Corp. and chairman of the 
RMA-OPA Liaison Committee, con- 
ducted the conferences. 


Westinghouse Secures Use 
of Armstrong FM Patents 


The execution of a licensing agree- 
ment under which all frequency modu- 
lation patents held by Major Edwin 
H. Armstrong become available to 
Westinghouse Electric Corp. for use 
in FM receivers, has been announced 
by Harold B. Donley, manager of the 
home radio division. 

Under the agreement, effective at 
once, Armstrong patents will be incor- 
porated in the full Westinghouse FM 
line. 

Additional agreements covering 
Armstrong licensing for all receivers, 
railroad and special services transmit- 
ters and studio equipment manufac- 
tured by the company also were an- 
nounced by Walter Evans, Vice-presi- 
dent in charge of all radio activities. 
Commercial transmitters are not 
covered, since such licenses are issued 
only to station operators, not to manu- 
facturers. 


Clock Company 


Streamlines Name 


The corporate name of the Warren 
Telechron Co., manufacturer of elec- 
tric clocks and other timing devices, 


has been changed to Telechron, Inc. 
it was announced recently by [. W 
Kokins, president of the Ashlang 
Mass., concern. The purpose of the 
change, he said, was to relate the name 
Telechron more closely to the firm’; 
products. 


OPA Permits 5 to 17%, ‘ 
Rise on Spare Parts 


Effective April 30 the OPA graited 
increases ranging from 5 to 17 percent 
in the ceiling prices of repair and re- 
placement parts for re-priced stoves 
washers and ironers, vacuum cleaners 
and refrigerators. 

The action, resulting from surveys 
of the affected industries, applies on! 
to repair parts and not to the indj- 
vidual items which are used for pro- 
duction of the products. OPA said 
that the increases allowed for a revi- 
sion in prices of spare parts under 
the reconversion pricing principle and 
that revision was now being made t 
bring into line all the elements included 
in the price of the whole product. 

Manufacturers of the finished 
articles, who price their repair and 
replacement parts under the general 
maximum price regulation, may in- 
crease their prices on these articles re- 
gardless of whether they make the 
parts or purchase them for resale 
Manufacturers of parts who sell 
directly to distributors and wholesalers 
are also authorized to increase the 
price. Resellers are permitted to pass 
the increases along to their customers 
by applying the usual mark-up to ad- 
justed costs. 


February Stoker Sales Reach 
14,576 Units, a Slight Rise 


Factory sales of mechanical coal 
stokers for February of this year 
totaled 14,576 units of all sizes and 
types compared with 5,212 for the cor- 
responding period in 1945 and 14,253 
for the preceding month of January 
this year, according to a report just 
released by the United States Depart- 
ment of Commerce, Bureau of the 
Census, from. statistics supplied the 
government by manufacturers whose 
sales accounted for almost the entire 
production of stokers in America. 

This report shows that over six 
times as many coal stokers were sold 
for installation in residences and small 
flats and apartments as were sold in 
February, 1945, and over 300 times 
as many as in February, 1944. Total 
sales of stokers for January and 


February of this year were 28,829 
units of all sizes and types compared 
with 10,643 in the same months of 
1945 and 3,266 in 1944, 


Paragon Announces 
Low Price Policy 


The Paragon Utilities Corp., Brook- 
lyn, New York, manufacturer of metal 
kitchen cabinet sinks, has announced 
that it is seriously contemplating the 
establishment of a price policy which 
will result in lower prices than have 
previously prevailed. Reason, the com- 
pany states, is an anticipated volume 
production beyond the most optimistic 
expectations. 
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VALUE is not a matter of a 
single ingredient, but of all 
these: 


Correct functional design 


Quality materials 
Precision manufacture 
Efficient operation 


Beauty of line and finish 


This “winning combination” is 
present in each of the new Norge 
products—present to a degree 
that identifies them, individu- 
ally and collectively, as the 
“greatest values in the field!” 


Norge is the orjgthator of Rolla- 
tor refrigerajioh . . . outstandingly 
efficient 


* New heights of beauty—and con- 


venience—in these new gas ra 


a The new Norge Ro-ta-tor washer 
(in four models) is a 1946 triumph! 


x Good-looking, good-cooking— 
fully automatic electric ranges. 


x They hold their cold—chest-type 
home freezers. 


eater heater for the home... 
real eco and heat-ability. 


A BORG-WARNER INDUSTRY 
Norge is the trade-mark of Norge Division, Borg- 
Warner Corporation, Detroit 26, Michigan. In 
Canada: Addison Industries, Limited, Toronto, Ont. 
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Space heaters and furances equipped 
with "DL" Float Valves substantially 
broaden your heating market.— 


Because there are so many places 
where these heaters and furnaces can 
be sold, either as replacement units or 
for new construction. 


Hundreds of thousands of small homes 
building or built, stores, garages, gaso- 
line stations, offices, small churches, 
need modern heat. 


Ranges and water heaters often may 
be sold at the same time. 


"DL" Float Valves provide one of the 
important essentials to a good heater 
—years of satisfactory, trouble free 
comfort. They're simple, easy to serv- 
ice on the rare occasions when they 
need it. They compensate automati- 
cally for fuel viscosity variation due to 
temperature change. 


They're good valves—good products 
have them. 


| Detroit Lu BRICATOR Co MPANY Generel Offices: 5900 TRUMBULL AVENUE 


DETROIT’ 8, MICHIGAN 


Division of American Rapiator & Standard Sanitary corporation 


Canadian Representatives —— RAILWAY AND ENGINEERING SPECIALTIES LIMITED, MONTREAL, TORONTO, WINNIPEG 


“DL” Heating ond Refrigeration Controls 


Engine Safety Controls Sefety Float Valves and Berner 


Accessories - “Detroit” Expansion Voives end Refrigeration Accessories Stati y and ive Lubricaters 


Two Noma Subsidiaries 
Absorbed by Parent 


The assets and operation. oj , 
Ansonia Electrical Co. and the 4: 
Conditioners Sales Corp., form 
wholly owned subsidiaries of the Nop 
Electric Corp., have been absorty 
into the parent company, with oper, 
tions continuing as before but as diy. 
ions of Noma, according to a recenfi 
announcement by Henri Sadacca, pres. 
dent. 1 aytag 

William J. Weaver. former Ansop; 
president, and Albert C. Mullner, |. 
former Air Conditioners preside: fc 
have been elected Noma vice-pr 
dents and will be general managers in will 
their respective divisions. es 

Other new Noma officers whos 
duties will be with the Ansonia | 
vision are Alfred P. Lunt, assistay 
vice-president; E. B. Anschutz, assis: 
ant treasurer; William F. Kirchn- 
assistant secretary. Irwin Wolf ist 
an assistant vice-president of Nom 
and his duties will be with Air Co: 
tioners. 


Launderall Promotion 
Program Announced 


The first copy in F. L. Jacobs C 
recently announced initial advertisir 
program will appear in the Saturd 
Evening Post in June, according t 
recent company release. The adver. 
tising campaign will promote ¢ 
Launderall. a completely stv 
home laundry, in national newspaper: fithrough 
trade and consumer magazines \ hases 

Ten national consumer magazit 


nally st 


manage! 


will be used in the introductory cam-fito join ! 
paign in addition to trade publicafiftion, h 
tions and newspapers. Exclusive offresignec 
newspapers. the campaign calls fof} Three 
76,000,000 impressions of Launderalfmew r 


advertising copy. National magazine 
to be used include: Better Homes © 
Gardens, McCall’s, Women’s Home 
Parents Magazine, House Beauti' 
Bride’s Magazine, Guide for the Br 
Vogue, and Science Illustrated 

Double page spreads, also startin: 
in June, will appear in three trade | 
lications: Electrical Merchandis 
Retailing  Furnishinas, 
Electrical Dealer. 


Washer and Ironer Ass'n. 
Moves Headquarters 


The American Washer and Ir 
Manufacturers’ Association has 
nounced the removal of its headqua™ 
ters from 111 West Washington * 
Chicago. to larger quarters in t 
First National Bank Building. 


telephone number remains the sa! 
State 8115. Allyn H. Noelke is * 
association’s executive secretary. 


Commercial Laundries 
Have Boom Year 


That the nation’s commercia 
laundries did a record breaking 
$634 million business in 1945 

recently revealed by the Americar 
Institute of Laundering, in Joliet 
Ill. This represents a 4.6 percen 
increase over 1944. The industry 


turned out 21 billion pieces ay 
laundry. totaling 7 billion pound: 
in weight. 

Inti 


——m Mac 
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from the armed forces, will manage 
15 counties adjoining Whitten’s terri- 
tory on the East. Prior to entering 
the service he was the Newton, Ia., 
representative for the Prudential In- 
surance Co. 


the Ay 

forme 

e Non 

ibsorhe 

is d 

recen 
Ca, pres. i aytag Co. 
Ans Irwin A. Rose was recently elected 
ner jice-president in charge of manufac- 
\resider for the Maytag Co. For the 
ice-p yast four years he held a similar posi- 
hagers 


jon with Edison G-E, having origi- 


DeWitt Lovelace, member of the 


Crosley Corp. 


H. V. Deuker, Cincinnati works 
manager for the Crosley Corp., has 
announced the appointments of Paul 
J. Best as quality manager and T. J. 
Michel as production superintendent. 
Mr. Best has been a Crosley employee 
since 1924 while Mr. Michel joined the 
firm in 1933. 


Admiral Corp. 


New assistant advertising manager 
of the Admiral Corp. is Harry V. 
Croswell, whose appointment was re- 
cently announced by Seymour Mintz, 


Eurexa-Williams Corp. 


Thomas H. Wagner, assistant to the 
president of the Eureka-Williams 
Corp., has been appointed treasurer 
of the company, it was announced re- 
cently by H. W. Burritt, president. 
Mr. Wagner joined Eureka in 1940 as 
a statistician in the sales department. 
In March, 1944 he was named assistant 
to the president. Prior to joining 
Eureka he was associated with the 
National Bank of Detroit. 

James H. Connelly has been named 
New England regional manager and 
will be in charge of the firm’s sales 
office in Boston, it was revealed by 
George Wilkens, sales manager of the 


Saturd "IRWIN A. ROSE 


note thiinally started with that concern as a 


automatiftime study specialist and working up 
wspapersMithrough shop foreman, director of pur- 
Hchases and production and factory 


Nagazinefmanager to the post which he resigns 
v cam-fto join Maytag. In accepting this posi- 

publication, he succeeds A. H. Taylor, 

lusive offfresigned. 

calls Three Maytag sales territories have 

regional managers. William 


readquar WILLIAM WHITTEN 


he sa 
ke is t 
tar 
fries — 
ir 
mercia 
yreaking 
merican 
1 Joliet M. HOLDSWORTH 
percen 
industry 
eces of Whitten, a company employee for 21 
nound has been promoted from parts 


ales manager to manager for seven 
ounties north of Pittsburgh, Pa. 
Mac Holdsworth, recently released 


DEWITT LOVELACE 


Maytag organization for 20 years, has 
been named regional manager ior a 
territory in southern Minnesota em- 
bracing 21 counties. He began his 
career in the service department of the 
factory. In 1930 he began to special- 
ize in service, eventually becoming 
service and office manager of the 
Minneapolis branch. Twenty-six 
months in the Navy interrupted his 
civilian career. 


Curtis Lighting, Inc. 


Melvin C. Wilt, formerly executive 
vice-president and general manager of 
Curtis Lighting, Inc., was elected 


M. C. WILT 


president of the company at a recent 
meeting of the -board of directors. 
Darwin Curtis, former president, be- 
comes chairman of the board and Ken- 
neth Curtis becomes chairman of the 
advisory committee. Mr. Wi't's elec- 
tion marks the first time that any 
non-member of the Curtis family has 
held the position of president. He 
started with Curtis in 1928 as a sales 
representative. He later woiked for 
the firm in Canada and returned to 
the U.S.A. as vice-president and gen- 
eral manager in 1940. During the 
war he served as a lieutenant com- 
mander in the Navy. 
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H. V. CROSWELL 


director of advertising and publicity. 
Mr. Croswell was formerly employed 
by Osborn, Scolaro Meeker & Co. in 
a sales promotion and_ research 
capacity. Prior to that he was con- 
nected with the Chicago Daily News 
in a merchandising, market research 
and selling capacity. 


Lear, Inc. 


The post of advertising and public 
relations director for Lear, Inc., has 
been filled by the appointment of Jean 
H. Dubuque as recently announced by 
president William P. Lear. Mr. 
Dubuque was formerly with Beach 


J. H. DUBUQUE 


Aircrait Corp as assistant to the sales 
manager. Prior to that he was a licu- 
tenant colonel in the AAF. At one 
time he was with the WPB as special 
assistant to the director. 


Motor Products Corp. 


F. F. Duggan, general sales man- 
ager, Deepfreeze Division, Motor 
Products Corp., has announced the 
appointment of J. H. George as district 
sales manager in the Philadelphia dis- 
trict. Mr. George was formerly with 
Westinghouse in the sales department. 


T. H. WAGNER 


eastern division. Mr. Connolly has 
been with Eureka for several years, 
serving as service, district and branch 
manager. 

Harry S. Hoag is now an Oil-O- 
Matic representative for Connecticut 
and Rhode Island, according to W. A, 
Matheson, vice-president in charge of 
the Williams Oil-O-Matic division. 
During the war Mr. Hoag was with 


J. H. CONNOLLY 


the Pennsylvania Woven Wire Co. 
He has been a retail salesman for 
Petro-Nokoland branch manager for 
Timken, having been branch manager 
for Gilbert & Barker for ten years. 
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NEW POSITIONS 


Electronic Corp. of America 


The directors of the Electronic 
Corp of America have elected Samuel 
J. Novick chairman of the board and 
Garrard Mountjoy president. Mr. 
Mountjoy, former vice-president, was 
in charge of engineering of the com- 
pany. Previously he was in charge 
of engineering for Lear, Inc., and 
Sparks-Withington Co. He is also 
a former chief of the license consult- 
ing séction of the RCA license labora- 
tories and holds more than 30 foreign 
and domestic patents in the electronics 
field. Mr. Novick, former president 
of the concern, said that he intends 
to devote the major portion of his 
time to the company’s business. 


S. J. NOVICK 


GARRARD MOUNTJOY 


David Guerstein has been appointed 
assistant to the vice-president of the 
ECA International Corp., a division 
of Electronic Corp. of America. Mr. 
Guerstein, former industrial specialist 
for the radio procurement division of 
the AAF, will aid in the sales and 


promotion of the company’s export 
lines. 
Pacific Power & Light Co. 

The Pacific Power & Light Co., 


serving districts in central Oregon and 
Washington, has recently made a num- 
ber of appointments to its district sales 
supervisor staff. Albert Pollock, 
former appliance service man, is the 
new sales supervisor at Hood River. 
Robert Hart heads the same program 


in Pendleton. In Sunnyside, Robert 
Seatty, formerly local manager at 
Hermiston, and more recently on the 
company’s sales staff at Walla Walla, 


takes charge. 
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Sylvania Electric Products, Inc. 


Robert H. Bishop has been named 
director of sales for all divisions and 
subsidiaries of Sylvania Electric 
Products, Inc., according to a recent 
announcement by Don G. Mitchell, 
executive vice-president. Mr. Bishop, 
who joined the firm in 1936, will be 
responsible for the coordination of 
selling policy in all divisions of the 
company as well as for Colonial Radio 
Corp. and Wabash Corp. 

James R. Duffy has been named to 
the public relations staff of Sylvania 
Electric Products, Inc., according to 
an announcement by Paul S. Ellison, 
director of public relations. Mr. Duffy 
served as manager of employee activi- 


R. H. BISHOP 


J. R. DUFFY 


ties during the war and was formerly 
assistant advertising manager of the 
lighting division. He has been with 
the firm since 1923. 


Emerson Radio and Phonograph 


Corp. 


Charles O'N. Weisser, western divi- 
sional sales manager, has been ap- 
pointed sales promotion manager of 
Emerson Radio and Phonograph 
Corp., according to a recent announce- 
ment by Phil Gillig, vice-president in 
charge of the home products division. 

Mr. Weisser’s experience in the 
radio and phonograph fields has been 
both long and specialized. In 1926 he 
joined Atwater Kent as western divi- 
sional manager and served in that 
capacity for ten years. Except for 
two years in the Army he has covered 
the West Coast for Emerson since 


1936. 


Conlon Corp. 


Fred M. Fries and Walter L. 
Zeedyk have been appointed research 
and development engineer and service 
manager, respectively, of the Conlon 
Corp., Chicago, according to a recent 
announcement by I. N. Merritt, vice- 
president and general manager. Mr. 
Fries was formerly plant engineer of 
the Allied Chemical and Dye Corp., 
engineer of the Binks Manufacturing 
Co., and a designer for the Goss 
Printing Press Co., all of Chicago. 
Mr. Zeedyk joins Conlon after Navy 
service which was preceded by several 
years with Edison General Electric. 


Ebco Manufacturing Co. 


Lee Love, general sales manager of 
the Ebco Manufacturing Co., Colum- 
bus, Ohio, has announced the appoint- 
ment of two district managers for the 
Oasis Cooler Division. John P. Rain- 
bault will supervise sales in the Pacific 
coast states from headquarters at 1355 
Market St., San Francisco. Prior to 
his association with Ebco he was man- 
ager of the air conditioning and com- 
mercial refrigeration department of 
the General Electric Co. 

Ronald D. Gray will have head- 
quarters at Jacksonville Beach, Fla., 
to supervise sales in Florida, Georgia, 
Mississippi, Tennessee, North and 
South Carolina. Mr. Gray is a for- 


J. P. RAINBAULT 


taer Westinghouse employee. 

Mr. Love has announced the ap- 
pointment of Robert L. Coon as dis- 
trict manager for the Oasis cooler 
division in Denver, Colorado, covering 
the Rocky Mountain states. 

W. L. Winchester has been ap- 
pointed assistant sales manager by 
A. R. Benua, Ebco’s general manager. 
He will assist Mr. Love in both the 
Oasis and Kelvinator divisions. He 
will also have charge of national ad- 
vertising, sales promotion and the sales 
training program. 


Duo-Therm Division, 
Motor Wheel Corp. 


A former account executive of the 
Jaqua Co. advertising agency, Donajq 
H. Anderson, has been appointe:! assis. 
tant advertising manager of the Duo. 
Therm Division of the Motor Whee 
Corp., Lansing, Mich. Mr. Ander. 
son has also served as assistant to 


D. H. ANDERSON 


George D. Wells, Jr., advertising and 
publicity director of the Dow Chemica! 
Co., and as associate editor of Dox 
Diamond and editor of The Brinewe! 
Dow house organs. In his new 
capacity he will assist Karl Egeler 
advertising and sales promotion man- 
ager, in promoting the line of oil heat- 
ing appliances which the company 
makes. 


Reeves-Ely Laboratories, Inc. 


Morell Mackenzie, a vice-president 
of Claude Neon Lights, Inc., which 
recently bought Reeves-Ely Labora- 
tories, Inc., has been elected president 
of the latter concern. Other officer 
changes include the appointments of 
Randal Young, vice-president and as- 
sistant treasurer; Edwin L. Wayman 
Tr., vice-president; Alfred C. Pratt 
secretary ; and Dorothy A. Reilly, as- 
sistant secretary. Lowell M. Birrell 
has been chosen chairman of the board 
He is president of Claude Neon Lights 
Inc. 


Radio Corp. of America 
Lt. Col. John F. Rider, radio eng 


neer and writer, has been retained by 
the RCA Victor Division of the Radi 
Corp. of America as a consultant on 
test equipment, it was announced by 
Meade Brunet, vice-president in charge 
of engineering products activities. Co! 
Rider will work in cooperation wit! 
the test and measuring equipment sec: 
tion, 


Recent Ebco Appointees 


RONALD D. GRAY 


ROBERT L. COON 


W. L. WINCHESTER 
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F, L. Jacobs Co. 


A successor to O. D. Bleakley, for- 
mer national service manager of the 
appliance division of the F. L. Jacobs 
Co. who resigned because of illness in 
his family, has been found in H. Doug- 
las Stoleenburg, former general pro- 
duction manager of the E. W. Bliss 
Co. Brooklyn punch press manufac- 
turers. Prior to association with 


H. D. STOLCENBURG 


Bliss, Mr. Stolcenburg was assistant 
service sales manager for the products 
division of the Bendix Aviation Corp. 
For 17 years he was employed by Gen- 
eral Motors. 


Hazeltine Corp. 


John D. Grayson has been elected 
treasurer of the Hazeltine Corp., New 
York. He will continue to serve as 
treasurer of that company’s subsidiary, 
the Hazeltine Electronics Corp., a 
post which he has held since 1941. 


Bendix Aviation Corp. 


L. C. Truesdell, general sales n.an- 
ager of the radio division of Bendix 
Aviation Corp., has announced the 
promotion of Paul J. Reed to the posi- 
tion of assistant to the general: sales 
manager. Mr. Reed has served as 
assistant advertising and sales promo- 
tion manager for the past year and 
has been with Bendix since the incep- 
tion of the post-war program of the 
radio division. 

Joseph L. J. O’Connor has been 
named by radio and television advertis- 
ing manager Earl J. Hadley as sales 
promotion manager. Mr. O’Connor 
joins Bendix from Zenith. 

New products manager in charge of 
electrical detail in radio, FM, and 
television, as appointed by Mr. Trues- 
dell, is M. B. Lamont, former com- 
munications consultant to the War De- 
partment and more recently affiliated 
with Philco. 


PAUL J. REED 


J. L. J, O'CONNOR 


Raytheon Manufacturing Co. 


E. Ralph Haines, assistant manager 
of distributor sales for the Raytheon 
Manufacturing Co., has resigned his 
position and will soon announce his 
future plans. He joined Raytheon in 
1935 as middle western representative. 
He started in the radio parts indus- 
try in 1920 with the National Carbon 
Co. During the war he handled con- 
tact bids, contracts, and negotiations 
for the Army and Navy. No suc- 
cessor has been announced. 


Belden Manufacturing Co. 


Edgar Stanton was recently named 
service and advertising manager of 
the industrial division at the Belden 
Manufacturing Co., it has been an- 
nounced by H. W. Clough, vice-presi- 
dent of the Chicago wire and cable 
producing firm. Mr. Stanton formerly 
represented the company in the mid- 
west, covering the states of Missis- 
sippi, Nebraska and Missouri. He 
was discharged from the Navy as a 
lieutenant in October, 1945. 

Mr. Clough has also announced the 
graduation of three more men from 
the merchandise division’s sales trainee 
program. They are: Warren Stuart, 
who has been assigned to California; 
Kerby Garrett, who will handle sales 


EDGAR STANTON 


in Texas and Oklahoma; and John 
McEwen, who will represent the firm 
in New York and New England. 
Harold Hofman, former Kansas City 
representative, has been transferred 
to the Pacific coast and Robert D. 
Shawl has returned to call on jobbers 
in Louisiana, Mississippi, Arkansas, 
and Tennessee. 

William Todd, recently discharged 
from the Navy with the rank of full 
lieutenant, has been appointed adver- 
tising manager of the merchandising 
division. 


New Bendix Executives 


M. B. LAMONT 
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Stromberg-Carlson Co. 


T. R. Mathews of Des Moines, Iowa, 
has been appointed a district merchan- 
diser for the Stromberg-Carlson Co., 
Clifford J. Hunt, manager of radio 
sales, announced recently. He was a 
former sales engineer with the Hobart 
Manufacturing Co. of Troy, Ohio. 

James W. Shackleford has been 
appointed district merchandiser in the 
southeastern states for the Stromberg- 
Carlson Co. and has already taken up 
his duties there, according to Clifford 
J. Hunt, sales manager, radio divi- 
sion. Mr. Shackleford was recently 
discharged from the Army. Prior to 
service he was for eight years man- 
ager of the electrical department of the 
Baird Hardware Co., Gainesville. 

N. W. Baldwin has been named 
Rochester telephone sales manager, 
Arthur F. Gibson, the concern’s assis- 
tant general sales manager, announced 
recently. Mr. Baldwin will have 
direct supervision of telephone sales- 
men, sales engineers, and other per- 
sonnel in the territory which embraces 


Union Electric Co. of Missouri 


Charles E. Michel, vice-president in 
charge of sales of Union Electric Co., 
has assumed duties relative to the 
executive management of the company. 
Merrill E. Skinner, who recently re- 
signed as vice-president of the Buffalo 
Niagara and Eastern Power Corp., 
has become director of sales in Mr. 
Michel’s place. 

Mr. Michel was originally em- 
ployed in 1907 as manager of the com- 
pany’s automobile department, becom- 
ing sales manager in 1918 and vice- 
president of sales in 1935. In 1933 
he won the James H. McGraw Award 
for his creative leadership in coordi- 
nating the development of the electric 
market in St. Louis. 

Mr. Skinner, an engineer, was em- 
ployed by Westinghouse from 1915 to 
1922 and from there went to the 
Duquesne Light Co., Pittsburgh, as as- 
sistant to the vice-president and gen- 
eral manager, later becoming com- 
mercial manager. He was affiliated 
with the Niagara Hudson System com- 


J. W. SHACKLEFORD 


everything east of the Mississippi ex- 
cept Illinois, Indiana and Michigan. 
He served 25 years as vice-president 
and general manager of the Canadian 
branch of the company in Toronto. 


Rheem Manufacturing Co. 


Andrew E. Curry has been ap- 
pointed district manager of Rheem 
Manufacturing Co’s. eastern heating 
equipment division with headquarters 
in New York City. Prior to joining 
Rheem he was with American Radia- 
tor Co. for 18 years. 

John R. Halpin has been named 
appliance sales representative in upper 
New York state, according to an an- 
nouncement by Frank J. Nugent, gen- 
eral manager of the appliance sales 
division. A recent Army dischargee, 
Mr. Halpin had previously been asso- 
ciated with American Radiator for 
nine years. 


M. E. SKINNER 


panies from 1927 to 1936, at which 
time he was made vice-presidert of 
the Buffalo Niagara and Eastern 
Power Corp. 


Galvin Manufacturing Corp. 


The new Motorola service and parts 
department of the Galvin Manufac- 
turing Corp. is under the management 
of Tim Alexander. He entered the 
radio business in 1925 with Zenith 
and in 1937 joined Motorola as home 
set service manager, becoming assis- 
tant to Walter Stellner, vice-presi- 
dent, in 1940, 

Howard Handberg is again back in 
the sales division of the Galvin Manu- 
facturing Corp., makers of Motorola 
radios. During the war he was 
employed in the production department 
but was recently released to his old 
territory of Wisconsin, Minnesota, 
Nebraska, Iowa, Illinois, and the 
Dakotas. 
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NEW POSITIONS 


Aireon Manufacturing Corp. 


Research and experimental labora- 
tories have been set-up in Pasadena 
and Los Gatos, Calif., with Jack 
Strauss, newly appointed western rep- 


resentative of the Aireon Manufac- 
turing Corp., Randolph C 
Walker, Aireon president, said that 
Mr. Strauss would have offices at 1027 


N. Highland Ave., Los Angeles 


in char ge. 


Bendix Home Appliances, Inc. 


The appointment of Alden C. Olan- 
der as retail merchandising manager 
of Bendix Home Appliances, Inc., was 
announced last month by W. F. Lin- 
ville, general sales manager. He suc- 
ceeds N. D. Craighead, recently pro- 
moted to assistant sales manager. Mr 
Olander was formerly sales manager 
of the South Bend Lathe Works. He 
began his business career with Stude- 


baker 


A. C. OLANDER 


As a preliminary to the introduc- 
tion of Bendix washers into Canada 
this fall, H. K. Lyons, export manager, 
announced recently the appointment of 
Winston V. Howarth of Brantford, 
Ont., as sales and distribution manager 
for Canada. For ten years prior to 
the war Mr. Howarth was employed 
by the Hurley Printing Co. in his 


home city. First of his assignments 


will be to select four Canadian dis- 
tributors 
Jack M. Fenton has joined the 


executive sales staff of Bendix Home 
Appliances, Inc., as manager of the 


J. M. FENTON 


department store division, according to 
W. F. Linville, general sales manager. 
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Mr. Fenton formerly managed depart- 
ment store sales for Westinghouse 
Electric Supply Co., San Francisco. 
Earlier he was head of the laundry 
equipment department of the Sunset 
Electric Co., Seattle, and was a sales 
counsellor for the George Belsey Co., 
G-E distributors. 


Westinghouse Electric Supply Co. 


The appointment of William B, 
Meek as assistant general manager 
of Westinghouse Electric Supply Co., 
with Robert P. Smith as his successor 
in the managership of the company’s 
midwest district, has been announced 
by David M. Salsbury, vice-president 
and general manager. Mr. Meek has 
been associated with Westinghouse 
since 1933, serving in various sales 
capacities and as head of the New 
Orleans branch and as vice-president 
of the Monroe Hardware Co., a West- 
inghouse subsidiary. Mr. Smith was 
formerly Florida division manager, dis- 
trict apparatus and supply sales man- 
ager, and general farm sales manager. 

New manager of the east central 
district is Douglass B. Williams who 
succeeds W. I. Bickford, retiring. Mr. 
Williams moves up from the assistant 
managership of the same district. 

Ralph E. Lovdal has been named to 
manage the northern district with 
headquarters in Milwaukee, succeeding 
Roy L. Brown, transferred to New 
York City. Mr. Lovdal, former sup- 
ply manager for Milwaukee, is vice- 
president of the Electrical League of 
Milwaukee. 

A new district in the central part 
of New York state has been formed by 
Westinghouse Electric Supply Co. 
with H. B. Tompkins as manager. 
The new district will include Albany, 
Hamilton, Syracuse, Utica, and Water- 
town. Mr. Tompkins was formerly 
manager of the eastern district. He 
joined WESCO in 1936. Appliance 
manager for the new district is E. B. 
Stearns. 

Roy L. Brown has been named man- 
ager of WESCO’s eastern district, 
with headquarters in New York City. 
He was formerly manager of the 
northern district. 

Earl E. Morton's appointment as 
northwestern district appliance man- 
ager for Westinghouse Electric Supply 
has been announced by district man- 
ager Henry Czech. At the same time, 
the appointment of Ray B. Mowe to 
manage the Fort Wayne, Ind., branch 
was also announced. Mr. Morton, 
former manager of the Fort Wayne 
branch, came to WESCO in 1934. 
He succeeds J. L. Johnson. 


Maguire Industries, Inc. 


Albert E. Brodigan has been named 
manager of the newly organized ex- 
port-import department of Maguire 
Industries, Inc., according to an an- 
nouncement by Russell Maguire, presi- 
dent. 

Mr. Brodigan will direct the export 
of the firm’s radio receivers, radio- 
phonographs, and other products from 
the company headquarters at 500 
Fifth Ave., N. Y. Prior to joining 
Maguire he was for five years vice- 
president and export manager of the 
Westex Co. At one time he headed his 
own company in Mexico City. 


Manning, Bowman & Co. 


Jordan L. Mott is the new sales 
manager of Manning, Bowman & Co., 


according to a recent announcement by 
P. G. Hartnett, general manager. Mr. 
Mott was recently released to inactive 
duty as a lieutenant commander in 
the U. S. Naval Reserve. His head- 
quarters are at the factory office in 
Meriden, Conn. 


Quillen Refrigerator Co. 


Stanley C. Bell, general manager of 
Quillen Brothers Refrigerator Co., 
1639 Lafayette Rd., Indianapolis, Ind., 
has announced two executive appoint- 


W. H. DURHAM 


ments within the organization. Wil- 
liam H. Durham is the new regional 
sales director for the West South 
Central territory with headquarters in 
Dallas. 


RICHARD E. SMITH 


Richard E. Smith has been named 
production manager for the Home- 
Freez manufacturer. He was formerly 
employed by Curtiss-Wright as super- 
intendent of the company’s machine 
division. 
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Westinghouse Electric Corp. 


New service manager of the Wes. 
inghouse home radio division is W, 1 
McKnew, a veteran of more than } 
years in the home radio and soyp 
movie fields. Mr. McKnew, recent! 
a Navy lieutenant commander, wa 
previously associated with Wester, 
Electric and General Electric. In }j 
new capacity he will head nationwiq 
service facilities from headquarters :; 
Sunbury, Pa. 


Easy Washing Machine 
Co., Ltd. 


The appointment of Stan. J. Randa 
as general sales manager of the Eas 
Washing Machine Co., Ltd., Toront 
Canada, was announced recently | 
F. C. Dynes, president. Mr. Randa 
has been connected with the compan 


S. J. RANDALL 


in a sales capacity for the past 18 
years and is well-known to the ele 
trical appliance industry throughou 
Ci anda. 


General Electric Co. 


The appointment of three managers 
of appliance sales for the General Elec- 
tric Co. has been announced by C. R 
Pritchard, general sales manager oi 
the appliance and merchandise depart- 
ment. 

Glen H. Harker, former heating de- 
vice and clock specialist in San Fran- 
cisco, has been named appliance sales 
manager in Los Angeles. 

Fred K. Hagar, who is taking over 
a similar job in Salt Lake City, was 
formerly with the G-E Supply Corp 
in Omaha. 

Fay W. Wheeler, now appliance 
sales manager in Nashville, Tenn., is 
a former heating device and clock 
specialist in the Atlanta, Tampa, and 
Dallas offices of the company. 

In the range and water heater divi- 
sion of the company an announcement 
has been made by manager J. R. Poteat 
that E. J. McFadden, recently an Army 
captain, is now sales manager for G-E 
water heaters. Mr. McFadden allied 
himself with G-E in 1939, later becom- 
ing supervisor of range and water 
heater sales promotion. 

Warren H. Stover, formerly district 
representative of General Electric’s 
air conditioning department in Port- 
land, Ore., has been made district 
manager of the northwest sales dis- 
trict. His appointment is part of G-E’s 
policy of dividing the country into ten 
sales districts. 

Mrs. Florence McDonough has been 
appointed a staff member of the G-E 
Consumers Institute, according to an 
announcement by Miss _ Elizabeth 
Woody, director. She will be in 
charge of work on experimental foods. 
She formerly worked for the Iowa- 
Nebraska Power & Light Co. and 
Lever Brothers. 
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DEPARTMENT STORES 


an 
soun 
cent] 
\ ester, 
pNvden's Plans 
ers » Expansion 

Nyden’s department store, Bridge- 
hort, Conn., has revealed plans for 
the construction of a two-story addi- 
jon to present quarters in order to 

Byrovide for additional lines of home 
Randal! appliances and men’s clothes. The new 
e Easy Baddition, to cost $80,000, will include 
‘oronto, 5,000 square feet of floor space. Exca- 
itly | ation work has already been started. 
Randa 
BO'Connor's Reopens 

Appliance Department 

The O’Connor and Moffatt Co., San 
Francisco department store recently 
acquired by Macy’s, has reopened the 
appliance department with J. C. Kresse 
as manager. Plans for an enlarged 

appliance department are being made 
in conjunction with a store addition 
program. 
Powell Named Appliance 
Head at Thurman & Boone 

Don E. Powell has been appointed 
manager of the wholesale and retail 
appliance department of Thurman & 
Boone’s, Roanoke, Virginia. 

age Charlotte Store Inaugurates | 
sughout | New Radio, Appliance Dep't. 

The new fourth floor radio and ap- 
pliance department of Efird’s Depart- 
ment Store, Charlotte, N. C., was 
pened recently with an announce- 

anagers B ment of immediate availability of ra- 
il Elec- dios, phonographs, and some appli- 
y C. R Bances. “The friendly store in a friendly 
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1 foods. Hit is not yet ready to be placed on the 
Towa: Fimarket. Shown with Mr. Sharp are Mrs. 
“0. and HRobert Wardle, F. B. Williams of G-E, 


and Robert Wardle, Georgia Power Co. 
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Labiche's to Open 
Appliance Store 


Four adjoining stores have been 
combined by Labiche’s, New Orleans 
clothing firm, to make one appliance 
store. Cost of modernizing the ac- 
quired facilities has been estimated by 
the firm at over $50,000. The new 
department will be managed by Theo- 
dore Eckert. 


“Hard to Get" Appliances 
Advertised by Schuster's 


Schuster’s three department stores 
in Milwaukee saved up their inven- 
tories until they had enough items to 
make a splash, then advertised “four- 
teen hard-to-find electrical appliances, 
here and ready for delivery.” 

The appliances included an auto- 
matic iron, for $8.40; an infra-red heat 
lamp, $6.95; a two-burner hot plate, 
$4.23 ; an electric heater, $5.95; a four- 
slice tcaster, $3.65; an ultra-violet ray 
sun lamp, $29.95; an electric manicure 
outfit, $29.75; an electric fan, 8-inch, 
$3.95; an electric vaporizer, $3.95; a 
one-burner hot plate, $1.29; an electric 
toaster, $2; an electric broiler, $3.95; 
and an Arvin electric heater, $8.50. 
Mail and phone orders were accepted. 


McKee Radio Manager 
at Bamberger & Co. 


Greg McKee, former assistant buyer 
of stationery at Bamberger & Co., 
Newark, N. J., has been named man- 
ager of the radio and record depart- 
ment to replace Don Collins, who 
resigned to join the staff of the 
Harmony Shoppe, Milburn, N. J., as 
general manager. 


Two Buyers Named 
at Washington Store 


Arthur Hyman has been appointed 
buyer of heavy home furnishings, re- 
frigerators and ranges at the Hecht 
Co., Washington, D. C. Max Fisch- 
man has been named buyer of radios, 
washing machines, sewing machines, 
air conditioners, and vacuum cleaners. 
Announcement of the changes was 
made by vice-president Charles B. 
Dulcan, Jr. 


Clark Returns 
to Stix, Baer 


William Clark, recently released 
from the Army, has returned to Stix, 
Baer and Fuller, St. Louis depart- 
ment store, as assistant buyer of ap- 
pliances. 


Baltimore Hecht's 
Shifts S. F. Kahn 


Samuel F. Kahn, until recently 
buyer of small home furnishings for 
the Hecht Brothers Baltimore store, 
has been shifted to buyer of major 
appliances. Albert Hartman, formerly 
assistant buyer of home furnishings 
for Strawbridge & Clothier, Philadel- 
phia, has joined the store as buyer 
of heaters, ranges, and small home 
furnishings. 
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Brown Quits Kirby, 
Joins Syndicate 


_ James S. Brown has resigned his po- 

sition as housewares and appliance 
buyer for Kirby, Block & Co. to join 
Independent Retailers Syndicate, Inc., 
where he will be in charge of major 
appliances, housewares, lamps, kitchen 
furniture, toys, glass, and china. He 
was appliance buyer at Kirby for three 
years. 


McLane Appliance 
Buyer at Miller's 


Abe McLane, former sales manager 
of Miller’s Furniture Store, Sunbury, 
Pa., has joined Jacob Miller, Inc., 
Harrisburg, Pa., as buyer of all major 
and minor appliances. 


Altman Names Kumm 
Assistant Buyer 


B. Altman & Co., New York, has 
appointed Benjamin Kumm, a furni- 
ture department employee, as assistant 
buyer of major appliances under Ed 
Strasser. Mr. Kumm was, prior to his 
Altman confétted with 
Macy’s receiving department. 


association, 


Friendly Store Opens 
Appliance Department 


The Friendly Store, home furnish- 
ings concern in Norristown, Pa., has 
opened an electrical appliance depart- 
ment which occupies a whole section 
of the store, according to an announce- 
ment by manager M. Liebman. 


BANNON'S BANNER DAY: It cost Bannon's Department Store, St. Paul, Minn., 
$60,000 to build the two-story Bannon's Appliance Centre, part of which is seen in 


the picture, which was opened by Governor Thye of Minnesota in April. 


Grand 


opening of the store was something of a gala event. A fifteen minute radio program 
from the sidewalk preceded the governor's speech and cutting of the tape and 
hundreds of the curious and hopeful thronged the building. Sixty-year old Bannon's 
is keeping up to date with model kitchens and laundries, home economists, and 
Westinghouse, Arvin, Apex, Toastmaster, Easy, and other electrical products. The 
overhead mirror shown in this photograph makes it possible for customers to see the 


appliances behind them. 


Bamberger Opens 
Appliance Store 


L. Bamberger & Co. has opened a 
suburban appliance store in East 
Orange, N. J., which features both 
major and minor appliances and in- 
cludes a demonstration kitchen and 
laundry. Charles Stouffer, former sales 
supervisor in the Newark commercial 
office of the Public Service Electric & 
Gas Co., has been appointed manager. 
The appliance center contains 5,000 


square feet of floor space and is an, 


auxiliary of the appliance and radio 
departments of the main store. 


Baldwin's Builds 
Rocky Mt. Store 


Details of a new department store to 
be opened this summer in Rocky Mt., 
North Carolina, were announced re- 
cently by the Baldwin organization 
which operates stores in North Caro- 
lina and Virginia. Called the M. G. 
Baldwin store, it will be managed by 
Monroe G. Baldwin. Complete reno- 
vation began in March on the building 
formerly occupied by Standard Drug 
Co. The basement will include radios 
and electrical appliances. 


Three Year Expansion 
Plan Made by Moore's 


Moore’s Stores, Newark, Ohio, 
which now consists of about 50 out- 
lets in Columbus and smaller cities, 
has announced a three year expansion 
program which will result in approxi- 
mately 150 stores in Ohio and 50 in 
Indiana. The chain specializes in elec- 
trical appliances, auto accessories, tires, 
sporting goods, toys, paints, and hard- 
ware. Nine stores will be built in 
Columbus alone. 


Kansas City Store 
Enlarges, Modernizes 


A new radio sales room, a new 
record department, and improved facil- 
ities for the electrical appliance depart- 
ment will result from the present 
modernizing and enlarging of the 
Emery, Bird, Thayer department store 
in Kansas City, Mo. Total costs of 
reconstruction are estimated at over 
$500,000. Other improvements will in- 
clude, according to president Herbert 
H. Wilson, improved facilities for 
credit customers, a new lamp display 
room, new mezzanines, and modern- 
ized and improved lighting. 
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Value and Performance 


Look with confidence to Briggs & Stratton 
4-cycle, Air-Cooled engines — “preferred 
power” in all fields — for the latest and 
most advanced developments for every 
application requiring 34 to 6 H.P. The 
Briggs & Stratton organization —with its 
concentration of technical knowledge, 
modern plants, equipment, and skilled 
) workers—builds gasoline engines which 
are more than equal to today’s most 
: exacting power and performance require- 
ments. You can expect and get more value 
per dollar if the appliances, farm machines Re 
or industrial equipment you buy, sell or iT 
make are powered by Briggs & Stratton. 
BRIGGS & STRATTON CORP., Milwaukee |, Wis., U.S.A. 
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DEPARTMENT STORES 


Harbour-Longmire Gets 
Burt as Appliance Head 


New manager of the appliance de- 
partment for the Harbour-Longmire 
department store, Oklahoma City, 
Okla., is Curtis Burt, recently released 
after three years of Army duty. Prior 
to the war he was manager of the 
furniture department of Montgomery 
Ward’s Ponca City store. His prede- 
cessor in the new position, L. R. Hat- 
field, has been upped to merchandise 
manager. 


Kassover Will Buy 
All Vim Appliances 


Irving Kassover has been appointed 
buyer of appliances for all Vim stores. 
Present plans call for the enlarge- 
ment of the appliance departments in 
the retail chain. Mr. Kassover re- 
ports that these departments will be 
complete in every detail and will be 
backed by an intensive newspaper ad- 
vertising campaign. 


Pfeifer Opens Little 
Rock Appliance Branch 


Pfeifer Brothers department store 
in Little Rock, Ark., opened an appli- 
ance and furniture branch at 601-605 
Main St. on April 29. The location, 
formerly the Arkansas Carpet and 
Furniture Co., has been extensively re- 
modeled and is under the management 
of Edmond Manoge. 


Akron Decorating 
Opens Appliance Branch 


A new store at 632 Canton Road, 
Akron, Ohio, has been opened by the 
Akron Decorating Supply Co. to offer 
a complete line of major and minor 
appliances. Charles Damato, the 
owner, said that the firm has also inau- 
gurated a kitchen planning service. 


ONE MAN'S HOBBY: Arthur W. Wer- 
muth, former major and Bataan's “one 
man army" is back in civilian clothes 
and eager to become a radio amateur— 
a desire born while using a Hallicrafters 
set on Bataan and converted into reality 
by William J. Halligan, president of the 
Hallicrafters Co., who here presents him 
with the first post-war S-40 receiver. 
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Spear & Co. Appoints 
Clifford Service Manager 


Paul R. Clifford has been appointed 
service manager of the radio and elec. 
trical appliance department at Spear 
& Co.’s Wood St. store in Pittsburgh 
Mr. Clifford has 18 years of experi- 
ence in the servicing of radios and 
appliances. 


S & L Appoints Gibbons 
Merchandise Manager 


Richard E. Gibbons, associated with 
Salkin and Linoff, Inc., since 194], 
has been appointed to the position of 
divisional merchandise manager, ac- 
cording to an announcement by Sam- 
uel Salkin, president. Salkin and Linof 


R. E. GIBBONS 


owns and operates 34 stores through- 
out the Northwest and maintains 
headquarters in Minneapolis, Minn. 
Mr. Gibbons will direct the activities 
of a staff of buyers in the newly 
coordinated division which will cover 
major appliances, housewares, cloth- 
ing, and notions. 


Sterling Will 
Carry Appliances 


The Sterling Department Store, 
Little Rock, Ark., has announced plans 
to merchandise appliances for the first 
time in its history. A department 60 
by 40 feet has been established and a 
complete line of appliances placed on 
display. According to L. K. Arm- 
strong, executive vice-president, the 
store will hold an “Appliance Week” 
to celebrate the day when appliances 
return in volume. Each appliance sold 
is accompanied to the customer’s home 
by a service department staff member 
who explains the operation of the item. 


Canton Store Builds 
Three-story Addition 


The R & J Furniture Co., Canton, 
Ohio, is erecting a three-story addition 
to its present building which will give 
the firm a total of 90,000 square feet 
of selling space. The new wing will 
be devoted to an appliance department 
which will feature several model kitch- 
ens, according to R. F. Jacobson, sec- 
retary-treasurer. 
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NEW LITERATURE 


Crosley Corp. 


“Kitchens and How They Got That 
Way” and “Your Key to the Heart of 
the Home Market” are the titles of 
two new Crosley Corp. publications. 
The former was written for appliance 
salesmen and tells Crosley’s approach 
to “furnishing” a kitchen in place of 
“building” a kitchen. Copiously illus- 
trated with cartoons and filled with 
simple, readable text, the book traces 
the evolution of the modern kitchen 
and tells the salesman how to put 
across the ‘Crosley equipment. The 
latter book is printed in four colors 
and contains pictures of all the Cros- 
ley appliances. In addition, the Cros- 
ley advertising campaign is outlined. 


Westinghouse Electric Corp. 


Westinghouse Electric Corp. has 
published a six-page booklet of circuit 
details and general service data on 
the Little Jewel home radio receiver. 
It is entitled Service Notes, Models 
H-125 and H-126. 


Solar Electric Corp. 


The Solar Electric Corp., Warren, 
Pa., has announced the publication of 
its new 1946 Solar Catalog. The book 
contains pictures, specifications and 
prices of the firm’s incandescent and 
fluorescent lamps, cartridge fuses, plug 
fuses, fluorescent starters, and flash- 
light batteries. 


Mullins Manufacturing Corp. 


G. I. Jimmy woke up one morning 
in a little Chinese village where his 
plane had been forced down and 
thought that if everyone would just 
concentrate on the idea of keeping 
men and money working they would 
get a kick out of living . . . This is 
the theme of “Not by Bread Alone,” 
a 16-page booklet published by the 
Mullins Manufacturing Corp. which 
tells the story of an American flier 
who comes to realize that the Ameri- 
can way of doing business is some- 
thing more than just the thought of 
profits. Copies are free. 


lg Electric Ventilating Co. 


“Thousands of Ships are Ilg 
Equipped” is the title of a new photo 
booklet produced by the Ilg Electric 
Ventilating Co. of Chicago. Its pages 
contain the history of Ilg’s years of 
experience in providing ventilation for 
ships of war and peace from World 
War I to the present. 


General Mills, Inc. 


The adoption of a basic pattern de- 
sign to be applied to all General Mills 
home appliance cartons, tags, labels, 
promotional, and advertising material 
has been announced by W. A, Mac- 
Donough, sales promotion manager. 
The design incorporates, in most in- 
stances, a picture of Betty Crocker, 
personalized symbol of the home serv- 
ice staff, and utilizes the “product 
shelf,” which has been extensively 
used by the firm in institutional adver- 
tising. Background of the design con- 
sists of white polka dots on a red field. 
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General Electric Co. 


A 20-page Electrical Modernization 
Guide, designed to overcome the con- 
ception of electrical modernization as 
an inconvenient and expensive job, has 
been published by the General Electric 


.Company’s Appliance & Merchandise 


Department. Pointing out that in or- 
der to bring home wiring up-to-date 
it is first necessary to know what is 
wrong with the wiring—and why—the 
Guide concentrates on plans for im- 
proving the most inefficient parts of 
the wiring system. The add-a-circuit 
method is completely described, which 
provides adequate copper and plenty 
of convenience outlets in the electrical 
load area of the house with the least 
fuss at the lowest possible cost. The 
Guide is well illustrated, and includes 
diagrams of house wiring systems, a 
table summary of required outlets and 
a table to be filled in by the home 
owner comparing his present wiring 
system with the wiring needed to bring 
the home electrically up-to-date. 

For free single copies or informa- 
tion regarding quantity purchases 
write to the General Electric Co., 1285 
Boston Ave., Bridgeport 2, Conn. 


Plastics Div., General Electric Co. 


A 12-page booklet entitled “Plastics 
for Light Conditions” describing the 
uses of plastics for reflectors and 
shades has just been published by the 
Plastics Divisions of the General Elec- 
tric Co., Pittsfield, Mass. The book is 
well illustrated and lists all models 
now available from G-E distributors 
and the characteristics of each type. 


HILC 


DEFROSTERS: Even a modern electric 
roundings like these. All four of the 


REFRIG 
ERATOR 


THE GREATEST 
F ALL TIME ! 


refrigerator has difficulty keeping cool in sur- 
defrosters are circus beauties who lent their 


talents to the Madison Square Garden broadcast on April 22 of Philco's Breakfast 


Club, starring Don McNeill. 


Celanese Plastics Corp. 


A new booklet, “Synthetics for the 
Electrical Industry” has just been is- 
sued by the Celanese Plastics Corp., 
180 Madison Ave., New York 16, 
N. Y. It contains an unusual index, 
which describes each of the materials 
listed and how they are applied. 
Lumarith films, foils, sheets and mold- 
ing materials; Celanese yarns, fabrics 
and chemicals; Fortisan cellulose 
yarn; these are the synthetics de- 
scribed in detail with black and white 
photographs, charts and tables. Copies 
of the booklet and information may be 
obtained from the company at the 
above address. 


National Adequate Wiring Bureau 


Four new advertising pieces for the 
direct mail wiring modernization cam- 
paign are ready for distribution by 
the National Adequate Wiring Bureau, 
155 E. 4th St., New York, N. Y. They 
are as follows: 1. “Spend Less Time 
in your Kitchen and Laundry” (M-2). 
2. “Modernizing Your Home” (M-3). 
3. “Beauty, Comfort and Livability in 
Every Room” (M-4). 4. “Check 
Your Wiring” (M-5). The first three 
are folders aimed at specific types of 
prospects and the fourth is a 16 page 
booklet for general use. 


Washington Water Power Co. 


A two-color booklet designed to 
meet the needs of the farmer who 


WITH OR WITHOUT LEGS: Stewart-Warner officials admire both the new display 
material and the radio with detachable legs. 
woman is part of a nine-piece set of display material promoting the firm's 22nd anni- 
versary radio sets such as the table model (or consolette—take your pick) which 
Floyd D. Masters (left), manager of the radio division; L. B. Pambrun, advertising 


looks forward to obtaining and using 
electricity on his farm has recently 
been released by the Washington 
Water Power Co. It covers such 
topics as how electricity reaches the 
farm, how to go about getting service, 
the cost of building a line, the low 
rates available, adequate wiring, how 
to read the meter, the cost of using 
various appliances, essentials in an 
Il-electr > home and simple instruc- 
io: 3 On stomer relations. 


manager; and John Brandenburg are pointing-out with pardonable pride. 
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The life-size cut-out of the young 


Sylvania Electric Products Inc. 


A new reference booklet giving- 
typical operating conditions, char- 
acteristics and tubes used in radio. 
receiver and industrial electronic ap- 
plications has been announced by 
Sylvania Electric Products Inc., Em- 
porium, Pa. The booklet is attrac- 
tively bound, size 84” by 11” for con- 
venient filing or ready reference. The 
tube base diagrams are also available 
separately, printed on card stock and: 
punched for wall mounting. Both are 
available on request. 


Sunroc Refrigeration Co, 


A new Sunroc catalog is just off the 
press which gives pictures, diagrams 
and complete specifications of all mod- 
els of water coolers. Copies may be 
had by writing the Sunroc Refrigera- 
tion Co., Glen Riddle, Pa. 
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DISTRIBUTOR NEWS 


ARKANSAS 


president of the North 


Little Rock Tire & Supply Co., Little 


Rock is announced the appointment 
of R. B. Lavender as manager of the 
vholesale and retail concern. Prior 
to this appointment, Mr. Lavender was 


field representative for 11 years of the 
Goodyear Tire and Rubber Co. The 
Tire & Supply Co. handles Goodyear 
products and Emerson and G-E radios 


and appliances 


CALIFORNIA 


The M & M Sales Co. of San Fran- 
cisco has been appointed representative 
for northern California and Nevada of 
the Faraday Electric Corp., manu- 
facturer of signal systems, bells, 
chimes, cord sets and broilers. 

Associated Radio Distributors, G-E 
wholesalers, have completed new head- 
quarters in downtown San Francisco at 
1251-3 Folsom St. New home is a 
modern two-story building containing 
a large display area, streamlined show 
cases and attractive floor displays. The 
firm, described as carrying a large and 
complete stock of G-E tubes and elec 
tronic equipment, employs four outside 
salesmen, according to Cecil Roarke, 


ead of the concern 


COLORADO 


Robert V. Mitchell has joined the 
sales organization of Auto Equipment 


Co., distributor in Denver. The firm 
handles Norge, Simplex, Hamilton, 
and other lines 

GEORGIA 


The Quarles Refrigeration Co., Sa- 
Vanna! as been selected as distributor 
tor several lines of refrigeration units, 

cluding McCray, Taylor and Web- 
ber. The company, the inauguration of 
hich was reported in these columns, 
is owned by Otis P. and Edwin W. 

rles n order to care for its ex 


panding business additional property 


NORTHRUP'S HEADQUARTERS: Re- 
modeling of this five-story building in 
Binghamton, N. Y., has been completed 
by the Northrup Supply Corp., distribut- 
ing concern, 
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is been secured at 310 West Bay 
Three outside salesmen and four serv 
ice men are employed to sell and main- 
tain all types of commercial refrigera- 
tion 


KANSAS 


\. E. Martin, president of the Mar- 
tin Oil Co., has announced completion 
of plans for what is described as the 
largest combination electrical appli- 
ance, motor car and power farm equip- 
ment agency in Kansas City. He has 
declared that lines of nationally ad- 
vertised appliances will be displayed in 
three sales buildings now under con- 
struction which will cost the firm over 
100,000 


MASSACHUSETTS 


The Eastern Co., 620 Memorial 
Drive, Cambridge, has announced the 
appointment of David Rockman as 
advertising and sales promotion man- 
ager to replace Charles Van Maanen, 
who resigned to accept another posi- 
tion. Mr. Rockman, who has been 
affliated with Eastern for one year, 
has had a long record in the 
merchandising of radios and appli- 
ances. A _ veteran of the concern, 
Asher Shuffer, has been appointed 
sales manager of American Kitchens, 
Premier vacuum cleaners, and Duchess 
washers. 


MISSOURI 


The Kansas City Merchandise Mart 
has a new tenant in the Robert P. 
Ingram and Co., manufacturers’ repre- 
sentative firm which moved there on 


April 1. 


NEW JERSEY 


Two appointments and a commenda- 
tion comprise this issue’s news from 
Krich-Radisco, Inec., 422 Elizabeth 
Ave., Newark. Paul W. Grover has 
been named manager of the advertising 
ind sales promotion department of the 
appliance and radio distributing organ- 
ization, reporting to Arthur J. Hirsch, 
merchandising manager. Prior to his 
association with Krich, Mr. Grover 
was connected with a New York ad- 
vertising agency which specialized in 
major appliance accounts, and before 
that with a prominent distributor. The 
new manager of the electronic parts 
division is Fred Rosenstein, for 13 
years a parts sales manager for a New 
Jersey distributor and most recently 
industrial sales manager and purchas- 
ing agent for a New York distributor. 


NEW YORK 


Benjamin Gross, president of Gross 
Distributors, Inc., recently announced 
the appointment of George F. Bart to 
the position of merchandising manager 
of the metropolitan area distributing 
firm. Mr. Bart will act as general 
assistant to Mr. Gross in directing 
merchandising advertising and sales 
promotion throughout the  firm’s 
distributing area. For the past ten 
years Mr. Bart directed the local sales 
promotional and advertising activities 
for General Electric radios, vacuum 


AVIOLA OUT—FEDERAL IN: Federal Appliance Distributors, Inc., recently was 
appointed exclusive California distributor for Aviola radios and on top of that bought 
Aviola's old plant in Glendale. Here W. Keene Jackson (left) Aviola sales manager 
hands the deed to the plant to J. M. Stewart, vice-president and general manager of 
Federal. Aviola is not without a home, however. It moved to a huge new plant in 
Phoenix, Ariz. Federal plans to establish display rooms in Los Angeles and the Bay 
Area in addition to its present northern California headquarters in Oakland. 


cleaners, kitchens, and appliances. Mr. 
Gross also announced the appointment 


GEORGE F. BART 


of Arthur B. Cole as sales manager of 
the commercial division for Schaefer 
food freezer cabinets. Mr. Coie has 


ARTHUR B. COLE 


been connected with the frozen food 
business for 12 years as a packer, dis- 
tributor, and as sales manager fc- 
Honor Brand Frosted Food Co. He 
served as regional sales manager for 
the Refrigeration Corp. of America 
from 1944 until the present. 

The Northrup Supply Corp., Bing- 
hamton, N. Y., announces the comple- 
tion of remodeling of its new head- 
quarters at 168 Water St. The five- 
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story structure, which contains 30,000 
square feet of floor space, was pur- 
chased in 1945. First two floors are 
devoted to showrooms and offices. 
Upper three floors provide warehouse 
space. A new two-story warehouse 
on a railroad siding is now under con- 
struction in Binghamton and a second 
warehouse is being erected at Ilion. 
Officers of the corporation include H. 
J. Northrup, president; H. J. Teetsel, 
vice-president; and C. H. Starr, secre- 
tary. C. E. Gulbran heads the appli- 
ance division and is responsible for the 
distribution of Stewart-Warner radios, 
Jacobs Launderalls, Acme cabinets, 
Parsons kitchens, Polar-Freez freez- 
ers, Samson United appliances, and 
other lines. 


NORTH CAROLINA 


A firm which hitherto devoted its 
efforts to the manufacturing of woven 
asbestos brake linings, the Southern 
Friction Materials Co.-of Charlotte, 
has expanded its activities to include 
the distribution of appliances and soft 
floorings. The new wholesaling de- 
partment, under the direction of Wal- 
lace C. Gilbertson, will operate at the 
company’s plant and warehouses on the 
outskirts of Charlotte where some 65 
employees and 25,000 square feet of 
floor space are located. The concern 
is seeking appliance lines. 

The Charlotte Refrigeration Co. 
plans to construct a $30,000 headquar- 
ters building on West Morehead St. as 
soon as building restrictions are lifted. 
Hilton V. McClure, owner, reports 
that the new building will contain sales 
and service facilities. The firm dis- 
tributes McCray commercial refrig- 
erators. 

The post of eastern North Carolina 
sales manager for the Monitor Co., 
Raleigh, a division of L. W. Driscoll, 
Inc., has been filled by O. A. West- 
brook, who recently resigned from the 
OPA. 


OHIO 


After one year with the Cleveland 
Distributing Co., George L. Schwartz 
has been elected vice-presidehit and 
general manager of the appliance 
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DISTRIBUTOR NEWS 


wholesaling firm. For several years 
prior to his present association he was 
with the Zenith Radio Distributing 
Corp. in Chicago. The firm maintains 
ten sales representatives, a complete 
appliance and radio service department, 
and a home economics department. 
Headquarters are at 2323 East 67th St., 
Cleveland. 


OREGON 


The Central Supply Co., Portland 
wholesalers, have added a complete 
electrical appliance department. 


PENNSYLVANIA 


The Pittsburgh Appliance Distribut- 
ing Branch of the General Electric Co. 
has instituted a refresher school on 
sales and service for G-E dealers. 
Idea behind the course is that recon- 
version meams more than a mere dust- 
ing of the floor, opening the doors, 
and waiting for merchandise to arrive. 
New Product presentations and pro- 
motion plans are stressed. Approxi- 
mately 35 dealers attend each of the 
two courses. 

A new building ten stories high has 
been purchased in Philadelphia for 
Emerson Radio of Pennsylvania, ac- 
cording to a recent announcement by 
A. Irving Witz. The new site at 219 
North Broad St. will serve as a show- 
room, stockroom, and warehouse. 

Sales training is not being neglected 
by Philco Distributors, Inc., Philadel- 
phia. First phase of the 1946 Philco 
retail program got under way recently 
with a pre-showing to over 70 retail 
salesmen of a two-hour motion picture 
featuring Philco products. Through 
the medium of the picture a selected 
group was shown the entire Philco line. 
The picture has also been shown to the 
University of Pennsylvania Evening 
Salesmanship Class. 

Goldner Distributing Co’s. electrical 
appliance division has a new Philadel- 
phia sales manager in W. C. Rodgers, 
former expeditor for General Electric 
and from 1930 to 1942 a branch man- 
ager of G-E Supply Corp. in Reading. 


RHODE ISLAND 


Charles Van Maanen, former sales 
promotion and advertising manager of 
the Eastern Co., has been appointed 


Cc. VAN MAANEN 


vice-president of R. U. Lynch, Inc., 
Providence appliance distributors, 
Mr. Van Maanen, whose appointment 


was announced by B. E. De Groot 
Lynch president, was manager of the 
automatic heating division of the Kel- 
vinator Corp. from 1933 to 1936. Prior 
to that he was sales manager of Kel- 
vinator’s New York branch. 


SOUTH CAROLINA 


Jack Wilhelm has been appointed a 
field representative for the Monitor 
Home Appliance Corp., Columbia, a 
division of Electric Equipment Supply, 
Inc. Prior to Army service, Mr. Wil- 
helm was office manager of the 
Rochester Mattress Co., Rochester, 
N. Y. Charles H. Golson has been 
named warehouse manager for the dis- 
tributing firm. New secretary and 
treasurer of Electric Equipment Sup- 
ply is B. L. Sawyer, former auditor 
for the Navy at Camp LeJeune. 

The General Appliance Co., Green- 
ville, has announced its appointment as 
distributor of Tyler steel~food store 
equipment, including Harderfreez 
home and farm lockers. General 
Appliance Co's. office is located at 112 
New Buncombe Rd. 


TENNESSEE 


Lawson H. Yates, formerly sales and 
advertising manager of Allen Manu- 
jacturing Co., manufacturer of cook- 


L. H. YATES 


ing and heating appliances, has estab- 
lished the Lawson H. Yates Co. with 
offices in the Third Nationa! Bank 
Building, Nashville. The firm will 
serve as manufacturer's representative 
for cooking and heating appliances, 
plumbing equipment and allied lines. 


WASHINGTON 


A program of modernization and en- 
largement of Mast’s, Inc., 1300 Fifth 
Ave., Seattle, to cost $50,000 has been 
announced by Florence I. Mast, head 
of the electrical supply firm. 

Usually in these columns we. report 
that “about 200” or “over 150” dealers 
were present at distributor showings of 
products, but the Columbia Electrical 
& Manufacturing Co., Spokane, has re- 
ported that its recent display oi the 
1946 Zenith line drew every dealer 
from western Montana, northern 
Idaho, and eastern Washington. Eric 
Johnston, president of the United 
States Chamber of Commerce and the 
Motion Picture Producers and Distrib- 
utors of America, Inc., is president of 
the Columbia Co., a Zenith distributor 
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INSIDE AND OUT: The new home of 
Associated Radio Distributors at 1251 
Folsom St., San Francisco, was recently 
opened for the wholesaling of G-E tubes, 
radio parts, sound and electronic equip- 
ment. Cecil Roarke, head of the firm, 
says that radios and home appliances 
are also featured. Four outside salesmen 
work from these modern headquarters to 
travel in the northern California terri- 
tory. 


for more than 12 years. Maage E. 
LeCounte, general manager, assisted in 
presenting the Zenith line. 

Seattle Radio Supply Co., Inc., has 
announced that it will deal in Smith- 
way electric water heaters. The firm 
has also obtained franchises for Cool- 
erator refrigerators, Horton washers 
and ironers and Wesix water heaters. 

Pacific Coast Heating & Appliance 
Co., Seattle and Portland, has an- 
nounced the acquisition of a number 
of new lines, including Presteline elec- 
tric ranges, Olympic radios, Wittie 
electric steam heaters, and Sidelhuber 
electric water heaters. Arcade Hen- 
drick is manager of the Portland office. 

Samuel J. Maizels has been ap- 
pointed new manager of the Seattle 
office of the Fred C. Wood Co., San 
Francisco manufacturer’s representa- 
tive. Mr. Maizels, recently released 
from the Army, will have headquarters 
in the Terminal Sales Building, coy- 
ering the states of Washington, 
Oregon, and Idaho. The firm has also 
announced the discontinuance of its 
Portland office. Casco Products Corp., 


S. J. MAIZELS 


Hammond Instrument Co., A. E. Rit- 
tenhouse Co., and Sperti, Inc., are 
among the firms represented. 


Articles of incorporation were filed 
in Olympia recently for the formation 
of the Tubbs Electric Co., capitalized 
at $50,000, which will engage in the 
wholesale distribution of appliances 
and electrical supplies. Clarence A. 
Tubbs, former vice-president of 
Columbia Electric & Manufacturing 
Co., is president of the new concern. 
Space has been leased at South 165 
Post St. 

In Seattle R. J. Skewes, Inc., has 
been formed by Helen H. Skewes, R. 
J. Skewes, and E. J. Gerard to engage 
in the manufacture and wholesaling of 
electrical appliances and _ supplies. 
Capitalization is set at $50,000. 


WEST VIRGINIA 


Managers and assistant managers of 
Pocahontas Fuel Co. stores attended 
an April 15 demonstration of electrical 
appliances, the first in a series, at the 
Dixie Appliance Co., Bluefield Ave., 
Bluefield. Executives from the Kop- 
pers and Lilybrook Coal Companies at- 
tended a similar session on April 17 
and on April 18 independent merchants 
of the area and executives of the Clark 
Stores attended. Demonstrations were 
in charge of George Hartmann, Easy 
washing machine divisional manager, 
and Harry H. Lawson, manager of 
Dixie, the wholesale distributor. 


WISCONSIN 


The Wisconsin Ice & Coal Co., 79 
year old ice company and distributor of 
Coolerator, has added the Iceberg line 
and will distribute it from Milwaukee, 
according to Lester Falk, sales man- 
ager. 
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IT’S PRECIOUS! The NuTone Jewel adds quiet 
sparkle to smart decoration—and just wait 
till you hear it! So soft, so mellow, so down- 
right friendly to your ear. 

An all-brass Colonial 2-door chime—with a 
touch of modern magnificence! A gift-treasure 
to remember... and be remembered for... 
each time a caller comes. 

See and hear it, today, aryour favorite elec- 
trical, hardware, furniture, or department 
store. Gift-packaged with matching Jewel 
Push Button, $9.95. 


WORLD'S LARGEST 
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FOR YOUR HALLWAY J 
OR LIVING ROOM (= 
7 
— 
THE DE LUXE THE TIME-CHIME 
Short-tube beauty Combination Tele- 


that blends well in 
ivory and brass 
tubes and trim, or 
white and chrome. 
Styled in steel. 
Sounds two tones 
for front door, one 
for rear..... $6.95 


chron electric kitch- 
en clock and 2-door 
NuTone Chime. 
Nine-inch square, 
all-chrome cover. 
Large, legible dial. 


... (approx.) $12.95 


Jewel Push Button 
in matching style 
and finish 


MAKER OF 
DOOR CHIMES 


MAY 


And good going 
Over your counter! 


To help you sell, that NuTone ad on the left will 
run (in color) in June Better Homes & Gardens 
and July American Home. It's part of a consistent 
national advertising campaign that will be the 
biggest ever put behind door chimes. 

It features the NuTone Jewel .. . the great new 
chime with these selling features: 


EXCLUSIVE POWER UNIT that’s self- 
contained—no parts to go astray. 
Completely sealed against dirt and 
dust. A NuTone patent—unit is easy 
to remove without disturbing chime. 


SATIN BRASS COVER with polished 
high-lighted border. A compact all- 
brass chime that’s as beautiful to see 
as it is to hear. 


MATCHING PUSH BUTTON in same 
Colonial style and finish as door 
chime. A “premium” that’s part of 
the package—no extra charge. 


HANDSOME GIFT CARTON thar 
“dresses up” an already magnificent 
remembrance. Puts the finishing 
touch on a perfect gift. 


So... for more sales and mounting profits... 
stock ... display . . . push the Jewel and other 
models by NuTone, “World’s Largest Maker of 
Door Chimes.” For NuTone is the complete line 
. +. designed to suit all style preferences, with a 
price range to suit a// your customers. NuTone, 
Incorporated, Merchandise Mart, Chicago 54; 200 
Fifth Ave., New York 10; 931 East 31st St., 
Los Angeles 11; and Terminal Sales Bidg., Seattle 1. 
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G-E Range 


General Electric Co., Bridgeport, Conn. 


Model: Studio API-46. 
Selling Features: For apartment 


house or other kitchens where space 
is at premium; equipped with three 
5-heat Calrod surface units, one of 
which is giant size; oven is 16 in. 
wide, 15 in. high, 20 in. deep has 
automatic temperature control, a 
large, waist-high broiler, sliding 
shelves and 2 oven units—the lower 
or bake unit being hermetically- 
sealed Calrod; switches, oven temp- 
erature control, appliance receptacle 
and pilot light conveniently arranged 
on easy-to-see panel above large re- 
movable drip tray; broiler-roaster 
pan has easy-to-clean porcelain finish 
with full porcelain front, white Glyp- 
tal sides, bright-finish deluxe hard- 
ware. Measures 36 in. high x 193 
in. wide x 25 in. deep. 


Electrical Merchandising, May 15, 


1946 


PUREAIRE Kitchen 


The Parsons Co., 
15000 Oakland Ave., Detroit, Mich. 


Device: Parsons “Pureaire” packaged 


kitchens containing an electric or 
gas range, a refrigerator, a l-piece 
sink, drainboard, cupboard and shelf 
space ready-assembled in unit which 
covers only 8 sq. ft. floor space. No. 
1060 all-electric model; No. 700 gas 
range with electric refrigerator. 


Selling Features: Range has two 6-in. 


1200-watt and one 8-in. 2000-watt 
Chromalox closed-top ring elements 
with 5-speeds; 16 in. porcelain-lined 
oven with two 1500-watt elements 
for broiling and baking—total con- 
nected load 7400-watts. 

Refrigerator 4.25 cu. ft. capacity; 
porcelain lined all-steel cabinet; 3 
hp., 115 volts, 60 cycle split phase 


motor and compressor hermetically 
sealed; Freon-12 refrigerant. 
Monel metal sink, chromeplated 
faucets, basket-type strainer; shelf- 
space contains 20 sq. ft. cupboard 
and shelf space in kitchen unit, each 
side unit has 14 sq. ft. additional 
shelf area; 2 large utility drawers 
20 x 20 x 44 in., with padded com- 
partment for silverware; cutting 
board hinged on inside left door and 
folded when not in use; light and 
convenience outlet built-in above 
sink; furniture steel construction, 
light gray baked enamel finish. 
Patented ventilation system carries 
off all vapors, odors and surplus 
heat; self-contained doors permit 
kitchen to be closed from rest of 


room. 
Electrical Merchandising, May 15, 
1946. 


VOGUE KITCHENETTE 


Sheridan Electronics Corp., 
2850 S. Michigan Ave., Chicago, Ill. 


Device: “Vogue Kitchenette” tray— 
stove with coffee-brewer and 2-slice 
toaster and glass double boiler. 


Selling Features: Stove has one 660- 
watt, 2-heat burner for 8-cup coffee 
brewer; one 550-watt single-heat 
stove for l-qt. heat resistant glass 
double boiler; in center of tray- 
stove is Vogue’s 2-slice chrome, 
manually operated, oven-type 
toaster; double boiler and coffee 
brewer of heat-resistant glass, rein- 
forced with stainless steel bands 
and plastic handles; polished chrome 
tray-base with plastic base-legs and 
handles, overall size 7 x 20 in. 

Electrical Merchandising, May 15, 
1946. 


ASTOR Stove 


Union Products Mfg. Co., 35 Park Place, 
New York, N. Y 


Device: No. 200 table stove. 

Selling Features: Spun glass insul- 
ated to prevent charring and burn- 
ing of cord; 10 in. diam; 660 watts, 
115 volts, a.c.-d.c. 

Electrical Merchandising, May 15, 
1946. 
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Device: 
Selling Features: 


MONITOR Water Heater 


Monitor Equipment Corp., 110 E. 42nd 


, New York, 


Model: ELWH-5-S. 
Selling Features: 


Equipped with 1500 
watt unit; snap type, positive action 
thermostat ; 50 gal. capacity; heavy 
galvanized copper bearing steel 
tank; free flushing drain valve; 
mineral wool insulation; heavy 
gauge steel outer shell; water tem- 
peratures from 130 to 190 degs. F.; 
white lacquer finsh. 

Other models available in double 
units, and in sizes from 30 to 110 gal. 
capacity. 


Electrical Merchandising, May 15, 


1946. 
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THERMADOR Wall Heater 


Thermador Electrical Mtg. Co., 5119 


District Blvd., Los Angeles, Calif. 


Fan-type wall heater. 
Contains a turbine 
type 16-blade fan built-in behind 
element and driven by a special 
4-pole induction motor that forces 
warm air out over wide area; new 
type horizontal grille work controls 
passage of warm air down toward 
floor rather than permitting it to 
escape to wasted ceiling area; fan 
may be used in summer indepen- 
dently of heating element to circulate 
cooling air; available with manual 
or thermostatic control in 2, 3, or 
4 kw. models; easily installed 
between ordinary studs without 
necessity of flues, pipes or chimneys; 
moroccan brown wrinkle or prime 
coat which may be painted to blend 
into surroundings. 


Electrical Merchandising, May 15, 


1946 


EMERSON-ELECTRIC Window 
Fan 


The Emerson Electric Mfg. Co., 
St. Louis, Mo. 


Model: Emerson-Electric 20-in. win- 
dow-type cooler fan for small homes, 
apartments, tourist courts, etc. 

Selling Features: Will exhaust 3500 
cfm in free air; equipped with ca- 
pacitor motor for quiet operation; 
sheet aluminum blades for large 
volume air delivery and quiet per- 
formance; easy to install; modern 
design ivory enamel cabinet 24 in. 
wide 9 in, deep 24 in. high; suit- 
able for mounting in any wirdow 
with a 20 square inch minimum 
opening. 

Electrical Merchandising, May 15, 
1946. 
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MONITOR Oil Space Heaters 


Monitor Equipment Corp., 110 E. 42nd 
, New York, N. Y. 


Models: OSH-8, OSH-10 and 
OSH-13 oil burning space heaters. 

Selling Features: Delivers circulated 
and radiant heat—mechanical draft 
automatically supplies right amount 
of air to burner to provide complete 
combustion at all times; forced cir- 
culation, controlled by thermostat 
circulates only air warmed to right 
temperature—flick of switch makes 
blower available for cooling circula- 
tion in summer; _ thrifty-flame 
burner provides wide range of clean- 
burning flame; humidifier, clear- 
view fire door, convenient leveling 
screws and spacious grilles are 
other features; brown veined 
enamel finish. 

Electrical Merchandising, May 15, 
1946 
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ASTOR Broiler 


Union Products Mtg. Co., 35 Park Place, 
New York, N.Y. 


Device: Model No. 100 table broiler. 

Selling Features; 2-heats—1000 watts 
high, 400 watts low; 110-120 volts 
a.c.-d.c.; 144 diam. 832 in. high; 
spun aluminum, mirror polished. 

Electrical Merchandising, May 15, 
1946. 


v 


GREYHOUND Iron 


Middleton & Meads Co., Inc., 
11 E. Lee St., Baltimore 2, Md. 


r 
) 


Device: Improved Greyhound iron. 

Selling Features: Weighs only 2 Ibs. : 
patented heating unit consisting o/ 
heating element firmly held in cera 
mic container giving perfect heat dis 
tribution and long life: cast 
aluminum soleplate gives maximut 
heat in minimum time; easy to pack 
and to store—flick of thumb de- 
taches Bakelite handle; 5-way heat 
control regulates desired ironing 
heat ranging from a low heat of 
approximately 125 degs. to a high of 

-gs.; 110-120 


stainless stee! 


approximately 500 ce 
volts, 750 watts, a.c.; 
ontact points. 


~~ 


ectrical Merchandising, May 15, 
1946 


ELECTROMASTER Range 


Electromaster, Inc., 1803 E. Atwater St., 
Detroit, Mich. 


vice \ streamlined modernisti 
ally designed all metal lamp and a 
built-in Minute-Master have bee 
added as standard equipment to 
lectromaster’s Banquet model. 
Lamp is scientifi 
ly located at exact height to pro 
ide shadowless lighting over entir: 
cooking and table surface: at 
of any preset period of time up t 
60 min. bell-gong of Minute-Master 
rings as a signal. 
Electrical Merchandising, May $5. 
1946 


Features 
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NEW PRODUCTS 


G-E Lamp Holder 
General Electric Co., Bridgeport, Conn. 


Device: Fluorescent Circline lamp- 
holder. 


Selling Features: Designed to assist 
in devising new means of mounting 
fluorescent circline lamps, the lamp- 
holder and supports comprise a 3- 
piece plastic unit to be used for 3- 
point mounting; die cast hubs with 
4 in. pipe threads and 2 sets screws: 
lampholder has four 24-in. lead— 
white for lamp connections and 
colored for starter connections. 

Electrical Merchandising, May 15, 
1946 
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WABASH Flashbulb 


Wabash Photolamp Corp., 335 Carroll 
St., Brooklyn, N. Y. 


Device: Repeating flashbulb that can 
be used for several thousand indi- 
vidual flashes of brilliant daylight 
quality photographic illumination. 


clling Features: Developed in Syl- 
vania’s electronic laboratories; pro- 
vides a light output of 12,000,000 
peak lumens in an _ instantaneous 
flash the equivalent of 1/5000th 
second—50 times faster than the 
fastest flash bulb they manufacture; 
filters will not be required for indoor 
use with daylight type color films; 
similar to projection lamp equipped 
with porcelain 3- pronged base, in- 
side bulb is a Neon gas-filled coiled 
glass tubing running between 2 elec- 
trodes ; condenser discharged 
through this coil provides illumina- 
tion. 

lectrical Merchandising, May 15, 
1946 
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SYLVANIA Fluorescents 


Sylvania Electric Products Inc., 
Salem, Mass. 


Vodels: Gorham, R-220 and Sheffield, 
R-420 for use in kitchens and bath- 
rooms. 


Selling Features: Gorham contains 
two 20-watt fluorescent lamps; 
Sheffield contains four 20-watt 
lamps; both models are unshielded 
and contain a white reflector; both 
have polished aluminum end caps 
with an appliqued antique gold floral 
design; sold as complete packages 
of light—easy to install, will fit any 
electrical outlet. 


Electrical Merchandising, May $153, 
1946 


PRAK-T-KAL Infra Red Lamp 


Practical Electric Products, Inc., 
330 E. 148th St., New York City 


Device: ‘No 294-A infra red lamp. 

Selling Features: 94 in. aluminum 
reflector ; resistant wire element; 
black crackle finish base and flex 
arm; plated guard and fittings, 115 
volts, a.c.-d.c., 300 watts. 

Electrical Merchandising, May 1 
1946 


STRATO-LIMINATOR Air 
Circulator 


Wilster, Inc., 5700 Detroit Ave., 
Cleveland, O. 

Device: Strato-Liner air circulator. 

Selling Features: Provides automatic 
year-round air circulation; creates 
constant, comfortable of 
natural air to all parts of room with- 
out direct draft; air is diffused 
through scientifically designed louv- 
ers thermostatically controlled fan 
36 in. diam.—when temperature at 
ceiling level rises above normal fan 
turns itself on; speed of fan can be 
varied by means of simple manual 
control. 

Electrical Merchandising, May 13. 
1946 


WILSON Freezer 


Wilson Refrigeration, Inc., Div. Wilson 
Cabinet Co., Smyrna, Del. 


Models: FF-15 and FF-25 Wilson 
Zerosafe self-contained _reach-in 
farm freezers. 

Selling Features: FF-15 has 15 cu. ft. 

capacity ; FF-25 25 cu. ft.; equipped 
with Wilson demountable front— 
securely anchored or easily remoy- 
able at will, making them easy to 
move through narrow doorways; 
cabinet insulated with 43 in. Arm- 
strong semi-rigid Fiberglas sealed 
with asphalt and waterproof paper; 
white baked-on enamel interior and 
exterior; cabinets fitted with special 
Wilson freezer doors of non-sagging, 
non-freezing design, each having 
5-in. insulation ; forged-brass 
chrome finished ball-bearing hinges 
etc.; 5 shelves include freezer plate 
shelves, removable sliding open front 
metal baskets for easy storing of 
separate varieties of food; circuit 
provided for installation of an elec- 
trical warning device as optional 
extra equipment. 
Refrigeration equipment includes 
specified capillary tubing; adjust- 
able temperature control; Wilson- 
approved low temperature condens- 
ing unit; top plates form efficient, 
fast-freezing unit with flat freezing 
surfaces for fullest contact with food 
to be frozen at plate operating tem- 
peratures of approximately 20 degs. 
F; special metal interior freezer 
compartment door separates func- 
tion of this compartment from rest 
of cabinet interior. 

Electrical Merchandisina, May 15, 
1946. 


SUB-ZERO Freezer 
Sub-Zero Freezer Co., Inc., Madison, Wis. 


Vodel: 16V upright home freezer. 

Selling Features: Operates most effi- 
ciently at zero degs. but can be ad- 
justed down to temperatures as low 
as 20-25 degs below zero; 4 h.p 
heavy duty motor; double doors a:e 
sealed by heavy rubber double gas- 
kets; 16 cu. ft. storage capacity; 
white baked enamel exterio: and 
acid and moisture proof mets: inter- 
ior; 64 in. high, 28 in. deep, 453 in. 
wide. 

Electrical Merchandising, May 15, 
1946. 
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FIREFLY Fence Tester 
Accessories Mfg. Co., Chicago, Ill. 


Device: Winking “Firefly” fence 


tester. 

Selling Features: Serves as a station- 
ary signal and as a portable fence 
tester; placed at points where you 
pass frequently this visible, weather- 
proof light provides continuous 
check; merely clips on fence with 
end of wire grounded; may also be 
used for making spot tests to find 
shorts, leaks and open circuits. 

Electrical May 15, 
1946 


Merchandising, 


ROCKLIN Water Level 


Control Unit 

Rocklin Mfg. Co., Sioux City, lowa 

Device: Water level control unit which 
automatically keeps proper level of 
water in stock watering tank at all 
times. Provides fresh drinking water 
at all times with a minimum of effort 
and supervision. 

Selling Features: Automatically con- 
trols operation of electric pump jack 

an electric mercury switch and 

sealed control unit comprise a com- 
plete and compact control—switch 
tilts by motion of a float rod to make 
and break contact, automatically 
starting and stopping pump jack 
motor; patented construction of 
mercury actuating control with over 
balancing weight keeps unit operat- 
ing only at fixed levels; all wires are 
safely grounded when properly in- 
stalled and there can be no danger 
of shock to stock or humans. 

Electrical Merchandising, May 15, 
1946 
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RED DEVIL Fencer 
Red Devil Tools, Irvington, N. J. 


Model: No. 335 battery operated elec- 
tric fencer for single wire fences. 

Selling Features: Newly developed 
“wheel-action” contact uses current 
only instantaneously, centrifugal 
force does the rest; timed like a pulsa 
beat, the “on-off” shocking action 
increases effectiveness while more 
than doubling battery life; revolving 
wheel is only moving part; uses any 
6-volt, hot-shot or storage battery; 
generates high voltage, but low 
amperage makes intermittent shock 
absolutely safe to livestock and hu- 
mans; no radio interference; unit 
is hermetically sealed under heavy 
glass dome against rain, snow. or 
condensation; may be placed in a 
barn or hung from a post; comes 
complete with battery clamps, fence 
connectors, screws, template, switch, 
battery wiring and hanging bracket; 


instructions for setting up single 
wire fences also included. 
Electrical Merchandising, May 15, 
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DOUBLE POWERED! 


The first-line farm market for manufacturers of electrical products consists of those double-pow- 


ered farms which have both high-line power and high purchasing power. 


There are six million 
farms in the United States. Three million of them— 50% — are not serviced with electricity. An- 
other large percentage do have power but not sufficient income to make full use of it. The balance 


of the farms compose what is today one of the biggest markets for electrical goods. 


The cream of this market consists of 400,000 electrified farms with high purchasing potentials. 
They were selected on the basis of power usage and equipment buying ability by representatives of 
Electric Power Companies and R. E. A. Co-ops. Every one of these farms—and this is of primary 
importance to merchandisers of electrical equipment — receives ELECTRICITY ON THE FARM 
Magazine. The electric companies pay for its circulation because they know that it is the most 
potent medium — and an exclusive one — for acquainting and assisting farmers in the use of elec- 


tricity on farms and in farm homes. 


Electrical dealers and their salesmen find that advertising in ELECTRICITY 
ON THE FARM Magazine helps them, too. It pre-acquaints their best pros- 
pects with the merchandise they sell. ELECTRICITY ON THE FARM Maga- 
zine is exclusively edited to assist farmers in the selection and use of elec- 
trical equipment, and they know that they can rely upon the merchandise 
recommended and advertised in its pages. We will be glad to send you copy 
of a recent issue. ; 
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THIS SIMPLE STORY UE 
To Hundreds of Appliance ¥ NEW RADIO PRODUCTS Ceda 
mer] 
D | All 0 ty | purpose tube and push-pull outpy: Mani 
ans ver merica | with bass boost amplification prop’ 
l-stage of R-F amplification. 6,9 open 
| in. oval dynamic speaker ; 9-in. slide. Dent 
% : rule dial lights standard and short. meri 
wave bands; acousticolor tone cop. th 
trol; new dynamic reproducer and Co 
deluxe record changer ; light-weight to Of 
tone-arm with permanent needle ance 
slide-away drawers house automat! 
From the user's standpoint, the patented, record changer and control dia 
elongated design of the H.C. Little oil burner MONITOR Radio eliminating need of lifting top 
bel th blonde cabinet, Modern style. 
(below) is greatly superior to the rou S1g Monitor Corp., Electrical Merchandising, May 15 
erchandising, May 15, Com 
of other vaporizing burners (left). The H. C. Little 110 E. 42nd St., New York, N. Y. 1946. asl; 
burner will operate on heavy, low-cost furnace oil at very high a oe v i | 
efficiency and with clean, smokeless combustion. In a round burner, radio. es 
the high initial oil temperature will “crack"’ heavy furnace oil, Selling Features: 2-bands; American com 
causing soot or hard carbon. In the elongated H. C. Little burner, the ee tage oe incor 
* - Sau 
low initial temperature prevents ‘cracking’, soot or hard carbon. of 19, 25, 31 and 49 meter stations: ope 
full-range tone control; built-in 
antenna; A. V. C.; large slide rule Star 
dial; electro-dynamic speaker; un- Appl 
distorted 4-watt output, maximum St.: 
10V—11V—3¥V power output 6-watts; walnut cabi- mon 
y Aa net, 8} in. x 164 in. x 8 in. paid 
Pm Electrical Merchandising, May 15, Udel 
E Ignition Transformer 1946, 
v W. | 
Star 
Sefety Float 130 
ond ine 
Control Valve LINCOLN Phonographs mine 
Lincoln Electronics Corp., 653 Eleventh New 
A Ave., New York, N. Y. . 1615 
04 
Models: Vagabond and Beachcomber Ff 80 
phonograhs, Nomad record changer Brid 
B Selling Features: Vagabond, portabl ard 
= Oil record player model 311-D, plays Cou 
Vapor- Vaper- Vepor- Temper- 10-or 12-in. records with cover nest 
ization ization ization ature closed; heavy duty 5 in. p.m. speaker 
with Alnico 5 magnet, 3 tubes, ton: Brid 
Actual test results on Size #2 H.C. Little Oil Burner burning #3 furnace oil (27° Diesel oil) at full load. and volume controls; lightweight ie 
crystal pick-up; features new “Lin- 
A~—Oil is admitted here, spreads out over bottom of burner and is heated and vaporized. coln acoustic balancing  circuit;” Brid 
B—Exclusive, patented 3-Volt Hot Wire Electric Ignition System. C—Primary Air Ports for 3-ply veneer cabinet covered with mee 
premixture of air and oil vapors before combustion. This premixture produces a rich, soot-free gas. h tt epi 
D—Secondary Air, admitted through space between upper and lower rings, HOWARD Radio-Phonos 144 in ‘high la 365 
: i h ke. ses burn here. zh. 
process necessary for perfect combustion without soot or smoke repared gase u Howerd Redio Co., 1735 Belmont Ave., 3eachcomber, portable batter 
EXCLUSIVE, PATENTED 3-VOLT ELECTRIC IGNITION SYSTEM Chicege, Ili. ‘ phonograph model 314 equipped wit 
Model 909-R R 4 909-M hand wind motor and battery oper- 
H. C. Little Electric Ignition is simple, reliable, safe, modern radio-phonograph consoles. ated amplifier; plays 12-or 10-ir Albi 
economical—and truly automatic. It is not a hi-low fire Selling Features: 909-R Regency, a, 
method and has no pilot light. The burner either operates 9-tubes including rectifier; acousti- jobs 
. . . . color tone control gives 5 variations 
or is shut down completely—no fuel is wasted by a pilot 
fire. The low voltage current consumes very little energy, torted power output; dual action —_— 


creates no noise or radio interference. 


1. Floor Furnace 
2. Dual Floor Furnace 


3. “Utility” Unit 
4. Type AC Furnace 


5. Circulating Heater 
6. Cottage Unit 


Established dealers still 
have first call on our 
output, but we suggest 
you write and find out 
the possibilities for the 
fairly near future. 

Factory Representatives 

in Principal Cities 

The Greatest Name n Rafael, Calif. 
in Low-Cost Automatic Oil Heat for Small Homes 
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elliptical dynamic speaker; push- 
pull output with base boost amplifica- 
tion and l-stage RF; new dynamic 
reproducer and deluxe record 
changer with permanent needle on 
lightweight pick-up arm; large, 
roomy record and album storage 
compartment; roll-away drawers for 
record changer and dial controls; 
9-in. slide-rule dial lights each of 
2 bands individually; English Re- 
gency cabinet in mahogany. 

909-M Modern, 9-tube superhet in- 
cluding rectifier and one double- 
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records with cover closed; heavy 
duty 5 in. p.m. speaker with Alnico 
5 magnet; 3 tubes, volume control, 
lightweight crystal pick-up; “Lin- 
coln Acoustic balacing circuit; 3-ply 
veneer cabinet with beach canvas 
cover; leather handle, “A” battery 
life 150 hrs: “B” battery 300 hrs 

Nomad, portable automatic record 
changer model 315, plays 12 10-in or 
10 12-in. records with cover closed; 
heavy duty p.m. speaker with Alnico 
5 magnet; 3 tubes, tone and yolume 
control; features same as above 
models; heavy leatherette covered 
cabinet; size 16 in. x 214 in. x 9 i: 


Electrical Merchandising, May 15, 


1946. 
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VISING 


NEW 


COLORADO 


Cedaredge—C. C. Edwards, for- 
merly engaged in electrical work in 
Manitou Springs, has purchased 
property at Cedaredge iad has 
opened an electrical shop. 


Denver—Al Garton and Lee Zim- 
merman, who recently opened the 
20th Century Radio & Appliance 
Co., 416 E. 20th Ave. are planning 
to operate a complete electric appli- 
ance shop. 


CONNECTICUT 


Connecticut has the following new 
appliance incorporations: 


Hartford—Capitol City Radio & Ap- 
pliance Co.; capital stock $50,000, 
commence business with $2,000; 
incorporators: John B. Petrella, 
Saul Seidman and Anne Grande, 
all of Hartford. 


Stamford — Monarch Household 
Appliance Co., Inc., 189 Bedford 
St.; shares subscribed for 20 com- 
mon on which $2,000 cash has been 
paid; officers: president, Samuel 
Udelman; vice-president, Theo. H. 
Udelman; secy. and treas., Stanley 
W. Udelman, all of Stamford. 


Stamford—Suburban Electric Co., 
130 Rock Spring Rd., by J. V. Tum- 
minello, same address. 


New Haven—Chapel Electric Co., 
1615 Chapel St., by Morris Persoff, 
804 Edgewood Ave. 


Bridgeport—Bell Electric, by Wil- 
ard Weigel, Bldg. 19, Apt. 126, 
Court L, Marina Village; and Er- 
nest Marak, 905 Valley Rd. 


Bridgeport—Warren Electric Co., 
by Isidore Spaner, 161 Savoy St. 


Bridgeport—Household Appliance 
Repair Service, by John Micolazzo, 
365 Stratford Ave. 


GEORGIA 


Albany—The Gross Electric Co. 
has opened in Albany to handle 
electrical appliances and do wiring 
jobs. Owner of the concern is Z. B. 


HOME-HANDY HEALTH MINISTER: 


Mr. Aneurin Bevan, England's Minister 
of Health, tries his hand with an electric 
iron at the recent Modern Homes Ex- 
hibition in London. 


Gross, who owns a similar business 
in Moultrie. The store is located 
at 1204 N. Jefferson St. 


Americus—The Crabb Radio &- 
Electric Co. recently opened at 311 
Cotton Ave., with the refrigerator 
and appliance repair department in 
charge of R. T. Crabb, Jr. 


FLORIDA 
Hobe Sound—Clarence H. Hall and 


led R. Chambers have opened their 
new business to be known as the 
Hobe Sound Electric and Refrig- 
eration Service. They are tempor- 
arily located in the office of Wilson 
Palm Gardens on the Dixie high- 
way. 


Lake Wales—J. W. Thornhill will 
soon open his new concern, Thorn- 
hill’s, at the corner of Stuart and 
Market. The store will feature the 
General Electric line of appliances. 


Carmi—The Hanson Electric Serv- 
ice Store has been opened, and will 
carry a full line of electrical appli- 
ances and wiring supplies, and do 
contracting. The owners are How- 
ard B. and Francis B. Hanson. 


Miami—A charter has been issued 
to Gulf Stream Appliances, Inc., for 
general electrical repair with 100 
shares n. p. v. stock; incorporators 
are George M. Rose, Blanche I. 
Rose, Jack Mese. 


ILLINOIS 


Champaign— Lee C. Wise has 
opened a new appliance outlet at 
120 S. Neil St., and has a Westing- 
house franchise. He was a member 
of the electrical firm of Yonce and 
Wise before entering military serv- 
ice. 


Springfield—The Brunk, Sapp & 
Howard Co., located at First and 
Washington Sts., held its formal 
opening recently. The firm handles 
appliances, household goods, farm 
equipment, etc. 


INDIANA 


Fort Wayne—Articles of incorpora- 
tion have been filed for Central 
Electric Appliances, Inc., 120 W. 
Jefferson St., with capital stock of 
500 shares of $100 par value. Incor- 
porators are Carl H. Bruns, Robert 
O. Locke and Richard A. Meyer. 


Indianapolis—Articles of incorpora- 
tion have been filed for Heating and 
Appliance Sales, Inc., 2345 N. 
Meridian St. Capital stock consists 
of 1,000 shares n. p. v. The firm will 
deal in appliances and heating equip- 
ment. Incorporators include Stan- 
ley Daugherty, C. J. Pollard, Julian 
R. Wallace and Meredith E. Fink. 


Fort Wayne—The Fort Wayne 
Home & Auto Supply Co., Inc., is 
opening for business at 1501-03 S. 
Calhoun St., according to Ray 
Young, president. Radios and elec- 
trical appliances will be featured 
os with auto supply merchan- 
ise. 


IOWA 


Emerson—A new electrical appli- 
ance store and service shop has 
been opened in Emerson by Ray 
Honeywell. The store is supplied 
with samples of appliances. 
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CURL UP WITH A KOILED KORD: Right in the front seat of your car, if you are 
@ cop, a fireman, a forester, or at least own a Motorola 2-way radiotelephone, you can 
use a Kellogg Koiled Kord for the microphone. The cord, which curls up when not 


in use, is being manufactured by Kellogg Switchboard and Supply Co. for the 
Galvin Manufacturing Co. 


Fort Dodge—The formal opening 
of the Walker Appliance Store was 
held recently by R. G. Walker, 
president of the company, which 
has been appointed distributor for 
Crosley products. Charles F. Keesy 
is manager of the new store. 


KENTUCKY 


Pikeville—Big Sandy Electric & 
Supply Co. has been incorporated 
by Leo B. Bunn, Homer G. Black 
and Gus B. Bandush, with capital 
stock of $50,000. 


Munfordville—The Vance Electric 
Shop opened in Munfordville re- 
cently, handling appliances and do- 
ing general electrical work. Earl 
Vance, the owner, has had 15 years 
of electrical experience. 


MICHIGAN 


Berrien Springs—Porter Buck is 
having a store remodeled in order 
to open an electrical appliance shop. 
A stock of merchandise is expected 
shortly. 


Hancock—A new electrical appli- 
ance and service store has been 
opened by Kilpela Bros., who also 
have a store in Calumet. Harold 
Nichols will have charge of the new 
outlet. Philco, Blackstone and other 
lines are handled at both stores. 


Flint—The Frederick Berger Corp. 
has just been organized by Freder- 
ick S. Berger, who is its president. 
The firm will occupy 6000 sq. ft. of 
space in the Heitzner Department 
Store and will sell appliances and 
allied lines. A. Heitzner is vice- 
president of the new firm. 


MINNESOTA 


Paynesville—The Zimmerman Elec- 
tric Shop has been opened for the 
sale of appliances. Westinghouse, 
Norge and Hotpoint will be fea- 
tured lines, and a stock of record 
changers is being put in as well. 


Ogilvie—Philip Carlson has opened 
the Ogilvie Electric Shop and is 
awaiting a stock of appliances and 
radios. Renair work will be offered. 


St. Peter—The Hanson Home Ap- 
pliance Co. has been started in St. 
Peter to handle nationally known 
appliances, including Philco, Ma- 
jestic, Emerson and Universal lines. 
The store has its own new building. 


Virginia—The Hejda Radio and 
Appliance Store has been opened 
by Jed Hejda, a veteran of the 
armed forces. At present the store 
is selling radios and doing repair 
work. 


Breckinridge—J. M. Boldingh and 
L. A. Mullins have opened the Twin 
City (Wahpeton and Breckinridge) 
Refrigeration and Supply Co. 


MISSOURI 


= Louis—The City Appliance Co. 

722 Chestnut St. has been incorpor- 
aa to deal in electrical and house- 
hold appliances. 150 common shares 
p. v. $100 each and 150 shares pre- 
ferred p. v. $100 each authorized, 
commence with $6000; incorpor- 
ators: Mollie Steinberg, St. Louis; 
Helen Falk, E. St. Louis, Ill.; Con- 


stance Mayer, St. Louis; Alvin Ex- 
tein, Clayton; Simon  Reznikoff, 
Maplewood. 

NEW YORK 


Rochester—Carrying an extensive 
line of appliances the new Hoffman 
Music Shop has been opened at 467 
N. Goodman St. Radios, washers 
and refrigerators are in stock, and 
a record department has been in- 


stalled. 


Buffalo—Genesee Appliance Corp 
has been organized in Buffalo with 
capital of $20,000. Incorporators are 
Marie Bevilacqua. Alfred L. Hetzelt 
and Vincent T. Ray. 


Lakewood—Lakewood Home Ap- 
pliance Sales & Service has been es- 
tablished in Lakewood, N. Y., un- 
der the management of Robert P. 
Sweatman and Merton R. Sweat- 
man, with headquarters at 114 Chau- 
tauqua Ave. 


New incorporations of appliance 
firms in New York include: 


(Continued on next page) 
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New York City—J. B. Electric 
Corp.; to deal in electrical appli- 
ances, equipment, etc.; capital 100 
shares n. p. v. stock; incorporators: 
Abraham Umanov, 1214 Ave. I, 
Minnie Moskowitz, 1761 68th St., 
Brooklyn; Samuel Weiss, 535 Fifth 
Ave., N. Y. C. 


New York City—Lippin Appliance 
Corp., Bronx; electrical appliances; 
100 shares n. p. v. stock; incorpor- 
ators: Jeannette Channick, John 
Falitz, Reuben Schreiber, 1776 
Broadway, New York City. 


Johnson City—Hancock & Sons, 
Inc.; electrical appliances; $25,000 
in $100 shares; incorporators: Ray 
A. Hancock, Richard W. Hancock, 
Kenneth R. Hancock, 627 Chenango 
St., Binghamton. 


New York City—Morse Appliances, 
Inc.; electrical, gas and mechani- 
cal appliances; 100 shares n. p. v. 
stock; incorporators: Samuel Plust, 
1632 49th St., Ida Schachter, 201 
Keap St., Brooklyn; Julian Ross, 
Hotel McAlpin, New York City. 


New York City—Traymore Elec- 
tric Co., Inc; 200 shares n. p. v. 
stock; incorporators: Jeanne Reb- 
hun, 1030 Park Place, Brooklyn; 
Sidney Mandell, 160 Bush St., Sarah 
Mandell, 1085 Anderson Ave., 
Bronx. 


New York City—Reme Appliance 
Co., Inc.; capital 100 shares n. p. v. 
stock; incorporators: Reme Wirth, 
1610 Ave. P, Brooklyn; Robert I. 
Ruback, Sydney Basil Levy, 270 
Broadway, New York City. 


/ 


J 
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SHOW PLANNERS: K. B. Thorndike, left, chairman of the show committee, and 
H. F. Spoehrer, president of the Refrigeration Equipment Manufacturers Association, 
look over the floor plan of the fourth All-Industry Refrigeration and Air Conditioning 
Show to be held Oct. 29 to Nov. | in the Cleveland Public Auditorium. The show 
will be the first held in nearly six years and is expected to attract over 300 exhibitors. 


PENNSYLVANIA 


Philadelphia—A new electrical ap- 
pliance outlet in Philadelphia is 
Drumheller’s, 1805 W. Cheltenham 
Ave. 


Philadelphia—Samuel Randel is en- 
tering the refrigeration sales and 
service business here. 


Philadelphia—Lou Franks, formerly 
associated with the J. B. Liebman 
stores as buyer, is opening a new 
appliance store at 20th and Walnut 
Sts. here. 


McKeesport — Odie Refrigeration 
has been established at 1512 Scott 
St. under the management of Albert 
J. Odenthal. 


SOUTH CAROLINA 


Spartanburg—Graham-Turner, a 
new electrical appliance firm. is 
opening at 116 N. Converse St. 


TENNESSEE 


Cleveland—Dennis F. and Oscar F. 
Brown have sold their wholesale 
firm of J. R. Brown & Co. and plan 
to enter the electrical appliance and 
automotive field in their new build- 
ing, under construction at 36th and 
S. Ocoee Sts. 


Alamo—T. H. Avery and A. J. 
Tucker announce the opening of the 
Alamo Electrical Appliance Co., 
“Your Westinghouse Store,” tem- 
porarily located in the Tucker Mo- 
tor Co. Bldg. to retail farm and 
home electrical supplies. 


Knoxville—Joseph W. Walden an- 
nounces the opening of Walden 
Electric Co. at 1124 Fort Sanders 
Ave 


UTAH 


Orem—The A. L. Duckett Sales & 
Service Co. was opened in Orem 
recently by Arthur L. Duckett. The 
store handles the General Electric 
line. 


Orem—Another new venture in 
Orem is the electric store recently 
opened by Mr. and Mrs. Carlyle Ed- 
wards, agents for Frigidaire appli- 
ances. 


VIRGINIA 


Roanoke—The Electric Service 
Corp. has started in business to 
handle the G-E line of appliances at 
28 W. Church Ave. Partners in 
the firm are O. Goode, J. P. Mud- 
diman and Gilbert L. Seay. 


WASHINGTON 


Seattle—Matheny and Bacon, !710 
Fourth Ave., announce the opening 
of their new store stocked with 
Bendix, RCA, Kelvinator and other 
appliances. 


Seattle—Nordic Electric & Heating 
Co. has been organized by Hans 
Sannes, Walter H. Larsen and 
Franz O. Johnson, to deal in electri- 
cal fixtures and appliances. 


WEST VIRGINIA 


Beckley—Heatley Brothers, 
capitalized at $25,000, has _ been 
incorporated by Joe E., Glenn E. 
and Lucille P. Heatley, all of Beck- 
ley. 


WISCONSIN 


Milwaukee—The Leader Electric 
Co. has been incorporated by Alex 
E. Gruber, Paul T. Ollenburg and 
Donald Voss to deal in electrical 
equipment, appliances and supplies. 
95 shares at $100 each have been au- 
thorized. 


Fond du Lac—Erickson Electric Co. 
has been formed here to deal in 
appliances, supplies and equipment 
Incorporators are Eric and Haaken 
Erickson, Walter W. Hughes. Cap- 
ital stock is 1,000 shares at $100 
each, 


Lancaster — Willard Johnson of 
Johnson’s Home Furnishers has 
opened an appliance store, assisted 
by Lee Mason, Lee Drake and Har- 
old Burgess, returned servicemen. 


Lake Geneva—The Porter Electric 
Service has been started by Rich- 
ard C. Porter in nearby Golf Hills. 
Mr. Porter was in the electrical 
business before being called into 
service. 


Darlington—Fred Tagatz has 
opened an electrical appliance and 
motor shop in a new building here. 
Repair work will be a specialty. 


North Pelham—Jown Appliance 
Corp electrical appliances; capital 
of 200 shares preferred stock $50 
p. v. and 100 shares common n. p. v. 


Cedarhurst—Stanlen Corp.: to deal 


in electrical appliances; capital $20,- 


0OO in $100 shares: incorporators 
Stanley H Rosenberg, 2421 Mott 
Ave., Far Rockaway; Leonard L 


lezorek, Wilmington Manor, New 
Castle, Delaware, Shirley Steier, 225 


W. 34th St., New York City. 


Rochester Raboye's Appliance 
Sales & Service, Inc.; to deal in 
household appliances; capital of 200 
shares n. p. v. stock; incorporators: 


Jack Raboye, 45 Bleile Terrace, Isa- 
dore Sussman, 65 Weaver St., Dan- 
iel Bloomberg, 56 Tyler St., Roches- 
ter. 


New York City—B & R Electric 
Corp., Bronx; electrical equipment, 
appliances; $10,000 in $100 shares; 
incorporators: Morris Weiss, Mae 
Mendes La Zink, Ethel Lax, 5 Beek- 
man St., New York City 
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NORTH CAROLINA 


Weaverville — Shope’s, featuring 
appliances, furniture and groceries, 
has opened 8 miles from Asheville, 
and will handle such appliance 
brands as G-E, RCA, Philco and 
Universal 


Reidsville—Reidsville Engineering 
Co. has been incorporated to deal 
in appliances; authorized capital 
stock is $40,000. Incorporators are 
H. D. Knight, W. G. Springs and 
1’. E. Glass, all of Reidsville. 


OREGON 


Portland—Allan Rose has opened 
his new appliance store at 622 SW 
Third Ave., with a complete line of 
radios and appliances, featuring 


Zenith and Packard Bell. 


Portland—H. D. Hacker Co., 3rd 
& Alder Sts., is Portland’s newest 
electric store. RCA products are 
sold here in an unusual setting. 


FOR FEWER ACCIDENTS: John Ballantyne, Philco Corp. president (second from 
left), receives the grand award of the Philadelphia Safety Council from George E. 
Whitwell, executive committee chairman of the Chamber of Commerce and the 


Board of Trade. The award was made to the Philco radio division for the greatest © 


percentage reduction in ident f 


treq 


y in Philadelphia per million man hours 


worked in 1945. Watching the ceremony are Gavin W. Laurie, chairman of the 
board of governors, Philadelphia Safety Council, and E. L. Hallstrom, president, 


Chamber of Commerce and Board of Trade. 
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BUG COUNTER: Dr. 
head of lighting research at G-E's Nela 
Park, inserts a bacteria-free petri dish 
into his portable electrical air sampler, a 
device which he developed to count in- 
visible microbes in the air. 


Matthew Luckiesh, 


Scheduled Meetings 


Following is a list of meetings sched- 

uled for the near future: 

Eleventh Annual Distribution Congress 

National Federation of Sales Execu- 
tives 

Hotel Stevens, Chicago, Ill. 

May 20-23 

Harold A. Laidley, General Chair- 
man, Convention Committee 


Annual Spring Conference 

San Diego Bureau of Radio and Elec- 
trical Appliances 

U. S. Grant Hotel, San Diego, Calif. 

May 27 


Mid-America Exposition 
Public Auditorium, Cleveland, Ohio 
May 23-June 2 


Annual Business Meeting and Con- 
vention 

Stoker Manufacturers Association 

Broadmoor Hotel, Colorado Springs, 
Col. 

June 3 and 4 


Annual Convention 

Radio Manufacturers Association 
Hotel Stevens, Chicago, Ill. 

June 10-13 


Annual Convention 

Pacific Coast Electrical Association 
Fairmont Hotel, San Francisco, Calif. 
June 12-14 

Victor W. Hartley, Managing Director 


Nationa! Electrical Manufacturers As- 
sociation 

Homestead Meeting 

Homestead Hotel, Hot Springs, Va. 

June 17-19 


Annual Meeting 

Marlboro-Blenheim and Claridge 
Hotels, Atlantic City, N. J. 

October 28 


Summer Meeting 

American Washer and lroner Manu- 
facturers Association 

French Lick Springs, Ind. 

July 22 and 23 

Arthur H. Noelke, Secretary 


Fourth All-Industry Refrigeration and 
Air Conditioning Exposition 

Refrigeration Equipment Manufactur- 
ers Association and Frozen Food 
Locker 

Manufacturers and Suppliers Associa- 
tion 

Public Auditorium, Cleveland, Ohio 

October :29-November | 

R. Kennedy Hanson, Show Manager, 
Clark Building, Pittsburgh, Pa. 
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Stamping Makers 
Get 19°, Price Rise 


A 19 percent increase factor over 
1942 prices has been given to manu- 
facturers of metal stampings used for a 
variety of products, including electrical 
appliances, in a recent action by the 
OPA included in Amendment 32 to 
Revised Maximum Price Regulation 
136. 

The increase, which became effective 
April 8, applies to all sales of stamp- 
ings and replaces the 8 percent increase 
given stamping producers on Sept. 19, 
1945. The previous increase was ap- 
plicable only to list and established 
prices. 

Data submitted to OPA by a repre- 
sentative sample of the industry re- 
vealed that a major portion of the com- 
panies has been affected by wage in- 
creases and all have been affected by 
higher material costs. The survey in- 
dictated that a final wage pattern for 
the industry had not been established 
but the increased cost of material made 
it necessary to give relief promptly to 
cover material increases and the labor 
increases which have been approved. 


Philco Announces 
New Radio Show 


During the past few months the 
Philco Corp. presented on its “Radio 
Hall of Fame” program an added fea- 
ture entitled “Stairway to the Stars.” 
3ecause of encouraging public res- 
sponse the feature was expanded to a 
full-length program after the final 
“Hall of Fame” program in the recent 
fall-winter cycle on April 28. 

The first “Stairway to the Stars” 
broadast was presented on Sunday 
evening, May 5th, from 6:00-6:30 p.m., 
DST, over the American Broadcasting 
Co., with Paul Whiteman at the helm. 
Each week Mr. Whiteman introduces 
two candidates who he feels will be 
the favorites of tomorrow. Martha 
Tilton is the singing star on the pro- 
gram. 


Scott Reports 
Good Production Record 


Scott Radio Laboratories, Inc., of 
Chicago, have sold more sets since 
February than ever before sold by the 
company in any previous 18 months in 
its history, in spite of the lag in most 
radio production schedules. This is the 
claim of E. J. Halter, vice-president 
ot Scott. 

“The demand has been three times 
what we anticipated,” said Mr. Halter, 
“but we have been able to meet these 
demands with an exceedingly favorable 
production record.” 

The Scott radio-phonograph is now 
available to the public in a medium- 
priced set, series 800, retailing in zone 
1 for $937.50 and in zone 2 for $984.35. 


G-E Credit Opens 
Jamaica Office 


The General Electric Credit Corp. 
added another link in its chain of 
offices on May 1 with the establish- 
ment of a new office in Jamaica, New 
York. L. E. Williams, Eastern dis- 
trict manager, announced that the 
new office is located at 161-10 Jamaica 
Ave., and is under the supervision of 
R. L. Wientzen, who has been a G-E 
Credit employee since 1937 except 
ior two years in the Army. 


1946 


List 5% more in Zone 2 Sold only in 
F.0.B. Chicago Standard Carto 
Tax Included of 3 Stoves 


MASTER-DE LUXE 2 BURNER TABLE STOVE MODEL 7 11 
COMPLETE RANGE OF 6 COOKING HEATS 


ONE BURNER ELECTRIC STOVE 
O.P.A. Approved 


Each Net 


0. 
A fine all-aluminum two slice flip toaster. 


ELECTRIC TOASTER 
List $4.30 


Standard packages of 12. 
$2.95 


Modern cabinet model. 
packages of six heaters. Eac 


IMMEDIATE DELIVERY = anaes of the above listed items 


2% discount. with order Cc. D. Net 


ELECTRIC ROOM HEATER 
OPA approved 


Railway F.O.B. Chi 


Nst $6.95. 
all purpose durable heater. 


INTERSTATE ELECTRIC SUPPLY Co. 


4754-56 CLARK 


MANUFACTURER OF ae HICA 


HICAGO 40, ILLINOIS 


“TODAY? 


REFRIGERATION 


ae 


and 


AIR CONDITIONING 


DIRECTORY 


First edition since 1942 
—soon to be published. 
Over 300 pages of im- 
portant data. 
who makes what and 
where, 
used in refrigeration 
and air conditioning. 
240 product classifica- 


. tells 


all'the products 


tions—companies, personnel, addresses, etc.,—a wealth of 
vital information on this gigantic potential world market industry. 
Conveniently indexed; handsomely bound. 


Of, the Press Soon— Price */ 


BUSINESS NEWS PUBLISHING CO., DETROIT 26, MICH. 


Send me a copy of the 2nd International Edition of Refrigeration and Air 


Conditioning Directory immediately after its publication. 


Bill me 
Individual 


Address 


) Bill my company 
Company 


Check enclosed 


State 


BUSINESS NEWS PUBLISHING co. 


450 W. 


FORT STREET 


DETROIT 26, MICHIGAN 
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LEAGUE ACTIVITIES 


600 Attend First Post-War 
Convention of Service Ass'n. 


Nearly 600 members of the National 
Industrial Service Association, repre- 
senting some 650 electrical repair 
shops in the United States and Canada, 
met in Tampa, Florida, early in April 
for the first post-war convention. A 
display of new equipment and mate- 
rials occupied the dining room of the 
Scottish Rite Cathedral and technical 
meetings were conducted in the Tampa 
Terrace Hotel. Speakers included 
Frank W. Willey, author, teacher and 
electrical engineer ; William H. Braun- 
lich, president of the association; 
R. B. Turner of Windsor, Ont., vice- 
president; and Dr. E. C. Nance, presi- 
dent of the University of Tampa. 


Vancouver League 
Hears Jarvis 


Earl Jarvis of the British Columbia 
Electric Railway, Ltd., was guest 
speaker at a recent meeting of the 
Vancouver Electrical Association. In 
addition to Mr. Jarvis’ discussion of 
adequate wiring the program included 
a showing of the Disney picture, the 
Dawn of a New Living. The meeting 
was the last of a series of educational 
sessions arranged for the winter 
months in conjunction with the Elec- 
tric Service League of B. C. 


Salt Lake Dealers 
Form Association 


The retail appliance dealers of Salt 
Lake City, Utah, recently organized 
the Retail Appliance Dealers of Salt 
Lake County, affiliated with the Inter- 
mountain Electrical Association. The 
57 dealers in attendance at the initial 
meeting elected S. Morgan Sorenson, 
Southeast Furniture Co., president; 
Robert Nevins, vice-president; Elias 
Strong, secretary-manager. Topics 
discussed included sales training, mar- 
gins, discounts, closed show rooms, 
trade-ins, sales channels, and, of 
course, the dominating topic of the day, 
the availability of merchandise. 


Whitford Heads 
Rochester League 


R. A. Whitford was elected presi- 
dent of the Electrical Association of 
Rochester (New York), Inc., at the 
annual elections held recently. First 
vice-president is E. J. Howe, second 
vice-president is George Spillane, 
executive vice-president is E. J. 
Kramer, and the treasurer is H. C. 
Ward. The Association, now in its 
23rd year as a sales promotion and 
market development organization, is 
divided into three major departments, 
namely: domestic appliance sales and 
promotion, industrial maintenance 
division, and construction division. 
The Geneva division, created during 
the past year, consists of 25 electrical 
dealers in that area. New president 
Whitford is treasurer and sales man- 
ager of ReQua Electric Supply Co. 


Lighting Course for 
Portland Electric Club 


A complete course in advanced 
lighting technique is being offered to 
members of the Electric Club of Port- 
land, Oregon, through the efforts of 
F. T. Anderson, district manager of 
the Westinghouse Lamp Dept., and 
Hugh Bargion of the Westinghouse 
Portland office. Officers of the club 
include: Theron W. Fitch, Portland 
General Electric Co., president; Rob- 
ert Hyneman, Graybar Electric Co., 
first vice-president; D. O. Bergey, 
Northwestern Electric Co., second 
vice-president; George B. Bocarde, 
Pacific Power and Light Co., treas- 
urer; and Leonard Kallen, secretary. 


Pacific League Schedules 
First Post-War Convention 


The first general convention held 
by the Pacific Coast Electrical Asso- 
ciation since 1941 is scheduled for 
June 12-14 at the Fairmont Hotel, San 
Francisco. Separate conference meet- 
ings of the various sections are to be 
held on June 12 with general conven- 
tion reports on the following day. 


Philadelphia Training 
Course Called Big Success 


A recent edition of the News Bulle- 
tin of the Electrical Association of 
Philadelphia stated that the Edison 
Electric Institute sales training course 
started in January was so much of a 
success that it has been continued with 
a new series of four classes. In the 
classes now being conducted 394 stu- 
dents are registered to attend 14 ses- 
sions. The course is directly spon- 
sored by 29 members of the specialty 
distributors and wholesalers divisions 
of the Association. 

The retail appliance dealers divi- 
sion of the association met in March 
to hear Max Robb, vice-president and 
general merchandise manager of Lit 
Brothers, who spoke to the group on 
the importance of salesmanship in re- 
tailing. 


Northwest Light Holds 
Annual Sales Conference 


The annual sales conference of the 
Northwest Electric Light and Power 
Association was held from April 15 
through 17 at the Multnomah Hotel, 
Portland, Oregon. Described as a “re- 
conversion meeting,” the conference 
program included speeches by James 
H. Polhemus, president of Portland 
G-E Co.; Patrick Johnson, association 
president; Ashton B. Collins, creator 
of Reddy Kilowatt; and Elbert 
Kramer, Pacific Coast supervisor of 
the Westinghouse Better Homes De- 
partment. Discussions of specialized 
activities were conducted by Guy 
Davis, Orland Mayer, Karl Dimmitt, 
J. F. McAllister, Kimball Jack, Henry 
Kruse, Arnold Kuhnhausen, G. Lang- 
try Bell, Russell Horning, Col. C. W. 
Huntington, and Bert H. White. 


DISTORTION? The American Optical Co., Southbridge, Mass., has produced the 
new lens-mirror combination pictured above, making television pictures five times 
larger than the pre-war variety. Reflecting glass mirror at the right enlarges pic- 
tures from the television tube but also introduces aberrations, as shown by the 
reflected image of the girl. The distortions are corrected by the specially curved 
glass lens at the left. 


- 


SOME LUCKY MORNING American housewives will wake up to find ranges in their 
kitchens like these displayed by members of the Minneapolis Electric Appliance 
Dealers Association at the recent Home Builder's Show at the Minneapolis Audi- 
torium. Eleven ranges were displayed—enough to make housewives sigh. 
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Electromaster Executive 
Speaks to Missouri Group 


Gerald Hulett, vice-president of 
Electromaster, Inc., addressed the 
Missouri Valley Electrical Associa- 
tion sales conference on April 23 and 
24 in Kansas City, Missouri, on the 
subject “Selling Days Ahead.” The 
meeting was attended by the merchan- 
dising representatives of public utili- 
ties in Missouri, Kansas, Nebraska, 
and Iowa. 


Wisconsin Group Studies 
Radio Interference 


Ata recent meeting of the Wisconsin 
Radio, Refrigeration and Appliance 
Association in Milwaukee a committee 
was formed to study the regulation of 
interference of home radio reception. 
The committee was placed under the 
chairmanship of secretary-manager 
H. L. Ashworth and will interview 
local electric, telephone, and other 
current generating companies and will 
report its findings at a future meeting. 
At the same meeting a consensus of 
opinion of the members present re- 
vealed a feeling that appliance mer- 
chandise shortages were maintaining 
the same status quo as in January. 
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Boston Institute Starts 
Second Training Series 


The second series of basic sales 
training courses conducted by the 
Electric Institute of Boston, Inc., 
started on April 15. The course con- 
sists of eight lessons, one lesson per 
week. Classes are limited to an atten- 
dance of 20 and the cost of the course 
is borne by the Institute. 


Radio Service Men's 
Association Reactivated 


Inactive during the war, the Okla- 
homa City Radio Service Men’s Asso- 
ciation held a reorganization mecting 
recently. Roy Allen is temporary 
chairman. 


Mountain League Holds 
Spring Conference 


The Rocky Mountain Electrical 
League held its spring conference at 
the Whitman Hotel, Pueblo, Colo., on 
April 5 and 6. President L. R. Storey 
presided at the meetings which in- 
cluded lecture series in engineering and 
accounting, inspection trips, and a 
banquet. 
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BANK BENDIX: The First National Bank, Newport News, Va., displays a Bendix 
automatic home laundry in its lobby to encourage borrowers who want to purchase 


washing machines. 


Placed by the Stringfellow Electric Corp., the appliance, only 


one displayed in the institution, is seen daily by 2,500 persons. 


Appliance Dealers 
Organize in Charleston 


The Appliance Dealers’ Association, 
composed of 35 prominent appliance 
dealers, was formed recently in 
Charleston, S. C., as the first step in 
assuring fair practices in appliance 
promotion and selling throughout the 
district. At the first meeting Jim Hood 
of the Hood Myers Electric Co. was 
elected president; Paul Quattlebaum, 
Jr., Quattlebaum Electric Co., vice- 
president ; and T. M. Beshere, Charles- 
ton Farm and Home Supply, secre- 
tary-treasurer. First act of the new 
association was to adopt a standard- 
ized “priority registration” policy 
whereby prospective appliance custom- 
ers would be permitted to register for 
scarce items with only one dealer. 
The group plans to standardize serv- 
ice operations and will rule on trade-in 
methods. 


Stoker Makers Appoint 
Connell to New Post 


Lloyd L. Connell of Richmond, Ind., 
until a few months ago a lieutenant 
colonel in the AAF, has been named by 
the Stoker Manufacturers’ Association 
to fill the newly created post of tech- 
nical director. He will handle and 
supervise the technical and engineer- 
ing products and problems of the 
association. From 1936 to 1941 Mr. 
Connell was national service manager 
of the Schwitzer-Cummins Co., Indian- 
apolis. He is a graduate of Purdue 
University and has taken post-gradu- 
ate courses at Butler University. 


Appliance Contest Launched 
by New Orleans Association 


Some fifty prizes ranging from a 
complete kitchen to electric clocks will 
be won by outstanding entrants among 
the residents of New Orleans and vi- 
cinity who compete in the Better Liv- 
ing Appliance Contest conducted by 
the Electrical Association of New 
Orleans. All contestants have to do is 
to tell in 250 words or less what appli- 
ance they want most and why. Whole- 
salers and utilities are participating in 
the contest, scheduled to close at the 
end of May. 


Potter Talks on Lighting 
to Intermountain Ass'n. 


“Lighting Designed for Seeing” 
was the topic of a talk given in Salt 
Lake City recently by Walter E. 
Potter, district engineer of the G-E 
Lamp Department, before some 200 
members of the Intermountain Electri- 
cal Association. He demonstrated re- 
cent developments in illumination and 
mentioned the color lighting of fluores- 
cent lamps, the home uses of Circline 
lamps, and the accent on architectural 
structure provided by Slimline lamps. 
Mr. Potter was introduced by A. E. 
Fleming, manager of the supply sales 
division of the G-E Supply Corp. at 
Salt Lake. 

Officers of the association recently 
elected include O. R. Bigelow, presi- 
dent, succeeding Ora H. Barlow; E. 
Brazier, first vice-president; J. T. 
Underwood, second vice-president; 
and J. F. McAllister, secretary-treas- 
urer. Elias J. Strong was re-elected 
manager. 


Schwarz Discusses Lighting 
at Philadelphia Forum 


“Lighting. . . User’s View” was the 
subject of a talk made by George A. 
Schwarz of the H. L. Green Co., New 
York, before a meeting of the Philadel- 
phia Lighting Forum of the Electrical 
Association of Philadelphia and the 
Philadelphia Section of the Illumin- 
ating Engineering Society recently. 
The talk was the first in a series of 
three which also included discussions 

f “Lighting’s Place in Modern Mer- 
chandising,” presented on April 8, and 
“Lighting and Modern Design for Mer- 
chandising,” given May 13. 


Mountain League Starts 
Certified Wiring Program 


The Rocky Mountain Electrical 
League has announced the launching 
of an active “Certified Wiring Pro- 
gram” which will be under the direc- 
tion of Meryl E. Mentzer, field rep- 
resentative. Details of the program 
were presented before a meeting of 
the National Electrical Contractors 
Association in Denver. 
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The Product Consumers Requested 


SAFGARD 


HOME MILK 
PASTEURIZER 


Every Farm Home 


Every Small Town Home \ a Pros 


afford to be without it. 
Two-gallon capacity . 
ing and timing controls . 


temperatures . . 


Statistics show that rural 
families want clean, safe, pasteurized 
milk, free of milk-bourne diseases. Now, milk can 
be pasteurized properly at home. The SAFGARD Home Pasteurizer 


is SO easy to Operate, so economical to buy that no farm home can 


. automatic, electrically operated heat- 
. agitator that keeps milk at uniform 
. simple, rugged construction. 

Rural families are going to buy it. . 


The Product With A Profit Future 
Because It's 
Packed With Sales Appeal 


Dealer, Jobber Territory Still Open. 
Write for complete details. 


PENDING 


. are you going to sell it? 


OTHER SAFGARD 
PRODUCTS 

@ Electric Water 
Heater 

@ Electric Fence 
Controller 

@ Float Valves 


GUARD-IT manuracturine co. 


Dept. E, 615 N. Aberdeen, Chicago 272, III 


SEARCHLIGHT SECTION 


(Classified Advertising) 


Employment Business 
SELLING MERCHANDISE 
“OPPORTUNITIES” 


UNDISPLAYED RATE 
(Met fer equipment advertising ) 


15 Cents a Word, Minimum $3.00. POSITIONS 
WANTED (full or part time salaried employment 


only), 4 A rates, in advance. 
Box ERS—Care of New York, 
Francisco offices count as 10 words. 


DISPLAYED RATE 
Rate: $9.00 per inch for all advertising r than 
contract. Contract rates on request. ENA ADVER- 
TISING INCH: %” on ome column, 4 columns— 
48 inches—to page. 


Wuere To Buy 
Parts, Services & 
Accessories 


WASHING MACHINE PARTS 
“For any and all makes” 
Most complete stock in N. W. 
Prompt Service 


Minnesota Appliance Parts Co. 


191 W. 7th St. St. Paul 2, Mina. 


SELLING OPPORTUNITY OFFERED 


MANUFACTURERS 


Francisco 4, Cal. 


REPRESENTATIVE: 

wanted to sell jobbers electrical equipment. 
Item in virgin market. Give details, other 
lines, local references, etc., lst letter. Nation- 
ally known manufacturer. RW-911, Electri- 
cal Merchandising, 68 Post Street, San 


CAROLINA WHOLESALER 


Wants electrical appliances to dis- 
tribute in the Charlotte Trading 
Area. Good credit, 3 salesmen, ade- 
uate warehousing. 

FRICT ON MATERIALS 


Prepare Now for Additional Markets 


Aggressive International sales organization, princi- 
pals, offers live wire sales representation and dis- 
tribution in foreign markets. Interested in securing 
lines of r ‘ers of radios, electri- 
cal appliances, approved wiring devices, hardware 
specialties and allied lines. 
COSMOPOLITAN SALES CO. 
450 Seventh Ave., New York, 1, N. Y. 


WANTED 


VACUUM CLEANERS 


Can absorb entire production of tank and 
upright cleaners. Financial assistance in 
factory if necessary. 

BO-910, Electrical Merchandising 
330 West 42nd St., New York 18, N. Y. 


INDEX TO ADVERTISERS 


MAY 15, 1946 
Briggs & Stratton Corp......... 16 
Business News Publishing Co.... 27 
Cosmopolitan Sales Co....... ; 
Detroit Lubricator Co.......... 10 
Electricity on the Farm...... 
Guard-It Mfg. Co............. 29 
Interstate Electric Supply Co.... 27 
Little Burner Co., H. C........ 24 


Minnesota Appliance Parts Co. 29 
Norge Division, Borg - Warner 


Parts, Service & Accessories.... 29 


Silex Company, The..... Third Cover 
Southern Friction Materials Co.. 29 


Youngstown Kitchens Div. of Mul- 
lins Mfg. Corp....... Fourth Cover 
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ELECTRICAL 
MERCHANDISING 


Including “ELECTRICAL APPLIANCE NEWS" 


Vol. 75 


No. 10 


Publication Office, 99-129 North Broadway, Albany, N. Y. 
Editorial and Business Office, 330 W. 42nd St., New York 18, N. Y. 
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HAVE YOU HEARD 


NUMBER ONE VACUUM CLEANER SALES- 
MAN This was the title that Pic 
magazine gave to George T. Stevens 
in a recent sketch in the Young Men 
of the Month columns. Mr. Stevens, 
vice-president and manager of the 
Eureka division of Eureka-Williams 
Corp., is 36 years old and has been 
in an executive post with the com- 
pany since 1940. Says Pic, “... Stevens 
an turn on the steam for a sales 
campaign, give the boys straight from 
the shoulder talks at sales convention, 
but he does it in effortless fashion and 
without any unnecessary drum beat- 
ing . . He recently predicted that the 
industry would chalk up some 340,000 
vacuum cleaner sales this year, and 
he'll see that Eureka nails its share 
of them.” 


Fake Orper distributors have 
recently been routed in San Fran- 
cisco, where two men purchased a 
mailing list of appliance dealers con- 
taining 8,000 names and circularized 
them, offering $3.98 clocks, $2.50 
toasters and $4 irons for immediate 
delivery, one third cash to be sent 
with the order. They skipped with 
$12,000 and mail since checked by 
postal inspectors has contained another 
$25,000 


C. R. Brocan, ATLANTA zone manager 
of the Kelvinator division of Nash- 
Kelvinator Corp., was cited recently 
by company officials on completion of 
his 20th year with the firm. He 
joined the company in 1926, working 
with the service department in Detroit. 
In 1929 he was transferred to the 
sales department as a district manager. 
He was appointed manager of the 
Atlanta branch in 1934, becoming zone 
manager when the branch was en- 


larged in 1939. 
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FortTy-SIX YEARS of service were 
enough for Herbert H. Bosworth, 
sales manager of General Electric’s 
appliance and merchandise department 
products, who retired on March 31. 
For the past ten years Mr. Bosworth 
had maintained headquarters at Nela 
Park, Cleveland. Early in his career, 
in 1910, to be precise, he engineered 
the installation of the first ceiling fan 
in a New York subway car. 


Cart J. WINKLER, president of the 
U. S. Machine Corp., Lebanon, Ind., 
has been awarded a special citation by 
the War Department for “patriotic 
service and outstanding assistance ren- 
dered to the Ordnance Department in 
time of war.” Mr. Winkler’s com- 
pany manufactures domestic, commer- 
cial and industrial stokers. 


DEATH OvERTOOK Frederic William 
Brown, assistant sales manager of the 
E. Ingraham Co., Bristol, Conn., on 
March 6. Mr. Brown was 56 years 
old and had been with the firm for 15 
years. 


MEXICOo’s HIGHEST AWARD to non-citi- 
zens was presented recently to Warren 
Lee Pierson, president of the American 
Cable & Radio Corp., for his “excep- 
tional ability, long and _ successful 
career both as a public servant and a 
business executive, distinguished lead- 
ership as president of the Export-Im- 
port Bank of Washington, unfailing 
tact and courtesy, and oft proved 
understanding of and sincere friend- 
ship for the peoples of Latin America.” 
Mr. Pierson’s award of the Order 
of the Aztec Eagle was made at 2 
dinner at New York’s Waldorf- 
Astoria. 


ELECTRICAL APPLIANCES sold in Oak- 
land, Calif.. must hereafter conform 
to safety standards set up by Under- 
writers’ Laboratories and American 
Standards Association, in accordance 
with a new city ordinance recently 
passed which is aimed toward fire 
prevention. 

Exceptions are appliances attached 
to motor vehicles, or to electrical 
appliances operating a primary voltage 
net exceeding 25 volts consuming a 
maximum of 50 watts. 


Tue Bureau oF Rapio and Elec- 
trical Appliances of San Diego has 
canceled its tentatively scheduied 
Spring Fair and now has under con- 
sideration the possibility of a Summer 
Show to be held at Del Mar in con- 
nection with the County Fair, June 
28 to July 7. Under any circumstances 
it is final that the Bureau’s annual 
Electrical Show will definitely be held 
in Balboa Park next November. 


Maurice RAPHAEL, assistant to the 
president of the Garod Radio Corp., is 
celebrating his 30th year in the radio 
industry, recalling early experiments 
and developments with such pioneer 
associates as Dr. Lee de Forest, Ben 
F. Meissner and many others. Back 


MAURICE RAPHAEL 


in 1917, when a mere handful of people 
were producing radio transmitters, 
Mr. Raphael was in the field with the 
Emil J. Simon organization. He is 
still watching radio grow up. . 


Joun J. Ross, head of the new!y- 
formed Aviola Radio Corp., 
Arizona, died recently after a mont))- 
long illness. The 48 year-old execy- 
tive had started as a tool and die 
maker with the Ford Motor Co. in 
1918. In 1942 he sold his controlling 
interest in the Detrola Radio Cory., 


‘Detroit, and moved to Phoenix. 


CoroneL JoHn S. Pret, former 
manager of the Frigidaire Division of 
General Motors Corp. in New Eng- 
land, was recently awarded the Legion 
of Merit, presented by Col. Lawrence 
Meyns, chief of the Boston Ordnance 
District. 


M. former vice- 
president of Thomas W. Berger, Inc., 
Cincinnati sales and merchandising 
counsellors for appliance manufactur- 
ers, has resigned to join the staff of 
J. M. Korn & Co., Philadelphia adver- 
tising agency, as director of marketing 
and merchandising. Mr. Shipley will 
retain his interest in the Berger Co., 
acting in an advisory capacity only. 


DURING THE CELEBRATION of the 
electricity department’s 50th  anni- 
versary in Belfast, Ireland, the city re- 
called that Northern Ireland saw its 
first electric clock in 1865. A watch- 
maker in that year placed in his 
window the clock, with a small sus- 
pended time-ball which fell on receipt 
4f a time signal by wire from Green- 
wich. Persons wishing to check their 
watches were advised to be in front 
of the window not later than 12:30. 
The clock had a simple movement 
driven by a small electric motor and 
powered by an electric battery inside 
the shop. 


IF YOU ARE HARRIED by the housing 
shortage, follow the example of Burton 
E. Squires, head of a Pittsburgh elec- 
trical appliance agency. To Mr. 
Squires, home is a boat, and the whole 
Alleghany River his province. He 
lives alone on a yacht built for nine, 
and commutes to work daily. When 
docked, the boat uses city gas, elec- 
tricity and water; when afloat, it 
generates its own. Aside from the 
cost—such as $800 a vear for insurance 
alone—Mr. Squires can’t think of a 
reason for living ashore 


“| THINK IT'S GRAND THE WAY THE OLD BOY HELPS BUILD UP A NEW SALESMAN’S 
CONFIDENCE" 
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LEADERSHIP AGAIN EMPHASIZED IN THIS 


@ Silex leadership in the coffee maker industry is the result of constantly developing exclusive features 


..-features which assure the emphatic preference of distributors, retailers and customers alike! 


JS j LE X THE FINEST APPLIANCES IN THE WORLD 
THE COMPANY ~- HARTFORD 2, CONN. - ST. JOHNS, P. Q., CANADA 
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EXPANDED PRODUCTION 


PLUS THESE FEATURES 


MEANS PROFITS WITH 


MULLINS MANUFACTURING CORPORATION 
Warren, Ohio 


Porcelain Enameled Products, Large Pressed Metal Parts, 
Design Engineering Service 


PIONEERS OF KITCHEN MERCHANDISING 


New Manufacturing Facilities are dedicated 100% to supplying the 
needs of Youngstown dealers and distributors .. . 


Evolutionary Styling keeps pace with public acceptance; new models 
can be added to thousands of pre-war installations . . . 


A Complete Line includes enameled steel cabinet sinks, cabinets, and 
accessories, made to highest quality standards in every detail. 
Styles and sizes for kitchens of every type, from compact arrange- 
ments in moderately priced homes to the most expensive custom 
installations. The finest equipment ever offered to meet the tremen- 
dous demand for attractive, work-saving kitchens . 


Continuing Mass Market Promotion features low-cost units of sale 
that have the greatest appeal for the largest number of buyers . . . 


Pre-War Dealer Profit Margins are maintained to make Youngstown 
Kitchens the best-paying line of merchandise you have ever sold. 


BY MULLINS 


More than 10,000 retailers are set to make substantial profits selling 
Youngstown cabinet sinks and cabinets, according to the proved 
Youngstown merchandising plan. 


Some territories are still open. If you are interested, let us know. 
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